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yhead-of-the-field matched styling, the all-new 1955 Apex Wash+A*Matics 





You are invited to see the complete line of 1955 Wash-A-Matics 
and Automatic Clothes Dryers in our new space, Rooms 1160-61, 


Merchandise Mart, or at your Apex Distributor’s 
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MERCHANDISING SCOOP 


Westinghouse Appliance Retailer 


There'll be no first of the year doldrums for the Westinghouse 
Franchised Retailer. No sir! He’s starting the year with a big bell- 
















ringing merchandising event that cashes in on one of retailing’s 
most potent promotions — first quarter White Sales. 


Soft goods retailers have made the White Sale an established, 

eagerly looked-for selling event. (Just ask your wife!) And now 

oO r for the first time, Westinghouse Appliance Retailers get in on the 

act with their own big White Sale. It’s a natural for clearing 

inventories of 1954 models and racking up extra sales and profits 
on “‘specials’’ .. . thus paving the way for the introduction of the 
new 1955 feature-packed Westinghouse Refrigerators and Ranges. 


The Westinghouse White Sale has everything-—from atmos- 
phere to urgency. There are genuine “specials” to give Westing- 
house Retailers truly terrific ““come-in’”’ bargains for thrift-minded 
shoppers. There’s an exciting “Hurry, these can't last” window 
and store display ... newspaper ads that demand quick action . . . 
and a big 8-page bargain-packed White Sale flyer. 


And Westinghouse gives these local sales full support by way of 
hard-selling Betty Furness demonstrations on “Studio One" and 
the January 5th Best of Broadway” spectacular. 


The Westinghouse White Sale is just one more way in which 
Westinghouse works with its retailers... to help them clear inven- 
tories... to make money in off-seasons .. . introduce new products 

handle trade-in problems. It is also one more reason why 
Westinghouse is the most valuable franchise in the industry. 


If you are interested in joining the ranks of 
successful Westinghouse Retailers, we suggest 
you write today, in confidence, to Dept, 

M-3, Westinghouse Electric Corporation, 
Mansfield, Ohio, requesting a personal 
presentation of “The Westinghouse Story” 
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push-button 
window fans by 














here they are! 





Model F20 
$59.95 
Model ER20 


$79.95 


O 
~ 


IS 


‘ud-oune world’s finest 


air treatment appliances 








WEW PORTABLE 20 
WIGH STAND 


4 push-button controls 















the 


3 speeds. Modern |” 
tubular steel chrome 
pedestal. Circulator tilts 
to any desired position 

adjusts from 17" to 48” 
above floor level, 4” 
rubber wheels 
‘| MODEL F20MS 
$79.95 












HEW 20° FLOOR MODEL HASSOCK-TYPE FLOOR LOW STAND 17° 



























4 push-button controls MODEL The most efficient 17” 
J speeds. Handsome Modern efficient all-purpose air circula 
I” tubular steel chrome hassock-type floor cir tor made. Swivel-head 
stond. Circulator tilts to culotor. J speeds—high, mounting easily adjusts 
ony desired position low, and slumber speed to blow straight oul— 
may be used on floor for super-quiet night vup—down—or at any 
table, wall or window cooling. Complements angle. 3 speeds. 
sill any room setting MODEL C77 $49.95 
MODEL FIOFM $64.95 MODEL FIZ $49.95 


CORPORATION 221 N. LaSalle St. Chicago 1, Ill. 
TorontolO, Canada 
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Business Quick-Check 
SALES, appliances, radio-TV ($millions) 
BERT consvmats ows on tal. calle TV Gncliiind 
FAILURES of appl.-radio-TV dealers 
RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 
SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) | 
UNEMPLOYMENT (thousands) 


RENDS 


Unless you're a “pathological pessimist” you can look forward 





to a good year in 1955. 





That's the opinion of one of the country’s leading economists 
who feel that all indicators point to a very good year in the 12 
months ahead. (Only exception: the farm market.) 

Do appliance men go along with this point of view? ‘The answer 





is a pretty definite yes if you examine their forecasts for individual 





product lines as summarized on page 339 of this issue. ‘Thev foresee 
gains (mostly moderate ones) for eight of eleven products. Modest 
declines are seen for room air conditioners and automatic washers. 
The only serious drop is in conventional washers where output is 
expected to fall to near the million mark (or 13 percent under 
1954's total of 1.23 million). 

How about radio and television? For radio the answer is again 
yes. RETMA’s annual guesstimates peg radio output at 6.9 million 
in 1955, as compared to about 6.4 million in 1954. On TV, the 
guesstimates for 1955 fall below 1954's astonishing 7.3. million total 

but not much below. And that’s important since it indicates 
pretty clearly that the industry's mood this January is much better 
than it was a year ago. In fact, ‘I'V producers are so happy about 
current business that some marketing experts think they may be too 
slow to cut back output if inventories continue to climb (as they 


have recently). 






Despite a slight falling off in overall industry volume (from $7.1 
billion in 1954 to about 6.7 billion in 1954) all-time records were 





set in certain product lines during the past year. What's more, 





there is a good chance that at least as many new records will be 





set in 1955. 
This holds true of almost all products which are in the growth 
stage. Dryers are a case in point; output last vear soared to 890,000 
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Latest 
atelalia 


Preceding THE SHORT 


atelalial 





282 278 278 


32 26 42 


14.6 14.1 14.9 UP * 
114 113 113 UP 


285.9 286.6 287.8 DOWN % 
114.5 114.7 115.4 DOWN % 
18.4 19.7 20.0 DOWN % 
106.0 114.0 90.1 DOWN % 
508.7 236.6 361.8 UP wt 
2,893 2,741 1,699 WORSE w# 

ae nae ae AMER PAREN 5 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur, Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


units. Almost everyone agrees that this mark will be broken in 1955 
and although the “guesstimates’” noted above place this year's 
output at about 937,000, attainment of the million mark is not 
beyond reach. 

Bed coverings are also a good example, Production passed the 
million mark in 1954 and should continue to gain in 1955 and the 
years that follow. 

Food waste disposers set a record last year (with production of 
360,000 units) and a sharp gain over this figure is being predicted 
for 1955. Manufacturers think sales will reach something in the 
vicinity of 437,000 units. A heavy gain (almost 16 percent) is also 
forecast for dishwashers and this projected total of 243,000 units 
would put the industry well within reach of the existing record 
(260,000 in 1951), 


Of particular interest is the fact that manufacturers expect freezer 
production to edge up over the million level this year after having 
fallen to 975,000. A good share of the optimism behind this predic 





tion of a better year ahead for freezers can be traced to the successful 





revival of food plan selling, particularly by department stores and 





well-organized independent food plan operators. It’s a good bet that 
this trend will become more apparent in the months ahead. 


e. 


The problem of distribution still occupies a prominent spot in 





industry thinking. That was obvious last month in Chicago when 





over 20 appliance manufacturers exhibited at the annual convention 
of the Motor and Equipment Wholesalers Assn. Members of this 
group handle automotive supplies and recently have been investi- 


(Continued on page 6) 
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on 


Clock the speed of an element controlled 


by a Proctor Infinite Flasher Switch. 





TRENDS continued 





gating the possibilities of diversifying their business. ln some cases 
the appliance manufacturers are eyeing the automotive jobbers to 
fill gaps in their market coverage. In other cases, particularly with 
small appliances where multiple distribution is widely accepted, the 
automotive jobber is looked to for additional market coverage. 

If this should bear fruit it’s obvious that the number of retail 
stores handling appliances would increase sharply since the automo- 
tive jobbers would be selling types of retailers not ordinarily con- 
tacted by more conventional appliance distribution. 








In looking over 1955 air conditioner lines don’t overlook the 
technical advances which have been made in newly-developed units. 











BUTT ER — melts in 15 seconds 








BACON —sizzies in 30 seconds 








BGG —"slow” fries in 2 minutes, 18 
seconds 








WATER—1! pint boils in 3 minutes 
—faster than any other element-switch 
combination 





All of these cooking-time com- 
parisons were made under 
rigid, impartial conditions 
You can duplicate them on 
your own sales floor right 
under the eyes of your pros- 
pects if the electric range 
you sell is equipped with the 
Proctor Infinite Control 
Flasher Switch 


PROCTOR 


RLIANCE yy 
wt ad Ame YOu s' 
'Y CAN TRY 
Equipment Division, PROCTOR ELECTRIC CO. 
3rd St. and Hunting Park Ave., Philadelphia 40, Pa. 





Tell Your Manvtacturer 
How Important 

These Selling Features 
Are To You. 

He'll Listen! 
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Better designs have produced units which draw less current and 
have better power factors. Several new Y2-ton units draw only 7.5 
amps and an equally advanced %-ton unit is being readied by one 
firm — perhaps in time for part of the 1955 season. 

Some firms have played down these technical advances because 
they must first move those re-styled 1954 units which were carried 
over into the 1955 lines. 


End 


Beginning Next Month 





Mort Farr Says... 


A monthly page by the nation’s best known dealer, the peri- 
patetic merchant from Philadelphia who probably talks with 
ind listens to—more appliance and radio-I'V retailers than any- 
body else in this business 

In Denver today, Salt Lake tomorrow, Washington on Tues 
day, New York on Wednesday—all over the country—speaking 
and traveling as chairman of the board and a prime mover for 
NARDA, he makes it his business to know about your business 

That's what he'll talk about—your business. No preacher, what 
Farr says will reflect the best that others are thinking and saying 
about retail salesmanship, price-cutting, management, color TV, 
food plans, no-list pricing and anything else that’s timely and 
important to dealers. 

What MORT FARR SAYS will appear regularly, every 
month, along with Trends and the National Appliance and 
Radio-TV Picture, in Ecvecrrica, MERCHANDISING. 
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t PROMOT ION 


= coming up on 
® the newest. lightest 
... lowest cost 


HOOVER 














° | A great new bargain offer for A powerful push in the Sundoy Complete, and completely prac- 

C your customers—on the most pop- magazines ... reaching more than tical! You'll get a big kit «f display, 
ular Hoover Cleaner of all. They 34,000,000 families on four Sun direct-mail, retail advertising ma- 

f save big money—and you get days... through 81 papers NG vert , all ready to go to work... 

big business! starting January 9! and sure eto bring in sales, right now! 








NEW POWER TO START THE NEW YEAR 
WITH THE ALREADY-POPULAR HOO 


if your Hoover representative hasn't called yet, get in touch am He 


with him today! The Hoover Company, North Canton, Ohio. 
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WHAT MAKE 


THREE REASONS WHY 
IS FAMOUS FOR 
DEPENDABLE HOME 


LAUNDRY EQUIPMENT : NOX MATCHMATES 


nT 





is more than a mere word with ABC. Ie’s 
the tangible result of better design . .. Skill- : ir A | oy abe \\\ 3 
ful craftsmanship. Building quality into ABC j Toate | —_ - 





Home Laundry equipment is a customer-satisfying habit un- 
changed in 45 years. Concentration on quality has helped to 
build for ABC a reputation for keeping customers happy with 
their purchase, Others talk about quality. ABC makes certain 
it's an important part of every ABC washer, dryer, or ironer 
that goes into your customers’ homes. 


of design helps insure longer service... 
more efficient performance. For example, 





the gearless mechanism used in ABC auto- 
matic washers means fewer parts. Moreover, there are no com- 
plicated controls or gadgets on ABC equipment. These are the 
details of design and engineering that assure dependable per- 
formance ... help you keep your profit. If you want more proof 
on how “simplicity” improves a product's reputation, ask the 
men who install and service automatic washers, dryers and 





ironers. They'll back ABC to the limit! For those who want the finest home laundry equipment. Hand 
some, new styling; beautiful aqua-marine por ri iellaMmlalicialel at 
ABC keeps an “eye to the future.” gorgeous new control panels, illuminated in color Custort 


That's why many laundering “firsts” engineered ABC-O-MATIC washer has twe complete 


Teliatate 





are credited to ABC. That's why, ycles, plus the finest demonstration feature in the industr 
too, many features found on ABC-O-MATIC Washers and ABC Shampoo’ washing: Matching dryer 
Automatic Dryers are exclusive ... designed and engineered to ife, ‘“Jet-Aire’ drying action 

provide provable washing and drying advantages. Credit ABC 
with “shampoo” washing action, overflow and splashaway 


y 


gas 


Sell the line with the reputation for 
work-saving convenience, dependability, 
and trouble-free performance. 

Sell ABC. It pays off in satisfied 


customers... more sales, more profits 


rinses ... the most dramatic demonstration and sales clincher 
features in the industry. More, ABC pioneered the single heat, 





low temperature drying in combination with exclusive 
“Jet-Aire” action. This feature opened up a completely new 


field for “safe’’ drying of “miracle” fabrics. for you. Contact your distributor 
P . . 4 ’ 


or write, wire or phone ABC. 


TORFER BROS. COMPANY © PEORIA, ILLINOIS 
Specialists in Building Fine Home Laundry Equipment for 45 years 
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WRINGER WASHER 
Model 409 


WRINGER WASHER 
Model 350 


a 





WRINGER WASHER 
Model 330 





ABC De Luxe 
IRONER 
Good news for your value-conscious customers! Yes with the Se ED eve 
Economy Pair ABC makes it possible for practically every family 
to enjoy the benefits and conveniences of automatic home 
laundering. The new, thrifty-priced ABC-O-MATIC "60" Washer 
and Model B (gas or electric) Dryer are value-packed with 


high quality performance features 


Clonericad Leading Wishers acd Dyer 


ELECTRICAL MERCHANDISING—JANUARY, 1955 




















NEW! 


SENSATIONAL 
“Stair-Climbing” Utility Cart 
| that goes ANYWHERE! 


* 
PATENTED 














PERFECT FOR LAUNDRY - EVERY HOME USE! 


Get ready for plenty of 


traffic when you handle the ERUAMMAUR ag 
amazing new GYPSY Kart. INTRODUCTORY 


Here’s the answer to the 


probrem of "housework OFFER. ..WRITE US 


backache.” 








- 
Choice of 3 Models for every budget. “ef 


Exciting GYPSY Kart features ‘sell on sight”! 


: g 
> i 
; 7 7 ae 
: ba 
= ‘ i ¢ 
- : h 
_ ye , 

: ¥ 

2 ’ 
* : 


RA 

P is f 
No lifting, no bending, no carrying. Exclusive “Hang-lt” feature! Iron gar- Folds for easy storage—in home or apart- 
GYPSY Kart glides up and down stairs. ment. Hang at once. Keeps clothes fresh ment. Out of sight—ready for instant use 


co 


Home? A POST 


LEISUREHOUSE ¢ Merchandise Mart @ P.O. Box 3376 © Chicago 54, Illinois 


See Us at the Housewares Show, Booth 624, Morrison Hotel 


Write today for 
Offer” and Literature 
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20 on 
aa cad © All have 115V, 60 cycle, AC Motors 
® Rigid motor mount, welded to frame 
© True balanced blades “sound tested” 
© Quieter by actual test 
© More compact, size for size 
© Snap-in, snap-cut guards... easy cleaning 
: © Clean and rugged, for long service 
"Window fon © All have 3-speed switches 


a ee 
“Porta-Breex"’ 


Outstanding 
20 ineh 
Models 


20” Porta-Breez 


Fan with the new “Magic-Lok” 
that quickly, easily adjusts fan up 
to 58” or down to 17” from fleor 
..» for use anywhere, Fan may 
be tilted thru 360° in any direc- 
tion for exhaust or intake, ‘Porta- 
Breez” of 1” seamless tubing with 
4” rubber wheels, to roll easily. 


20” Window Fan 


Window exhaust or intake fan fits 
sash-type windows 29” to 38” 
wide. Complete with metal side 


expanders, It's 544” x 22” square, 
A FULL FAN LINE FOR EVERY NEED weighs 25 lbs., moves 2500 efm at 


hi-speed. 


_ i. os ; 
Be Seag Fe 
THE LAU BLOWER COMPANY tee Lai, caniee tain 
be tilted at any angle quickly, Ac- 


2005 HOME AVENUE * DAYTON 1, OHIO cessory available at extra cost. 
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WHITE PRODUCTS CORPORATION 





a WwATER-HOTTER! 


eine 
Le fol mole) ame)’, 20 tm ol-lal-sih 


only as it helps YOUR sales! 


~—-_ 


That's why dealers do better with 


WHEE .«”™ 


AUTOMATIC WATER HEATERS GAS AND ELECTRIC 


National advertising pays off 
t MUST, or White Tite 


on your floor 


alel aechalelae me cemerelabilaltl:) 


ampaign Year atter year, we use an imposing 
f 


making magazines to build your profit 


part of your White 
Write TODAY! 


iBall Dut one small 


Proved Pr f t hlela’ 


« DIVISION OF EDWARD LAMB INDUSTRIES 
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The National Applance-Radio-IV Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—January, 1955 


The East 





- 


By ROBERT W. ARMSTRONG 


Year-end figures show 1954 
off about five percent in dol- 
lars despite some gains in unit 


sales .. . Laundry equipment 


and TV strongest items 
Retailers expect improved sales 
and more competition in ‘55 


[' won't be any surprise to anyone 
who reads this annual statistical 
issue to discover that manufacturers’ 
sales of many appliances were off from 
1953. Neither will it surprise most 
eastern dealers who read this column 
to find that they weren’t the only ones 
who suffered some slight setbacks in 
1954 retail sales 

For the overall 1954 picture is in 
darker tones and contains fewer dol 
lar signs than 1953. If you pulled a 
figure out of the air—which is pretty 
much what you’d have to do—you 
could say that the decline was about 
hive percent. 

We asked dealers all over the East 
to report this month on both Novem 
ber sales and estimated year totals 
By and large, November sales were up, 
but the year was off. And, of course, 
some items did better than others. 


Letup in New England. One of the 
most specific reports concerns the Bos 
ton area. Here, as elsewhere, some 
dealers were ahead as much as five per 
cent, many off 6.5 percent for the year, 
Product-wise a cumulation of many 
dealers’ experience shows ranges, re 
frigerators and water heaters off about 
11 percent for the year, washers off 
through November, but about 40 per 
cent ahead since; vacuum cleaners 
down 20 percent; space heaters off 19 
percent; electric blankets up 237 per- 
cent; garbage disposers up 57 percent; 
dryers up 145 percent; boilers up 114 
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percent; air conditioners down 50 per- 
cent. 

New England was badly hurt by 
hurricane Carol and Edna and sales 
slumped badly in August and Septem 
ber as a result of sales personnel from 
the utilities—-which are an important 
factor in New England sales—going to 
work on line repairs, 


Luck in Westchester. New York’s 
wealthy Westchester County was one 
of the few places where dealers could 
report a more profitable ’54. Three 
out of four merchants said that profits 
were as good or better than in 1953. 
‘Typical was the report of a Mount 
Vernon retailer who found that the 
vear represented a gain of five percent 
(although refrigerators were off 10 per 
cent) partly because of a five percent 
gain in washers and an even year in 
I'V. Another suburban dealer said that 
although 1954 unit sales were better 
profits were approximately even. He 
could attribute his stability to a five 
percent jump in refrigerator sales, a 
10 percent rise in automatic washers 
and a ten percent gain in TV. The 
reason he didn’t make more money 
with all these increases could be found 
in his own statement: “There were 
plenty of major appliance sales around, 
All we had to do was beat the other 
guy's prices.” 


Five Go Down. Five out of six mer 
chants in upstate New York agreed 
more with New England than they did 
with Westchester. As one explained 
his decline, “The full year will be off 
considerably from 1953 (despite a 
strong November) because we lost a 
lot of ground in the first half.” 

An upstate distributor had his prob 
lems, too. “November,” he said, echo 
ing dealer experience, “picked up con 
siderably, especially television. White 
goods were a little better than Octo 
ber. But the entire year will be off a 
little for us. We found it harder to 
make a dollar and the profit picture 
has suffered.” 

An exception which proves only that 
it is an exception is this report from 
one dealer who went ahead: ‘““Novem 
ber moved a little ahead of last year 
and was even with October. We will 
wind up the year about five percent 
ahead of 1953. The last four months 
saw a decided pickup and have wiped 
out earlier losses. Price cutting is bad 
but we are learning to live with it by 
featuring our service. Most of our cur- 
rent business is repeat or referral and 
customers coming in our store are 
told right off the bat not to expect 
price concessions.” 


Sales Up, But... In Philadelphia 


as elsewhere some dealers counted 
more unit sales, fewer dollars. One 


1955 


attributed it to bigger trade-ins and 
more competition. Another, whose 
business was about even, despite a 
higher volume, said that although he 
was selling cheaper he was also buying 
cheaper. Most Philadelphia merchants 
were in the same product boat with 
other eastern dealers with improve 
ment in washer and dryer sales, but 
were paddling their own canoe with 
some gain in refrigerator sales, 


Bagdad on the Potomac. Christmas 
came earlier to Washington, D. C., 
than elsewhere in the East, because, if 
enthusiasm is any criterion, their No 
vember sales were even better than in 
other cities. One department store 
went ahead of last year by eight per 
cent on majors, another jumped 15 
percent across the board, a third added 
up a five percent increase in majors, a 
slight drop in electric housewares and 
a fourth said; “White goods, partic- 
ularly washers and dryers, moved right 
along all month . . . TV sales have 
shot up. . . Sales of small radios for 
November were higher than for both 
November and December of 1953.” 
Most other dealers reported emphasis 
on TV and laundry equipment too, 
but several reported activity in the 
rotisserie and electric frypan. 

The big flea in the beard of Wash 
ington’s Santa was an unexpected out 
break of Sunday selling and a violent 
reaction of criticism. Senator Mike 
Monroney of Oklahoma, clutching a 
fistfull of full-page newspaper ads on 


Sunday cut-rate warehouse sales of 
radio, T'V and furniture, jpwnped up 
in the Senate to accuse merchants of 
turning Washington into a “Bagdad 
on the Potomac.” Monroney’s worry: 
that the practice will spread to more 
stores, even to other communities, 
ending the Sabbath as a day of rest. 


No Tears, No Fears. With a good 
November behind them, eastern retail 
ers were looking forward to a 1955 
that would be at least as good as 1954, 
perhaps a little better. Most of them 
could say that inventories were in good 
shape; most of them felt, or said they 
felt, a new readiness to buy among 
consumers, One Boston dealer expects 
a good boom in appliances and ‘TV 
during the first half. Said he: “People 
are showing more willingness to get 
their names on our books again, 
They're not afraid of taking on an- 
other debt as they were earlier this 
year.” 

Several pinned some of their 1955 
hopes on growing replacement sales 
in refrigeration and TV, but many 
tempered their optimism with the 
realistic comment that while volume 
might go up a profit would be just as 
clusive and that trade-ins would be- 
come even more of a problem. A few 
even mentioned plans for outside sell 
ing, more intensive promotion, 

From here 1955 looks like it will 
bring some volume increase over 1954, 
But it will also bring more competi 
tion, 
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By TOM F. BLACKBURN 


AB en 


Room cooler boom in the South- 


west . Gifts to old cus- 
tomers Water softener 
competition Who does 


freezer business? 


YOLDEN haired appliance of 
J 1954 was the room cooler, 
which enjoyed a frantic boom in -the 


Louis, 
The heat 


southwest, particularly in St 
Kansas City and Wichita 
wave that struck these areas caused 
thousands of air conditioners to be 
transshipped from the cooler east. The 
spectacle of room coolers being sold 
it cut prices in a period of hectic de 
mand was an all time novelty, Wichita 
saw crews of utility men running out 
to neighborhoods to install trans- 
formers. Cooler unit business in Kan 
sas Gas and Electric territory was 335 
percent ahead of 1953 

Dallas, Texas, saw 3,456 air con 
ditioners sold in August, 5,933 in 
June, and even 1,747 in January. The 
combination cooling and heating 
unit didn’t go so good, with only 553 
moved in August 

Kansas Gas & Electric Company re- 
leased photographs showing a trans- 
former being put on every pole. 
I.mergencies were taken care of first, 
and by October the situation was be 
ing cleared up. Few in the appliance 
industry realized the load put on resi 
dential lines by air conditioners in the 
home. As Mrs. B. EF. Marsh of the 
power company in Omaha puts it, 
“A room cooler uses as much clec- 
tricity as five refrigerators.” 

(Continued on page 14) 
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Sales Reveal ‘Trends, Kansas 
tory, which seems most typical, saw 
refrigerators 1.5 percent ahead of 
1953 (for ten months of 1954), auto 
matic washers 20 percent, window 
fans 64 percent. Wringer washers 
lagged 14 percent’ over last year, and 
clothes dryers were 22 percent ahead. 


terri 


Duluth, which has stuck stubbornly 
to wringer washers, is now swinging 
to automatics. For ten months of 


1954, sales were 2,236 on automatics 
compared to 1,711 last year. Wringer 
oben me were 1,888 for the same 
period in 1954, compared to 2,236 
in 1953. Refrigerators suffered a 
fall-off in 1954, sales for ten months 
running 2,953 compared to 3,382 for 
1953, same period, Ranges jumped 
from 1,724 in 1953 to 2,034 this year. 


Gifts to Old Customers. Sol Polk 
in Chicago has come up with a cutie 
in merchandising. He's sending his 
boys to call on every householder who 
bought an electric range from his firm 
in the last ten years with a delayed 
gift of three chromed reflector pans. 
It’s a giveaway program which bene- 
fits the customer of the past as well 
as the present, and kisses his salesmen 
into an atmosphere of will 
Fifty thousand sets pur 
chased. Last angle he 1 free 
rug made out of scraps for every home 
purchasing carpeting or rugs 


good 
have been 


used was 


Hiow Many “Live Alones’”’. Recent 
census made by the University of 
Chicago reveals that the number of 
households with only one person grew 
62 percent from 1940 to 1950. There 
were 125,139 person: ilone in 
1950. The mak 
ing homes jumped 30 percent, 321 
083 in 1950. This is true 
nationally 


living 
number of couples 


equalls 


as in Chicago 


Water Softener Competition. ‘I wo of 
the competitors of the water softener 
are items not taken into consideration 
by the average retailer. They are 
Climalene, a chemical water softener, 
bought at the grocery store, and deter 
gents, such as Tide. In an area with 
eight grain hardness a check was made 
recently and it showed-that sales of 
water softeners and detergents were 
much higher than normal, Families 
apparently use Climalene to soften 
bath water and dishwater. Laundry 
is done with detergents. Housewives 
talked to, however, felt that no deter 
gent would equal the luxury of soft 
water for washing hair, and this may 
be a point to be played on 

One of the things about which 
there hasn't been much publicity i 
the fact that California has suffered 
from a water softener racket as well as 
the food freezer racket. The pitch was 
to approach a family, ask to put in one 
as a demonstrator, and then inform 
the victim that he woukd get a $50 
commission on every sale resulting 
from a reference. Job installed was 
worth about $50 and the victim was 
billed $350 to $500 for it. Squawks 
alarmed the Federal Housing Admin- 
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istration and it forced banks on the 
West Coast to talk to borrowers to se 
if the job was satisfactory. As a r 
ult, the racket folded up ina hurry 


Some idea of how much business 
can be done on Sunday may be gath 
ym from the fact that one of Chi- 

ago’s largest discount houses took in 


$10,000 in down payments 
ances between | in the 
10 on Sunday night. 


on appli 
afternoon and 


Who Does Freezer Business? Onc 
of the promotion men for the home 


freezer business breaks it down this 
way as to who did the home freezer 
volume during 1954: Department 


stores, 4 percent; furniture stores, 8.4 
percent; oe implement stores, 16.8 
percent; appliance stores, 38.1 per 
cent; utilities, 3.2 percent; hardware 
tores, 6.2 percent; plumbing establish 
ments, 1.4 percent; lumber yards, 

percent; automotive dealers, 4.3 per 
cent; apartment house builders, 2.9 
percent and miscellaneous, 
That’s the way it was, 


jewelry 
10.7 percent 
folk 


Guess on 1955 Room Cooler Out- 
put. ‘This column’s secret room cooler 
market analysts, who have been guess 
ing the coming year’s output rather 
ccurately for the past three years, 
through with the estimate that 
not more than 1,260,000 units will be 
produced in 1955. They agree with 
Bernie Mitchell who says that the busi 
ness has swung from optimism to pessi- 
mism from year to year. Mr. Mitchell, 


who says the percent 


coTne 


market is 3.3 


saturated points out that a deale: 
who sold 36 room coolers in 1952, 
moved 44 in 1953 and 55 in 1954 
Hot weather makes an air conditioner 
1 red hot item, with one department 
tore in Tampa, Florida, moving 1,300 
in three week he high saturation 
period is five to ten years away. 
Built-in Trouble. Comes now word 


from the building industry that built-in 





appliances seem to be causing troubl 
An appliance, it seems, can’t be r 
placed without calling in a plasterer 
and carpenter to fill up the hole. If a 
family outgrows an appliance and likes 
another brand, it is stuck. Further 
more, a built-in appliance is part of th« 
mortgage, and if the family doesn't 
like it, it can lump it because it can 
not be changed until the mortgage is 
paid off. 


The South 





By AMASA B. WINDHAM 
SA ARIES 2 


Dealers believe early months 
of 1955 will be good . . . Credit 


still a buying factor .. . Sales 


record of 1954 good in review 


believe 
should 
they were in 
the past two year Ihat is the con 
ensus of outhern dealer opinion 
With few exceptions, the men who 
move the goods feel that prospects for 
future continue on a 


Bhi orge is no reason to 
that prospects for selling 
not be as good in 1955 as 


busine will 
ound basi 











a 





“JUST LOOK AT THAT FAMOUS NAME- 


WINSTON CHURCHILL!” 
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Through November of 1954, we 
had sold 20 percent more appliances 
than in any previous year and holiday 
sales are mounting,” declared a vet 
eran dealer in Atlanta early in De- 
cember. He confidently expected to 
finish the year far ahead of any othe: 
period in his selling history. ‘This 
dealer's outlook is considered signif 
cant because he’s been at it, in the 
same location, for 18 years and he 
knows the appliance picture at all 
times. 

“Probably the worst thing dealers 
here in Atlanta had to put up with 
during the year was faulty collections,” 
this dealer went on. ‘““There has been 
some improvement lately but the 
problem is still with us.” 

This attitude was echoed by an 
independent retailer in Birmingham, 
who said: “It took real man, 
igerial maneuvering to get us ovet 
some of the rough spots during the 
year and it’s going to take more care- 
ful management in 1955. But I see no 
reason why the moderately heavy buy 
ing spree shouldn’t go right on into 
the early spring months. I wouldn't 
care to make a long range forecast but 
it looks good for January and Feb 
ruary, anyway.” 


some 


Mid-South In Good Shape. A Chat 
tanooga utility official summed up the 
outlook for the mid-South. He said 

Approximately 50 dealers here in 
Chattanooga will wind up by selling 
round $15,000,000 worth of appli 
1954. That’s the highest 
olume we've ittained and it 
will continue high on into 


inces in 
evel 
probably 
1955 
higher rtainly 
but peopl ire changing to new 
faster than we ever thought 
ossible, credit has improved and buy 
( ire receptivs \ll we have to do 
is sell them.’ 
\ check on thc 


Price ire 


mode | 


records of Florida 
Power & Light Co., shows that dealer 
in that utility’s operating territory, 
shooting at a $65,000,000 sales goal 
considerably ahead of the r 
quired pace in early December. A 
Miami wholesaler of long experience 
explained why. “The sale of big ticket 
good or better than it ha 
been. We're ahead on electric 
water heaters, automatic wash 
ers and home freezers and we are just 
ibout even on refrigerators. Air-condi 
tioning and television sales were bette: 


were 


items 18 as 
ever 
ranges, 


than ever before, too. Miami dealers 
had a terrific letdown in January and 
February 1954 before getting on th 
beam again, but I see no indications 


that another slump is due in the early 
months of 1955. You can’t accuratel 
predict those things but on our part 
we're optimistic.” 

Doubts From The Carolinas. There 
were some doubts from Charlotte. An 
old time retailer in that city expressed 
the belief that “dealers have been 
riding a fine gravy train for the past 
couple of years. I don’t see how it can 

(Continued on page 16) 
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age The Nationally Known . . . Nationally Advertised 
 CACEMENT WINDOW AIR CONDITIONER 
that FITS AlL WINDOWS ! 
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less lnventory...No Lo lost Soles... Maximum Profits 





oF ees P| by wo. A oe ene 
i ) : O ES | GREATER SALES VOLUME... the only practical, all purpose unit for installation in any 
] heal Sy ; ‘ beet AN oa , : : 

i ‘ 4h, window without modification or mutilation of window frames. Fits ALL windows! 


i eo : = 50% LESS INVENTORY .. . one model serves either casement or conventional window 


applications. No need to carry more than one line. 















GREATER PROFITS . 


. . DEERING protects its dealers with full trade discounts. You save on 
easy installation too . 


. far more profit. 


DEALER-DESIGNED PROMOTION ... powerful selling and merchandising aids supported 
by dominant local newspaper advertising. 


BiG PRICE ADVANTAGE... high quality, low price made possible by DEERING pioneering. 


AU MEW for 5/ 


SUPER-COOLING .. . reserve capacity setting gives 25% THERMOSTATICALLY CONTROLLED .« « 'o maintain selected 
more cooling when needed . . . more comfort faster. j 


temperatures . . . now included at no extra charge. 


SUPER-QUIET . . . normal operation is unbelievably quiet COLOR HARMONY .. 
+++ you can keep wonderfully cool and sleep, 


QUAD-GRILLE .. . new outlet grille is four times as large... 
distributes cool air quickly and evenly... “double deflection” FAST, SIMPLE INSTALLATION . . 


eliminates drafts even 24 inches away from unit. rans a bi 
NEW COMPACTNESS .. i 


, overall size reduced nearly 507, NEW LOW PRICES .. . Deering prices are $40 to $80 lower. 
COOLS IM 4 MINUTES ,.. fills average room with cool oir High dealer margins maintained. 


x. in just four minutes, 5-YEAR WARRANTY on refrigerant system. 


. soft swan gray with contrasting grille 
and trimmed with oa touch of gold, blends with beth modern and 
traditional furnishings. 


. anyone can install the 
- meets all requirements from flush inside 


m : } SrOeKaD BY ESAS Pees ERSTORS avian wee 


0 ese Peace 


CINCINNATI 2, OHIO 
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hold up at anything like it has been. 
We've been ‘adjusting’ for six months 
now and I look for still more ‘adjust- 
ment’ before business gets back to its 
rightful place. | don't foresee any 
recession, however.” 

In Memphis, the dealers’ concern 
also appeared to be more with credit 
and competition than with prospects 
for selling. Our Memphis contact de- 
clared: “There probably won’t be any 


ELECTRICAL 
let-up in buying for a while and I be- 


lieve the first quarter of 1955 should 


“gan YOU pap ¥ ‘ee: 18 | be about on a par with 1954. We 
R Al H LIANCE ' | found it necessary last year to tighten 
1, | up our business considerably, par- 
. . ticularly on credit extension. But 
{ N SERVICE | right along with it, we had more cash 
| sales and we had more short-term 
credit sales.” 


—_™ 


«seem 
SS 


~~ 
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Uncertainty Not Evident. While 
admittedly, most of these predictions 
are mere guess work on the part of the 
dealers, they nevertheless indicate a 
more positive attitude toward business 
in 1955 than were the uncertain and 
nervous predictions made exactly 12 
months ago. 

With holiday sales not yet totted 
up, the record for 1954 was a good 
one. Most heartening was the slow 
but sure increase in refrigerator sales 
throughout the South. In New Or- 
leans, indications were that dealers 
had probably topped the 20,000 re- 
frigerator sales mark set in 1952. 
Houston, Birmingham and Atlanta 
contacts all estimated that the sale 
of refrigerators had caught up or 
passed last year’s figures, while reports 
out of Miami, Dallas, Memphis and 
Charlotte indicated a steady upward 
climb in sales. 

Automatic washer sales were well 
ahead of last year in almost every 
area of the South. Dealers in Miami, 
Jacksonville and ‘Tampa sold from 10 
to 20 percent more automatics than 
they did in 1953, and in Charlotte, an 
ipproximate 25 percent increase in 
sales was estimated. In Birmingham, 
automatic washer sales were “a little 
better than last year,’ with similar re- 
ports from Memphis, Houston and 
Atlanta. 

Electric range sales wound up the 
year with showy increases in Louis- 
jana areas outside of New Orleans, in 
most Florida cities and in three out 

MANUFACTURERS AND SERVICE MEN WHO SERVE BEST of four big Tennessee cities. Range 
selling in North and South Carolina 
showed a definite pick-up beginning 
ibout October, which brought the 


sales mark in these areas to about par 

. with last year. Birmingham, Atlanta 

pe and Dallas dealers could not quite 
match the sales pace of 1953 but the 


decline was not sharp. 
WIREMAKER FOR INDUSTRY 


Sale of Home Freezers Off. Hom« 
freezer sales during 1954 left some- 

| thing to be desired. Even in Florida, 
| where dealers sold almost everything, 
| freezers lagged about 20 percent in 
| Miami, 15 percent in Jacksonville and 
| 10 percent in Tampa. Along the Gulf 
Coast and in many Mississippi areas 


| 


(Continued on page 21) 
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presents its 1956 air conditioners for 1955 











One year in advances... 


FOR YEARS, ENGINEERS HAVE WORKED TOWARD DEVELOPING A ROOM AIR CONDITIONER THAT...| 


Cools a room in ' 
less then 5 minutes! Can be quickly, inexpensively and 
Only MITCHELL does it with AFM—Air J correctly installed by anyone 











Flow Modulation. Just a flick of the AFM 
switch gives 20% greater air velocity 
40% more volume to cool the entire 
room instantly. Minutes after a MITCHELL 
Room Air Conditioner is switched on, 
rooms are cooler and nicer to live in 
air is distributed evenly from wall to 
wall...floor to ceiling. Here is a deep 
penetration of cool comfort for high 
velocity cooling, tailor-made to the spe 

















cific room, furniture location, or special 
air conditioning application 


Will give full horsepower 
rating in terms of delivered 
cooling no matter how high 
the outside temperature 


Only the all-new MITCHELL does it with 
the revolutionary new super high 
capacity chassis. Here is why the new 
MITCHELL delivers more cooling power 
than any other unit...it has 28% larger 
evaporator with 334% larger tubes for 
greater cooling capacity...fan capacity 
is up 34% to handle more air...and the 
condensor is 70% wider for greater heat 
transfer. This big MITCHELL super high 
capacity chassis is next year’s air con 


ditioner today! mounts neatly in a transom or through wall installs at top of window 


Provides unlimited 


directional air control 

Only MITCHELL has it with 20 Direction 
Aire... draft free air conditioning a year 
ahead. MITCHELL’s 20 differant. settings 
assure complete comfort in every room 
MITCHELL Direction-Aire provides a posi 
tive setting to put the air where it's 
wanted...up or down, right or left 
at any angle. MITCHELL cools rooms ae . MITCHELL, the first air conditioner to fit flush with the wall, installs easiest 
quicker... better! ‘a - everywhere...is adaptable to any installation. 


Only MITCHELL has it with revolutionary new Expando-Mount. The flexible 
sides of a MITCHELL draw out like an accordion to fit the unit neatly and 
securely in the window, achieving a completely air-tight, dust-tight in- 
stallation. No muss, no fuss, no cutting—installation is done in less than 
half the time 


You'll like to sell MITCHELL... 
easiest to install everywhere 


t 


e| 
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closer to window thanthesill half inside and halfoutside flush with outside wall 























completely new product § | new expando-mount 


engineering jim versatility 


brings you next year’s features today 
Shattering merchandising traditions, Mitchell moves up all changes planned for 1956 
into 1955... to give you more to talk about . . . more to sell at full list price against 
any competition 

Sell the most respected name in air conditioning backed up by the United States 
Testing Company Seal of Quality, certifying MITCHELL's consistent air conditioning 
efficiency. Sell the line backed up with merchandising innovations such as the exclusive 
MITCHELL Dealer Distributor Protection Plan, Early Bird Incentive Travel Program and 
a@ Nation-wide Consumer Give-Away Promotion. Be o part of the air conditioning 
industry's largest advertising program ... be a franchised MITCHELL dealer! 























MITCHELL Takes 
No Space In the Room 


Only the comfort tells you it's 
there. The smart, Cadillac Beige 
cabinet is a triumph of functional 
beauty! Mitchell, the world’s finest 
room air conditioner is all new... 
years ahead...there has never 
been an air conditioner that pro- 
vides so much comfort, peak per- 
formance and styling. Mitchell is 
unmatched for years to come. 








Only MITCHELL Has 
the Weath’r-Dial! 


Select the weather as easily as 
you'd dial a radio. Takes all guess- 
work out of operation. Provides 
seven levels of comfort: Dyna-Cool 
.Nite-Cool...Arid-Dryer...Venti- 
late...Exhaust...Cool and Venti- 
late...and Dyna-Heat for instant 
room warmth on cold mornings. 


Mitchell for 1955—A selling dream 
come true for every air condition- 
ing dealer. 
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Only MITCHELL Has 
the Weath’r-Dial! 
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new true flush mount = TTT] 





” he 
FE BE « Wh Modet m-245 


have the new product 
in room air conditioners 
to command more 


Model M-345 








a Frog! Sod biq year 


GIVE-AWAY FAPLY-Binp _—éfor ~D.D.P. 
CONSUMER DEALER DEALER 


PROMOTION PROMOTION _—DISTRIBUTOR 
| out of every 20 TRIPS PROTECTION 


MITCHELL PARIS mst dollars 


room air conditioners : , paid out to 
in March =| MITCHELL DEALERS 
% in 1954 


the Seal of Approval 
of the United States Testing Co., Inc. 


to point to with pride! 


MITCHELL MANUFACTURING COMPANY 


2525 NORTH CLYBOURN AVENUE «+ CHICAGO 14, ILLINOIS 
IN CANADA: Mitchell Mfg. Co. - 19 Waterman Ave. - Toronto, Canada 
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where freezers have always sold well, 
there were disappointing lags in sales. 
Only in New Orleans, where the up- 
swing began in March, was there an 
exceptional gain in freezer sales. 
There are signs of better coopera- 
tion among different factors in the 
appliance industry which should lead 
to corresponding boosts in appliance 
sales. It will be interesting, for ex- 
ample, to learn the final results of 
United States Steel's “Operation 
Snowflake,” designed to help dealers 
sell more white goods during the 
Christmas holidays. Enthusiastic re- 
ports from some utilities and dealers 
were heard, citing the fact that this is 
the first time a raw material producer 
has taken a hand to help the selling 
picture. If the results are good, this 
could be a definite trend in the in- 
dustry, advantageous to producer, 
marketer and consumer alike. 


The Great Lakes 





By N. BLEECKER GREEN 


November business up ; 
Year's totals ten percent under 
1953 . . . Planned promotion 
lacking . . . Ohio as a typical 
test market... 


USINESS in the Great Lakes region 
B varied for the month of Novem- 
ber this year. Generally it was up 
from the previous month of Octo- 
ber. One dealer in the Pittsburgh area 
reported a jump of thirty percent from 
last month, but most of the merchan- 
dise merchants pegged their increase 
around ten percent above the preced- 
ing October business. One pointed out 
that November is normally better than 
October, but any comparison must de- 
pend on just how good October was. 

But the picture of November this 
year as against that of last year is differ 
ent. And it reflects the yearly picture 
as well. While a few dealers do show 
a boost from the sales total of last year, 
the majority are reporting a decided 
dip in percentage figures. While it is 
hard to set any across-the-board aver 
age, the pace seems to run close to ten 
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percent under November of last year. 


This Year and Last. The natural 
question is how does this year stack 
up against last year? Most definitely it 
seems to be down. Much depends up- 
on the results of the fourth or last quar- 
ter and just how much it contributed 
to upgrading business volume for 1954. 

Most dealers felt they would end the 
final month and the last quarter with 
a good rise in overall business. But the 
year will be down by some ten perent, 
according to the majority queried in 
the Great Lakes region. 

Many factors have affected the com- 
bined business of our people during 
1954. The first two quarters were off. 
Strikes in many areas depressed the 
paychecks moving into the pipeline. 
Iconomic slowdowns were general 
throughout the area. Although the 
final spurt of the year has been a good 
healthy one, it was not strong enough 
in most places to recapture the lost 
business. 

Regional patterns varied within the 
territory, with Columbus, Ohio, re- 
porting a good volume and the chance 
of reversing the generally lower figures. 
Dealers reported both shopping and 
sales picking up in December and as 
one put it, “Total units and gross will 
be higher in 1954.” One aggressive 
merchant pegged his year-end results 
at 20 to 25 percent over 1953. 

But other parts of the Buckeye State 
brought in different stories. Dealers in 
Canton and Newark thought the 
fourth quarter would equal or pass that 
of last year. But they did not think it 
would be enough of a push to bring 
the year’s total up enough to pass 
1953. 

One Pittsburgh retailer, although re- 
porting higher sales volume, pointed 
out that his cost of doing business had 
risen and that, since it has been more 
expensive to operate during the past 
year, his higher volume might not be 
as profitable. But Pittsburgh, plagued 
with a year-long department store 
strike, had a ray of light when one 
phase of this was settled in late No- 
vember. Steel prodution began to 
boom again and the outlook for the 
coming year gave the retailing folks 
more promise than they had hoped for. 

Reports from Kentucky showed that 
dealers would just about hold their 
own when the yearly totals went up. 
A few ended up in the plus column, 
but most remarked they would be con- 
tent to break even. West Virginia 
showed a similar pattern, with a few 
exceptions. But both areas have been 
troubled by the economic slowdown of 
coal and the slow start of the steel in 
dustry during the first two quarters. 


The Movement. Laundry equip- 
ment led the parade in the white 
goods field for another month and 
shows signs of becoming a staple leader 
in the field. A smattering of range and 
refrigeration sales sparked the volume 
tallies here and there, adding to the 
volume picture. 


1955 


Television held its own after a good 
— in October and seems to be 
acking up the predictions of most 
dealers that this will be an excellent 
year. Throughout the area, dealers 
were working with a season they 
termed “very good.” 

Although table models have been 
getting a great share of the play and 
volume in the television field, consoles 
have not been neglected. A check of 
dealer sentiment shows that a great 
percent of them are ~ consoles 
in greater volume than table units. 
Basically the dealers are working, or 
trying to work with, the bigger ticket 
for greater dollar margin. ‘Television 
shows an active and busy turnover in 
the $200 to $300 bracket in some sec- 
tions of the region, but there is no 
definite pattern. 


Low-end Leaders. Some of the ques- 
tioned dealers felt the low end of the 
line was still moving the best, but that 
the $200 to $300 range provided them 
with the most dollar volume. Many of 
them have been casting cagey eyes at 
the new lines being shown by distribu 
tors and pricing will be an important 
factor for the coming merchandising 
year. 

Christmas housewares inventory be- 
gan to pick up around the first of De- 
cember for most of the dealers report- 
ing. Inventory showed a decided 
pickup with greater depth of stock be- 
ing carried at dealer level in some 
cases. And the final two weeks of No- 
vember showed an upswing from the 
opening two week period. And as 
stated here last month, many dealers 
were still relying on distributors and 
wholesalers to do their warchousing. 


The Push Ahead. One of the sur- 
prising observations of the Great Lakes 
market is the response from dealers on 
coming promotions, Asked whether 
they had any strong promotions com- 
ing up and what they were planning 
for the coming year, many nell vr with 
a “not yet.” What this does show is 
that many dealers were holding back 
until they had a good look at the new 
lines coming up. It also shows a defi- 
nite lack of advance planning and pro- 
motional coordination. 

Much of the promotional effort to- 
day is stemming from the manufac- 
turer and distributor level, with the 
retailer riding along for what he can 
get. A good seasonal program, sched- 
uled for the complete year in black and 
white on paper, could be of much help. 
A check of the dealers reporting the 
best volume in their respective areas 
shows them to be the ones with con- 
crete plans on the promotional side of 
the business. 

One Columbus dealer stated he 
planned on “installations included 
with dryers, ranges and disposers . . .” 
Another was “preparing white ele- 
phant sales for A igre 

All too many of the dealers said their 
promotion would be “about the same 
as always.” With thinking like this in 


our highly competitive merchandising 
field, their volume is also likely to re- 
main “about the same” while others 
get a greater share of a growing and 
rising market. 


Ohio Story, Appliance sales at retail 
level have been getting a good pro- 
motional boost in the Buckeye State 
lately, thanks to the aggressive efforts 
of the Saturday Evening Post. De- 
signed to help sell appliances at the 
dealer level, the second chapter of the 
“Electric Servants Fairs” closed re- 
cently in Zanesville and Cambridge, 
Ohio. Co-spunsored by both the big 
consumer magazine and the Ohio 
Power Co., the experimental project 
followed the pattern set in the initial 
Van Wert (Ohio) project (EM, Octo- 
ber, 1954). 

Using traffic building cards (which 
carry participating dealers’ names and 
prizes offered) on a large consumer 
mailing list, the move into larger ur- 
ban areas really produced sales. Some 
16,500 cards were mailed in the Zanes 
ville area alone, covering both in-town 
and rural areas. 

Nine dealers participated in the 
Zanesville operation, moving over 200 
major appliances during the eight day 
period. According to C, W. Lawrence, 
Ohio Power sales representative, some 
117 units were moved during the week 
directly following the event. Televi- 
sion headed the list of volume movers 
(90), while refrigerators (24), , ranges 
(19), dryers (33) and washers (27) 
rounded out the leaders. 


The Far West 





By HOWARD M, EMERSON 


New year offers a favorable 
sales climate for western deai- 
ers although more weak sisters 
will fail . . . Look for a renas- 
cence of freezers, more suc- 
cessful promotions 


EALERS and distributors in the Far 
D West are entering the new year 
under conditions more favorable for 
profitable appliance-T'V business than 


(Continued on page 24) 
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ore sales action by dealers! 








More buying action by 
Greater all-around 





60.2% 
CHICAGO 
TRIBUNE 










Percentage of expenditures of 

general advertisers of housing equipment 
& supplies and radio & television sets 

in each Chicago newspaper 

First nine months, 1954 


17.6% 12.3% 9.9% 
CHICAGO = CHICAGO =—s CHICAGO 
DAILY NEWS AMERICAN SUN-TIMES 








, ux GET greater sales action all down the line when 
you advertise in the Chicago Tribune. That is why 
general advertisers of appliance store products show 
such a marked preference for the Tribune. 

The Tribune is Chicago’s primary source of buying 
information. It is the No. 1 hard lines medium in the 


midwest, both with consumers and with advertisers. 


Put the selling power of the Tribune behind your line 
and you use the most powerful form of brand promotion 
this market has to offer. It can help you get more out of 


every dollar you spend for promotion in this area. 


You use Tribune advertising most effectively when 
you develop it with the help of the Tribune consumer- 
franchise plan. Designed for your particular situation, 
the consumer-tranchise plan uses an unexcelled know]- 
edge of the Chicago market to help you get more sales 


and a stronger market position. 


A Tribune representative will be glad to explain the 
consumer-franchise plan in detail to you. He can show 
you with actual case histories how it has helped other 
manufacturers. Why not get in touch with him today? 


Chicago Tribune 


THE WORLD'S 


GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

A. W. Dreier EF. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 

1333 ‘Tribune Tower 220 EF. 42nd St Penobscot Bldg 155 Montgomery St 3460 Wilshire Bivd 

SU perior 7-0100 MUrray Hill 2.3083 WOodward 2-8422 GArfield 1-7946 DUnkirk 5-3557 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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elling effectiveness! 











THE TRIBUNE GETS YOU MORE SALES ACTION THESE FOUR WAYS! 














LOUBWAY 




















Oo REACHES THE BIGGEST AUDIENCE! With Tribune advertising you place 
your product story before the families who account for the bulk of the 
appliance store purchases in Chicago—hundreds of thousands more 
families than are reached by any other Chicago newspaper. 
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© VALUABLE AID FOR YOUR SALESMEN! A schedule in the Tribune gives 
your salesmen a powerful selling point to use with Chicago dealers who 
know and use the Tribune’s superior ability to produce cash register 
response to their own advertising. 
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READ BY YOUR BEST PROSPECTS! Chicagoland families know from ex- 
perience that the Tribune contains by far the largest selection of home 
merchandise offers. When they get ready to buy, they turn to the Tribune 
for shopping information and guidance. 


























GETS MORE DEALER SUPPORT! Dealers give your line an extra push by 
merchandising your Tribune advertising to their customers with tie-in 
displays, mailings and mentions in their own advertising. They know it 
brings them more pre-sold customers. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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SELL A LARGER FAN MARKET WITH COMPLETE DAYTON LINE 








10 to 20° WINDOW FANS 




















DAYTON FAN 






MANUFACTURERS of Dayton Fans and Blowers — Dayton Electric 
Motors—Teel Pumps and Water Systems—Speedaire Air Compressors 





APPLIANCE-RADIG-TV 
PICTURE 
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was expected by most of the industry 
six months ago. A general feeling of 
optimism has pervaded the individuals 
here, and not all of it is either mo- 
mentary response to satisfactory fall 
volume, or a feeling that the discount 
situation may not be getting worse. 


By the Wayside. There is some in- 
dication that "55 will see an increase 
in the number of dealers going out 
of the appliance business — either 
through failure, or, in the cases of 
hardware and furniture stores, through 
dropping the appliance departments. 
Yet, this increase in dealer failures is 
definitely tied in with the presump 
tion that 1955 will be a good year for 
the industry here. Basic reason seen 
for the failures is the trend to restric- 
tive franchising by distributors. Names 
could be listed here of dealers who 
have been footballing top name brands 
of white goods for years and who have 
been cut off during the last three 
months By mid-Winter many of 
these dealers will be out of business, 
into another business, or struggling 
with off-brand merchandise. 


A Hope For Promotions. Dealers 
who will profit by restrictive fran 
chising, through increase in the area 
“given” them, or through elimination 
of “legitimate cut throat competition” 
have on the side of good business for 
55 another guesstimate—that promo- 
tions of all types will be more profit 
able than for any year since the war. 
In every section of the Far West, pro 
motions by leagues, utilities and deal 
ers have been clicking during the 
last four months—and tie-ins with na 
tional promotions show some improve 
ment. Here are some examples: 

Tie-in promotions offering a 110-v 
dryer at little extra cost have been 
moving automatic washers at a fast 
rate for many small dealers—and at a 
good mark up, too. During Novem- 
ber and December, in those cities 
having color TV programs, dealers 
have been holding open house pub- 
licized by distributor advertising — 
results have been favorable increase 
in sales of 2l-in. b&w sets in the 
over-$200 bracket. In western Wash- 
ington, a league sponsored promotion 
went over quota 107 percent on re- 
frigerators and 113 percent on ranges. 

In northern California the Dia- 
mond Jubilee promotion took an ex 
tra 106,000 prospects into dealers’ 
stores to make a selection of the 
appliance (by brand and model) 
which they hoped to win from the 
$20,000 in prizes. 

Only drawback to success of pro 
motions is seen in continued lack of 
qualified sales personnel to follow up 
leads produced by the promotions. 
No one seems to have the answer (ex 
cept Sears). Distributors are finding 
some dealers turning down promo 
tion ideas because the store now has 
more prospects than personnel to sell 
them 

(Continued on page 28) 
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that gives more than 











And you can easily demonstrate the advantages of Porcelain 
Enamel with a few familiar objects—a coin, lipstick, book of 
matches, bottle of iodine. You can prove to your customers that 
Porcelain Enamel survives service conditions that destroy other 
finishes. 

The satisfaction your customers enjoy from the Porcelain Enamel 
finish on an appliance extends far beyond the beauty of its glossy 
surface. You can express it in terms of lessened housework (easier 
to keep clean) . . . pride of ownership (non-yellowing, non-fading) 

serviceability (doesn’t scratch, stain, rust or discolor) 
sound investment (more for the money). 

Wherever you are showing appliances finished with Porcelain 
Enamel—-washers, dryers, ranges, refrigerators and others—use the 
outstanding advantages of this superb finish to step up your sales! 























‘**skin deep’’ satisfaction 











This label identifies gen- 
vine Porcelain Enamel, 
made in accordance with 
established P.E\, stand- 









FO CLEAN 













| Send for this booklet. It will help you analyze the 
| selling features of Porcelain Enamel as they apply 
| to various household appliances. It contains, also, 
suggestions for performing most effectively the 
demonstrations referred to above. Use the coupon. 








PORCELAIN ENAMEL INSTITUTE, INC., Washington 6, D. C. 12-EM 


Please send a free copy of your booklet, “Selling Facts About Porcelain 
Enamel.” Also send me (please check) : 


Cj Information on the fully equipped Porcelain Enamel Demonstration Kit 
[) Data on the P.E.1. Label for Porcelain Enamel surfaces 


Name ——————L————. ££  \» 








Company 
Address 

















Swig-A-Round 
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O20" 


Reversible — both a blower and exhaust fan 
Fits any window without nails or screws... 


KM. exclusive adjustable suspension rod for easy installation, plus 
twist-of-the-wrist reversible features are sure-fire sales appeal. The 
KM. Swing-A-Round is the most versatile fan on the market today, can 
be easily lifted from window and placed on the floor as a circulator or 
a blower fan. 2 speeds... high and medium. Pitched blades and exclu- 


sive KM Wind Tunnel assures maximum air delivery. In smart seafoam 
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AS A BLOWER FAN 
















green for “eye” and “buy” appeal. 











4 
: 


AN ith 


il 


4s 








“ 
etre ones eres 








AS A CIRCULATOR FAN 


oe 
Stack Frost Ferg 











© 
S A -A-Reund Fen 


Fits the d . 
: demand for a c c 
Casement wind 
ow 
only fits all casement oe w fan. Not 























dows, but easily doubles 
fan. Light weight, easily 
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seafoam green, 2 speeds—medium and high Bane 
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With KM exclusively 
designed “variable de. 
gree” oscillating sweep, 
Rotary 2 speed, High— 
Medium switch located 
safely away from blades. 
rubber feet that cuts vibea- 
tion and protects furniture. 
Can be used as either oscil. 
lating or Stationary fan. 


























See them at the " UMS 
HOUSEWARE SHOW! 


With exclusive KM. rev 


ersing gear, for 
use as a blower fan or in hassock Position 
















The fan that solves the cooling 


Problem al| around the 
house—and around the clock! Only the tem Duo-Aire 
is both a blower in ONE POsition and a scientific cir. 

hon oe - Culator in the other. There are no attachments neces.- 
Sary to change from One duty to 
i, 


another. A flick of the 
CAR handle not only turns the fan from blower (0 Circulator 
A but, inside the housing the fan and the motor reverse 
Ng al POSitions for scientific Circulator Cooling. The Duo. 
8 
Aire fan has 2 speeds— high for quick cx 
medium for quiet steady breeze, ¢ ustomers w 
Watch motor actually Ciate the tem Duo-Aire’s, light weight 
turn about within the and sturdy ©onstruction and the e 
housing. 


»0ling “as 
ill appre. 





ase with 


F =*¥ or hassock POSition. Comes in seafoam 
; Breen, with long 12 foor cord. 
f. 


yea 





KM DUO-AIRE in has- 
SOCk position draws air 
UP and OUT for widest 
Gir circulation. 
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That's what makes 
i asy as a wheel! That's w 
Pug yl Aan the ideal portable easy “gm 
as «A from the attic to the basement. ™ 
height is adjustable so that it can be rolled _s 
; ‘ > tilted to any desire 
indow and can be ti vs , 
. mm When at the top of the stand the a - 
re the floor to the top of the fan is over ive a 
C n be used as an exhaust fan simply by — 
rus without moving the stand. 2 speeds—me 
and high. Seafoam green. 
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“Customer Engineering Service” 





Perhaps you've heard about Redmond’s Customer 
Engineering Service; it’s available to any 
manufacturer who might be up against a 
tough application problem involving low range 
power, It’s a service maintained solely to help 
. the manufacturer find a power unit for his 
product that will meet exact specifications. 
Did you ever consider how this service benefits 
you, the dealer ? 


You receive the benefits of this service in the 
form of customer satisfaction and acceptance... 
determined by the long life and dependability 
of Redmond powered products. 


And, you can count on it continuing, for in the 
past twenty-five years, 50 MILLION REDMOND 
MOTORS have assured this customer acceptance. 


&G@a 


The Standard of 
Dependability 


é COMPANY, INC. 
MAIN OFFICE: OWOSSO, MICHIGAN 








WESTERN AREA OFFICE: 1260 SO, BOYLE AVE., LOS ANGELES, CALIF, 
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Freezers’ Second Chance. To many 
in the industry here, 1955 looks good 
for another reason—the awakening of 
“sleepers”. For the second time since 
the war, freezers come in this cate- 
gory. While there may not be too 
much awakening in California’s metro- 
politan areas, the Northwest, Mountain 
states and Southwest should see 
much renewed interest in freezers, 
particularly the 15- and 18-cu. ft. 
sizes. Yood-freezer plans operated 
out of department stores are showing 
increased acceptance but they 
are not suede-shoe operations. 

During just the past three months, 
another sleeper has begun to stir, and 
to get interest from many dealers 
here. ‘This is packaged hifi. But 
while the Far West considers itself 
the most music minded section of 
the country, the first stumbling block 
to stimulating hi-fi sales is at dis- 
tributor level. Either they believe 
that one must get into the hi-fi cus- 
tom business to do any volume, or 
they are too absorbed in TV to care. 
lhe few distributors that have pushed 
hi-fi sets onto their dealers and showed 
them how to sell them are making 
big plans for this business in 1955 
for they have reaped a nice profit so 
far. They are proving that packaged 
hifi in the $125 to $250 bracket is 
a profitable follow up to customers 
who’ve had tv for a year or more 





CONTINUED FROM PAGE 24-—— 


From Here and There. If we are 
approaching a saturation in homes 
and appliances, the utilities don't 
know it; appliances are going to have 
to be sold to use the nearly 1,000,000 
kw being planned for the Northwest 
in a new hydro project on the Snake 
River tying in with four utilities. An- 
zona Pub. Serv. just completed Sa- 
guaro Plant, now starts Ocotillo proj- 
ect to add another 100,000 kw—most 
other utilities are continuing building 
programs here. It seems long way 
from day reported by western Col- 
orado Power when early hydro proj- 
ect was delayed because nearby farmers 
didn’t believe an 80 foot dam could be 
safely constructed. 

Number of rainy days each year is 
being publicized by Sacramento utility 
to help dealers promote dryer sales, 
bringing a wag to reply that “when 
a California city admits having rain, 
it needs business bad” Some 
450 members of electrical industry in 
San Diego got together for elaborate 
shindig honoring 47 members having 
more than 40 years service in elec 
trical industry there . . . San Diego 
offered color service training to quali- 
fied TV servicemen, has sold out 
classes, will have to hold more... . 
San Francisco Narda group held three 
day session for dealers’ salesmen, 
taught them that “selling more... 
it’s easy.” End 





industry was concerned. 


$2.3 billion. 


wrong. 


when we used it to say that 


1953.” 





Our Predictions Come Home to Roost 


“The year 1954 will be a year of lower business activity.” 

That was the way we started the outlook article on the opening page 
in last January's issue. Within the framework of that general statement 
we were correct in our predicting. But we went further. We said that 
business wouldn't be off very much. And again we were right—although 
our “not much” was bigger than the actual drop, at least as far as this 


Radio and TV sales, we said, would total $1.8-million. We were 
close. They were $1.9 billion, off 16.6 percent from 1953's total of 


Appliances, we predicted, would add up to about $4.2-billion. Ac- 
tually they were closer to $4.8-billion, just about the same as in 1953. 


On some things we missed the boat. For example, we figured on 
about 700,000 dryers in 1954, but we underestimated the vigor of this 
new appliance and the 890,000 units actually sold made us 27 percent 


Freezers we overestimated. We figured 1,250,000 units. Actual sales 
were 975,000, about 24 percent off. 

On some other appliances we were closer. Ranges, for example: 
between 1,200,000 and 1,500,000 estimated; actual sales 1,220,000. We 
estimated output of 3,500,000 washers. Actual production was 3,650,000. 


On our estimates of general business we had some plusses, some 
minuses. We predicted a five percent drop in industrial production. 
At this writing it was closer to seven percent. We looked for a little 
more than a one percent fall in disposable income. Actually it gained 
about one percent. The predicted “small drop” in steel production 
turned out to be a pretty substantial one—about 20 percent. And 
defense spending fell rather more than the “slight drop” we estimated— 
unless you can call 15 percent a slight drop. 


All in all, our crystal ball didn’t lead us too far astray, especially 
. the appliance business should look 


for another good year in 1954, even if not quite up to the levels of 


It was a good year. But it wasn't quite up to 1953. 
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never 


Now McCall’s, with its 
powerful influence on 
millions of families, tells 
them why to buy your 


appliance...and tells them 


* If you'd like to put your name on this 


fog—and this tag on your produc at the point of sale! 


see the man from McCall's! 





Copyright 1054, MeCall Corp 





WE USED IT... McCall's homemaking experts make a series of WE LIKE IT... Results of all use tests are evaluated by McCall’s 
exhaustive use tests on a specific model of your product in McCall’s Test Room Staff. These findings are printed on the ““USE-TESTED” 


famous Test Rooms. These tests are conducted under typical home-use tag attached to your product, written in simple, non-technical terms 
conditions to determine degrees of performance satisfaction, ease of that every homemaker will understand. Each tag tells convincingly 
operation, appearance and special use features. why we are sure the buyer will like it, too. 
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UNBEATABLE COMBINATION 


Order any combination of ELEVEN units at 
the dozen price and receive 





Contact Your Distributor or °@ 


it will pay you to see our new hand at 
BOOTH 384 NATIONAL HOUSE WARE SHOW 


All shipments made direct to dealer 
FREIGHT PREPAID BY KISCO 





In Addition Receive FREE 
KISCO SALES AIDS Valued at $20.00 


~ 






~ KISCO KID 


fxiey CIRC 

















ANIMATED 
ADVERTISING DISPLAYS DISPLAYS ADVERTISING INSERTS DISPLAY RACKS 


Be sure to see KISCO’S Hew WUlodels 
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SALES MANUALS 


The Little GIANT—RE 12 





ELECTRIC REVERSIBLE 
Every home is a market for Finger Vip Control The Big 20” oat Genete 
this Ap mggmaaia ro 2 speeds in either di- REVERSIBLE-PORTABLE PRODUCTS CARRY A 
versible an. é 
rection. Two-speed carry about. 
Sturdy metal guard on all 5 Y E A Me 
sides. 
GUARANTEE 





KlobU COMPANY inc. 


2400-40 DEKALB STREET, ST. LOUIS 4, MO. <li” 


DESIGNERS - MANUFACTURERS ae 
APPROVAL OF 


CULAIR Mon 


The ~ Successor te the Fan” LABORATORIES 
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ELECTRICAL 











Lowest prices in the industry —Now yous 
famous Alliance Tenna-Rotor easier... step up ye 
and profits! New, low prices will melt sales resista 










Quality and style go up... prices down- 
an improvement in Alliance Tenna-Rotor qualify, 





by, improvements are built into Alliance products —use af 
wy benefits of research and progress... and at lower Ff 


does it. . . thanks to the splendid cooperation — — 

and distributors the demand keeps climbing— 
ce Manufacturing Co. has been able to step up 
and the economies that result are passed along 
price reductions! 

















nd new low-price TENNA-ROTOR! 


Model K22—New, lowest priced rotator on the market! This 
new economy styled champion features finger tip control— 
sells on sight—is undoubtedly the biggest value in the industry! 


The Alliance line keeps pace with the coming changes in 
television and electronics. Alliance TV aids are styled 
right — built to last! They include three UHF Converters — 
Boosters —three Alliance Tenna-Rotors —the new Triceptor 
line of antennas. Add to this the Alliance radio-controlled 
Lift-A-Dor ... electrically operated garage door opener; 
the first low-priced, quality, automatic garage door operator. 






electrically 


operated Alliance is in its sixth year of continuous TV advertising! hay 
ri BOGIES ALLIANCE PRODUCTS ARE PRE-SOLD! :~. Sa 
s 


ALLIANCE MANUFACTURING COMPANY : Alliance, Ohio 
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- §REVOLUTIONARY! 
WARM FLOOR HEATING “& 
IN EVERY ROOM — | 
JUST LIKE A FURNACE 
BUT WITHOUT THE i 
HIGH COST OF 
A FURNACE 
INSTALLATION! 


IEGLER 


™~ 33 Siegler Heater Dealers in 


With a few hulidred dollars you can base your 





~ 
Da 
ae 































fe i | 
EASY, ty 








| 
1) 


SIEGLER <A 


ood 













WAY YOU SELL ONE YOU “OWN” A HUGE 
PATENT-PROTECTED LINE! PROFITABLE MARKET! 
U. S. Patents protect Siegler’s revolutionary per- The day that Siegler’s Patents were 
formance of Warm Floor Heating . . . and only granted, half the homes in America 
Siegler dealers have it to sell! became Siegler prospects! 


NOW COMPARE THE MORE-THAN-DOUBLE PROFITS OF 


oe ee 
fal? ie! 
YOU AND EVERYBODY ELSE 


FIGHT FOR THE SAME PROSPECT 


Your competitors crowd you; price- 
cutting is your only weapon! 





















































LET US PROVE HOW SIEGLER CAN 


@ 
FOR FULL DETAILS CONTACT THE §:teglen 
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HEATER PATENTS 
70925,000 A YEAR PROFIT 


25 states, in just 2 seasons made over $1,000,000 profit ! 





business on Siegler’s Patents and make a Fortune! ey 











YOUR ADVERTISING BRINGS YOU'RE IN BUSINESS 
‘EM ONLY TO YOUR STORE! WITH A SMALL INVESTMENT! 





An inexpensive Hot Demonstration 


YOU get full benefit and Siegler rf " 
pays the biggest part. Prospects Room will clinch your sales! No a market you “own”. . . plus 
reached by you must buy from added overhead . . . but big addi- our $1,500,000 advertising pro- 

. " sons wll gram will make you a Fortune! 


YOU. 


SIEGLER DEALERS WITH THE AVERAGE RETAIL OPERATION! 





YOUR ADVERTISING ALSO YOU HAVE A LARGE INVEST- 





HELPS YOUR COMPETITORS MENT WITH VAST OVERHEAD! 
“Sure sales” become “shoppers” Big inventories and many depart- 
when everybody sells the same! ments lower your profits! 


PUT YOU IN THE BIG MONEY — FAST!! 
TVET ete) 1 -reo) Y-Wale) Mel ba y-Vay Wana) lo) | 
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These are the famous 
— products of 


Food Mixers 





— MANUFACTURING CO. 


Portable Electric Drills 
Knife 
Sharpener 


They have two things in common. They’re electric 
powered and they’re precision-quality built. 


That means they give you new sales opportunities, 
profitable to push because they bring in new cus- 
tomers ... and because they give the kind of satis- 
faction that keeps them sold. 
Home Hair Cutting Sets 

You can assure highest quality always, when you sell 
any Oster product. The Oster name means quality 
and precision workmanship, exemplified in the spe- 
cial types of super-critical motors and actuators which 
Oster supplies for military and civil aircraft... 
where safety depends on quality. 


Portable Power Saws 


You'll always do better with Oster... in sales, in 
Massage Instruments ; ’ ' oad . 
profits, in customer satisfaction. 


if FS og Be sure you have Oster products on hand now, for 
—_ profitable, new sales in 1955. 


Electric Drill Kits 


"a ? MANUFACTURING CO. 


Hair Dryer 5055 North Lydell Avenue’ e Milwaukee 17, Wisconsin 


Avionic Products 


7 Power Tool Home Workshop 


Electric Floor Polisher 
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The roomy refrigerator, in the Deepfreeze Duplex, defrosts auto- 
matically ne messy drain water to empty or clean out ever 


Because of the new space-saving, exclusive-design evaporator, 
it helds as much foed as any ordinary 12 cubic foot refrigerator 
Has attractive removable meat container and roll-out shelves 

The handy Dispensador gives you special shelves and com- 
partments for storing bottles, eggs, butter and cheese, as well as 
a convenient tilt-out vegetable crisper 


The big, genuine Deepfreeze freezer, in the Duplex, operates 
independently of the refrigerator section. It holds more than 140 
pounds of frozen foods 

The Dispensador offers spacious shelves for additional stor- 
ege of small frozen food packages and cans of frozen juice 
concentrates 
























announcing the new 


Deepfreeze 
- Duplex 


A big home freezer and refrigerator in one beautiful cabinet 





It costs no more...it takes no more floor space...than an ordinary refrigerator! 
The dimensions are: 61 inches high, 319/14 inches wide, 305/16 inches deep... 
Capacity: 11'/2 cubic feet... You will want to be the first to sell the great new 

Deepfreeze Duplex in your trade area. Check your Deepfreeze distributor today! 


Now the smallest kitchen, or apartment, can accommo- It makes all standard refrigerators old-fashioned. 

date both a full-size freezer and refrigerator. The won- Both the refrigerator and freezer sections have their 

derful new Deepfreeze Duplex gives you both in one own separate thermostatic temperature controls. 

beautiful cabinet. Available in 3 models from a budget-priced Custom 
Color-styled in beautiful Copper-tone, and manufac- to a beautiful, feature-packed Imperial. 

tured by Deepfreeze, world-famous home freezer pioneer, And the new Deepfreeze Duplex costs less than an 

the Deepfreeze Duplex is the world’s newest appliance. ordinary refrigerator and freezer purchased separately. 


Deepfreeze 


HOME APPLIANCES 


©1955 Deepfreeze Home Appliances, North Chicago, Illinois. Makers of genuine 
Deepfreeze Home Freezers, Refrigerators, Room Air Conditioners, Electric Ranges and Water Heaters. Specifications subject to 
change without notice. Deepfreeze Home Appliances also sold in Canada by authorized dealers 


Look for it! Ynsist on it! 1 epfyrrrye the thade-name of, freeyenr fame | 








| ( rwis pecprnesze pupex | WON'T DELAY! 


Color-styled in 
America's newest 
| has the 


mrahoarry ELECTRONIC 


Get in Business Today! 


) "Copper-tone"’, the 


wonderful new 








Deepfreeze Duplex is 


ASK YOUR DEEPFREEZE DISTRIBUTOR 

















a rine Yu E SENTIN EL ABOUT HIS PREVIEW SHOWING! 
moa protects your food ’ 
automatically! It Will Pay You! 
— J 
‘ 


ees ee a er eae ae Ge Ee ie aU eee 





_ 


== 
ways to measure 
the superiority 


of the fabulous new 


a 


—the meoswument of, Appearance 


. smooth, graceful silhouette 

° glowing new color combinations 

. steel is Bonderized — white stays white 
. styled by a woman to please women 


2 day LOU of, CONMEMUL 


departmentalized for selective storage 
° only appliance for total food preservation 


° all foods out front for fingertip selection 

. refrigerator never needs defrosting 

. two feature-packed Dispensadors 

. holds as much food as any ordinary 12 cv. ft. refrigerator 
. freezer storage for more than 140 Ibs. of frozen food 

Ad takes no more space than an ordinary refrigerator 


| 
% jhe MLOMULUUMNeML of, construction 


° one-piece wrap-around cabinet 

. seamless cabinet liners 

° deep drawn one-piece doors 

a exclusive laminar Fiberglas insulation 

. easy action, finger-touch latches 

. exclusive Electronic Sentinel 

. exclusive design refrigerator evaporator 
. exclusive ''C-55" freezer evaporator 

. live rubber gaskets for perfect seal 


4 th WLAN of, performance 


- fully warranted compressor 


Electronic Sentinel—correct cold always 

heater unit prevents freezer sweating 
copper-anodized aluminum trim never needs polishing 
freezer adjustable to zero or ten below 


2) the measwument of, economy 


one compressor serves both freezer and refrigerator 
. highest quality insulation and construction 
means low operating cost 
. 5-Year Protection Plan—backed by the most 
famous name in home freezing 


Only the Deophyeo: L Duplex has the Electronic, Sentinel oc 


The Refrigerator 


Holds as much food as any 
ordinary 12 cu. ft. 
refrigerator. Never needs 
defrosting. Space for gallon 
milk bottles. Roll-out 
shelves. Removable meat 
container. Exclusive 
Electronic Sentinel keeps 
moist cold at correct 


refrigeration temperature. 





The Freezer 


Genuine Deepfreeze freezer 
featuring exclusive ""C-55”’ 
evaporator. Freezes and 
stores more than 140 lbs. of 
food at zero to ten below. 
Special compartments for 
super-fast freezing of ice 
cubes. Slide-out shelf and 
plastic covered steel 


wire storage basket. 

















Beautiful glowing band of 
copper-anodized aluminum 
enhances the gleaming white 
exterior. Beautifully 
embossed Deepfreeze 
nameplate signifies this is a 
genuine Deepfreeze 
appliance. 










Refrigerator 
Dispensador 


Fingertip selection of foods 
in efficient departments. Has 
egg rack... Cheese and Butter 
compartments with slide-up 
door. Tilt-out high humidity 
vegetable crisper. 














Freezer 
Dispensador 


One-piece polystyrene liner. 
Special rack for cans of 
frozen concentrated juices 
Fingertip dispensing of 
frozen food packages in 
three separate racks. 


protect uC HAL tood qutoruciticalLy | 
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re 

























Round out your merchandising program with this RED HOT Profit-making Line! 


Deepfreeze proudly presents 






























































at mass market pricing. Beauty of design, flawless construction and 














harmonious colors make this the industry's style leader. 


freezer compartment—freezes ice cubes fast, 


hard. Plenty of room for your frozen foods. 








































































































HOME 


Automatic Push Button Defrost—Defrost only when needed. Just 
push the button and the entire job is done automatically. 


Deepfreeze 


APPLIANCES 


keeps ice cream brick 


better profit 


(955's Complete Refrigerator Line! 


Check the Discounts! Check the Sales Appeal! 


You've been asking for it—here it is! A complete, “short” line 
of refrigerators that fills the needs of every prospect. Prices 
are right to give you the edge... discounts are deep to provide 
needed profits. Give this line-up plenty of study—and it will 
give you plenty of volume in 1955! 


New! Genuine Deepfreeze Refrigerator 


11.5 cu. ff. Refrigerator 


Imperial MODEL A-127 


Here is where you will want to put your emphasis — your selling 
effort — your promotional push. 

Actually, it’s two big refrigerators in one cabinet! The ex- 
clusive design Dispensador is a correct-temperature refrigerator 
all its own. Here, in the door, is perfect fingertip storage for 
smaller, usually hard-to-find food items. The main cabinet is 
still another refrigerator—a specialized storage area that is 
scientifically compartmented for the general storage of larger 
food items, meats, vegetables, large bottles, etc. 

Deepfreeze gives your customers more—you give yourself 
when you sell this great Model A-127 





Check These Sales Features—tere is custom styled refrigeration & Roll Out Aluminum Shelf —sturdy, non-tilt aluminum shelf for 
easy selection of every stored food item. Shelf glides out smoothly. 


% Exclusive Design Dispensador — Everything out front for easy 
finger-tip selection. Butter compartment, handy jugs, tall bottle storage, 
egg shelf built into the door. 


Genuine Deepfreeze Freezer Chest— Full width, Deepfreeze *% Exclusive Swing-Out Meat Container—A touch of a finger— 
meat container swings out for easy selection or storing of meats. Re- 


movable cover. Swings back automatically when door is closed. 







New! Deepfreeze 


9.6 cu. ft. Refrigerator 
Custom MODEL G-107 


Full width genuine Deepfreeze 
freezer-compartment 

Automatic push button defrost 
Three shelves in Dispensador 
Tall bottle storage space 

Glass covered twin crispers 

® Handy jugs and butter container 


Its size—its beauty —its features! All 
together they spell out volume sales for 
you. Here is a great new Deepfreeze 
Custom that is a prospect’s first 
choice when she sees it Be certain 
this number is on your floor for eye- 
catching display and more sales 


storage of fresh fruits and vegetables. 











New! Deepfreeze 
7.0 cu. ft. Refrigerator 
Custom MODEL F-77 


Always a big market for 
this compact best seller 
Be sure it’s in your line 
to do a complete selling 
job. Full width freezer 
compartment. Meat tray 
Gleaming anodized 
shelves Has exclusive 
Dispensador 


tefrigerators, Room Air Conditioners, Electrix 


and Water Heaters 


Tall Container Storage Space—Pienty of room for gallon milk % Glass Covered Twin Crispers—Slide-out crispers for hi-humidity 
bottles and beverage bottles in main cabinet. 


New! Deepfreeze 
4 9.6 cu. ft. Refrigerator 
Custom MODEL F-107 


Smart looks and quality 
construction make this 
economy model a first 
choice for budget-minded 
customers, Full width 
Deepfreeze freezer-com 
partment, ‘Twin crispers 
Meat tray. Exclusive 
Dispensador. 


1955 Deepfreeze Home Appliances, North Chicago, Illinois 
Makers of genuine Deepfreeze Home Freezers, 


Ranges 
























Put New Pep lato Your Sales! 


* Deeptreeze sss 
PRESENTS 
Here’s Every Choice to Meet 


Your Prospects’ Needs 


A sensational new line of upright freezers, each of which 
is actually ‘'2 freezers in 1."" Special freezer doors are 
sectionalized to dispense small packages and juice cans. 
Main compartment for easy-to-select larger food items. 
And the exclusive "C-55"" evaporator and coil shelf con- 
struction makes these models the leaders for delivering 
more direct cold to more storage areas. 


WEW/ 
BIG 16 CU. FT. IMPERIAL 


Deepfreeze 


© Gleaming white exterior with contrasting copper 
anodized trim adds to the beauty. 








® Dispensador sections for “book shelf” selection 
of frozen food and juice cans, plus 4 copper 
anodized aluminum trimmed shelves. 








® Freezes and stores more than 560 lbs. 
of frozen foods. 





® Two slide-out shelves and full width basket. 





© Three freezing shelves with direct contact coils. 


Be sure you display it— you'll be sure to sell it. This 
great new freezer is yours to sell at a price your 
customers will like. 16.00 cubic foot capacity. 














Popular 12.00 cu. 1. Deepfreeze upright freezer Big 18.90 cu. . Deepfreeze upright freezer for Big 18.60 cu. ft. Deepfreeze upright freezer 
Features exclusive Dispensedor with "book large family or institutional use. Dispensedor Stores more than 651 ibs. Have this model for 
shelf” selection for frozen food end juice cans hes “book shelf” selection for frozen foods plus sales for small businesses and economy- 


Steres mere then 420 Ibs Stores more then 661 Ibs minded, larger families 


M in every kitchen SCene All who | hem ct 
i who have seen them cheer 


CORAL, COPPER and the beautiful color-styling in these 1955 Deepfreeze home freezers. 


You sell beauty as well as savings and quality 





when you sell Deepfreeze home freezers. 




















“se 


and every one is a 
gleaming Imperial model 


The beauty of coral, copper and cream plus all the exciting 
features of this great line of Deepfreeze chest type freezers 
make them the center of attraction for retail selling in 
1955. Here is the line designed to give you the answer to 
every local competitive situation. From the handy ‘'8- 
footer” to the giant ''24-footer” you have with Deepfreeze 
the freezers that give you the best sellers at good discounts 
with top profit-opportunities. 


WEW/ 
BIG 14 CU. FT. IMPERIAL 


Deepfreeze 


® Gleaming baked-on enamel exterior—stays white 
always. Bonderized to prevent spread of rust. 


® Seamless exterior and interior adds to beauty and 
cleanability of all models. 


® Front mounted controls and automatic signal lights. 


Exclusive hinged Tilt-Tray is up out of the way 
—or can be removed for carrying. 


© Feather touch latch; floating action, self-aligning 
lid adds to the convenience of the user. 


® Two separate compartments. 
® Nested baskets for 3-way use. 





Here is the great, new, best selling 13.59 cu. ft. size. 
Freezes and stores more than 476 lbs. Has interior 
light, adjustable dividers and features the exclusive, 
fanless Radiant Condenser —no sweating ever! 


Compact 7.67 cu. . Deepfreeze chest type Over the yeors this big 17.80 cu. ft. Deepfreeze 
freezer—in beautiful coral, copper and cream imperial has been the populer choice with the 
Freezes and stores more than 268 ibs. of food economy-minded. Freezes and stores more than 
Smert Imperial model 623 ibs. in 2 separate compartments 


Get New Action ta Your Town! 


Complete Freezer Lines 


Deepfreeze 


HOME APPLIANCES 





































































































Giant 23.71 cu. 1. Deeptreeze imperial has the 
de luxe features—pius all the space needed for 
lerge f ilies, institutt and tal esteb- 
lishments. Stores more than 830 Ibs 














® 1955, Deepfreeze Home Appliances, North Chicago, Il 
Makers of genuine Deepfreeze Home Freezers, 
Refrigerators, Room Air Conditioners, Electric Ranges 
and Water Heaters 
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Be sure f° see the preview of this great new line 
t) ) 
) at your peepfreeZ© distributor s showroom phone or wire him today: 
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aulemae ELECTRIC 
WATER 
HEATERS 





Just watch sales increase when you add these 6 Star Salesmen to your 
sales team. What a convincing story they tell —of top-notch perform- 
ance that never gives a minute’s worry —low fuel bills proved in on- 
the-job tests. And thousands of DWW installations guarantee complete 
satisfaction. Put DWW’s 6 Star Salesmen to work for you—and cash in 
on fast, profitable sales! 


FEATURES THAT KEEP SALES MOVING include: 


FEATURES OF DWW AUTOMATIC ELECTRIC WATER HEATERS; 


Chromalox immersion heating unit * Easily removable porthole cover * Cathodic 
protection by magnesium rod * Heavy legs for sturdy support * Inlet and drain 
located to offer greatest installation convenience * Heat trap to prevent back 
circulation in piping * Double extra-heavy galvanized steel tank * Underwriters’ 
approved heavy wiring * Precision engineering * Upright models to conserve floor 
space, table top for extra work space * Advanced design * Adjustable thermostats. 











Exclusive baffle at cold water inlet prevents mixing of hot water 
a with incoming cold, insuring constantly even water tempera- 
E ture, greater economy of operation. 


FEATURES OF DWW AUTOMATIC GAS WATER HEATERS 

Adjustable thermostat easily set for any temperature * Advanced 
design with latest scientific improvements * Precision engineered 
* Automatic safety pilot that automatically shuts off gas if light goes 
out * Liberal 10 year guarantee * Non-clogging burners * Dust-free 
base for trouble-free performance 


ELECTRIC UPRIGHT 


eres Laer Liberal 10 Year Guarantee on Extra-Heavy, Copper-Bearing 


galvanized Steel Tanks When Ordered With Cathodic Prote- 
ction, 


DWW manufactures a 1 Year, 5 Year, 10 Year 
and Stone Lined Water Heater. 


0. W. WHITEHEAD MANUFACTURING CORP., 
1218 Walnut Ave., Trenton 9, N. J 
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WESTERN HOLLY-AGA 




















KITCHEN AID 





WEST BEND 


. 





In 1954 they pre-sold their brands in Family Circle to 4,000,000 appliance-buying families... 
all customers of the 7,750 supermarkets of these 14 leading chains in all 48 states and Canada: 


SAFEWAY « KROGER « AMERICAN ¢ FIRST NATIONAL ¢ JEWEL ¢ WINN & LOVETT 
GRAND UNION « BOHACK ¢ RED OWL « ALBERS « WEINGARTEN 
DIXIE HOME « BUTT « H. G. HILL 


American Pfaff... another new advertiser joins the Family Circle! 


Here’s what American Pfaff Co. says about its full-color, full-page ad 
schedule in Family Circle: “Studies we’ve seen show that 

Family Circle reaches a preponderance of housewives and mothers. 
With extra-large families, these homemakers are a prime market 

for the Pfaff Sewing Machine. What’s more they live 
and shop in neighborhoods around 
Pfaff dealers. That means 


Family Circle delivers to our sain eee a ow DISPLAY CARDS FOR 
dealers the local selling rr PF COUNTERS AND WINDOWS 


support they want, through 





window and in-store displays.” 


¥ = 2 @ ME JUST FILL IN AND MAILCOUPOK @ &@ & &@ % 


Merchandising Dept., Family Circle, 25 West 45th $t., New York 36, N.Y. 


Please send me____. (number) easel display carde of 
American Pfaff full-color advertisement in Family Circle. 


Nome 
Store 


Address. 


C0 censestennenemmerteimmmcas ESS e 





(Columbia Recording Artist) 


LIBERACE SAYS, “The depth and quality of its sound, its 
piano-key controls, its functional design . . . 
make the Ampro Tape Recorder my choice.” 


) 


/ WATCH FOR 
AMPRO’S NATIONAL 
ADVERTISING CAMPAIGN 
FEATURING THIS POPULAR 
RADIO, TELEVISION AND 
RECORDING STAR 


adv. the AMPRO HF TWO SPEED 


——_— . Changes speeds 
This great new Tape Recorder provides the “podium presence” tonal quality 4 at a flick 


7 ( “ = of this switch 
of Ampro’s famous model 756 Hi-Fi at 7 i.p.s. plus the long play for x , 

uninterrupted recording of the Ampro model 755 Celebrity 

at 3% i.p.s. Yes, both speeds with the Ampro Hi-Fi Two-Speed! 


> 


ONLY THE AMPRO Two speeds: 714 i.p.s. and 3% i.p.s 


MODEL 757 HI-FI Electro-magnetic piano-key controls 
for Record, Play, Fast Forward, 
TWO-SPEED HAS ALL Fast Reverse and Stop 


OF THESE OUTSTANDING Automatic Selection Locator (3-digit counter) 
Electronic Tuning Eye Recording Level Indicator 


Large 6-in. x 9-in. Alnico-5 P.M. Speaker Retail 


Beautifully styled in the modern manner 8 95 
Recorder-radio combination (optional) 


FEATURES: 


See your distributor or write AMPPRO Corporation - 2835 North Western Avenue + Chicago 18, Illinois 
\ 
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An extra 


salesman for you 
..- the great new EMERSON 
ELECTRIC Fan Catalog! 


Now... the New Spirit in St. Louis brings you a real selling catalog to help 
you cash in on EMERSON-ELECTRIC’s brilliant new styling for '55... 


NEW! “‘Pay-off facts’”” on the wonderful new Fantasy Styling with 
its dramatic decorator colors! 


NEW! The complete selling story on every fan in America’s most 
complete line-——to help you show ’em and sell ’em EMERSON 
ELECTRIC’s “‘lifetime features’! 





NEW ! Full-color photographs of the most beautifully designed fans 
you and your customers have ever seen-—-to do a greater 
selling job for you! 


Send for the big new EMERSON-ELECTRIC Fan Catalog No. 3001. See 


how EMERSON-ELECTRIC can make this your biggest year yet for elec- 
tric fan sales! THE EMERSON ELECTRIC MFG, CO., ST. LOUIS 21, MO, 








EMERSON-ELECTRISE 
FANS FOR 1952 


section oF 
CoacntO ice 
Waswagie 


NEW FANTASY £O® ss 


—) 


| Emerson-Electric 


of St. Louis 
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Industry's 















There’s a good reaso 





From a dealer's stand pe it’s the one 






major exclusive in the ustry — with a 


powerful selling te hnique to back up 








its washing sup ity. Add 2,000,000 


satished wsers this story and you've 


got a sales weapon that means more sales 





/ customers for you. 





ng Machine Corporation, 


acuse 1, New York 









Get the latest profit story ac our NEW 
CHICAGO SPACE! Rooms 1168-1169 
MERCHANDISE MART 
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#] Feature | 





exclusive in all three 








DELUXE EASY AUTOMATIC with Spiralator Action! Master-Mind 
Dial offers choice of 2 separate completely automatic wash- 
and-rinse cycles. One's for Regular, the other for Fine fabrics. 
POSITIVE FILL means Easy operates correctly on any water 
pressure. Matching gas or electric dryer dries clothes with 
the right heat and drying time for any fabric. 
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SEMI-AUTOMATIC SPINDRIER with Spiralator Action! 
Your big p/us money maker because Easy dealers 
capture 90% of this entire market. 3 great models 
priced right for effective step-up selling. Loaded 
with features like 3-minute Automatic Spin-tinse, 
handy Swing Faucets, Automatic Timer. 





washers 











DELUXE QUALITY WRINGERS wich Spira 
lator Action! To round out the only 
complete line of washers. Packed with 
features, priced to sell, 3 big-value 


models to meet or beat anything - 


on the market 
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KITCHENS 


oe 28 ee 8S Oe Ce e's oe 8 eS 88 Ve 6 OS Ss: 66 


MAIL THIS COUPON TODAY 


Tracy Kitchens Division, Dept. EM 
Edgewater Steel Corporation 
P, O, Box 1137, Pittsburgh 30, Pennsylvania 


Please send immediately more information on 
Pic-A-Dor and the other big things coming from 


Tracy. We are: distributors dealers 

NAME 

STORE 

ADDKESS 

cry ZONE STATE ” 








be the ladies’ man of ’55 
sell TRACY 


PIC:A:DOR cabinets 


color and steel get together 
in exciting new kitchen cabinets 


Just offer this to any woman — kitchen cabinets of steel with sliding 
doors of any material or any color she chooses. My, how she’ll buy! 
That’s your sales story with Tracy Pic-A-Dor cabinets — the sensa- 
tional new cabinets that combine unlimited decorating possibilities 
with the lasting appeal of steel! 


satisfy any taste in kitchens with one line and less stock ! 


Pic-A-Dor’s sliding cabinet doors can be made from any material 
your customers prefer. Glass and peg board will be available for imme- 
diate delivery from Tracy. Or, customers can order other materials 
from building supply houses and do it themselves: _ birch. . . knotty 
pine . . . colored plastics . . . plywood . . . the choice is endless. YOU 
stock nothing but the basic cabinets and handy display samples of 
door materials. YOUR INVENTORY COULDN’T BE SIMPLER! 


perfect partner to Tracy stainless steel sinks ! 


What a package for you to sell! Complete Tracy Kitchens planned 
around high-profit Tracy Stainless Steel Sinks and Pic-A-Dor cabinets. 
Act now! Boost your kitchen sales in ’55 with the new Tracy line. 


See Pic-A-Dor at the market: Suite 1142, Merchandise Mart 


get going with the BIG things coming from Tracy! 
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Are quick sales blinding you to genuine profits? 


Have YOU spent so much time listening to your cash 
register ring that you haven’t had time to take a tally? 
Has the big turnover in your “hot’’ appliance lines 
blinded you to the fact that volume sales don’t always 
mean volume profits? 


In recent months, more and more appliance dealers 
have watched prices go down and selling expenses go 
up, and have seen the light. They have decided to stop 
putting their major effort behind the high-volume, low- 
profit lines and settle down to old-fashioned selling .. . 
with old-fashioned $$$ profits. 


Many of these farsighted dealers are turning to one 
of America’s best known and best liked appliances, the 
Ironrite Automatic Ironer. And they are finding that 
Ironrite brings in the long dollar. 


Realistically, they are not trying to sell Lronrites 
like—let’s say TV sets. They know that 1 is not a 
product which sells itself on sight to most people. But 
these dealers are finding that the little extra effort 
involved in selling Ironrite pays off... BIG. 


Look at these sales advantages... 
a. A SUPERB PRODUCT. Most Ironrite sales 





come from satisfied owners telling other people 
about Ironrite. How can you beat this for build- 
ing volume? Every customer works for you. 


b. NO INSTALLATION COSTS. No trade-ins. 
Virtually no service costs. No co-op finagling. 
No trick deals with your competitors. All 
such expense is eliminated completely! 


c. A REAL PROFIT. One of the highest mark- 
ups of any big-ticket appliances—and a short 
line, with no huge investment, no tremendous 
inventory ! 


In the four counties around Detroit, Michigan, the 
dealers sold 11,000 Ironrites in one year. And every one 
at a l-o-n-g profit. If you aren’t building this kind of 
Ironrite business in your area, you just aren’t using 
your profit opportunities very well. 


Why not let us help you get some real profit from 
your appliance operation? It doesn’t cost you a cent 
to open your eyes and your mind to the potentials in 
a brisk I[ronrite business. 


Just write: R. M. Gottlieb, Vice President in Charge 
of Sales, IRONRITE INC., Mt. Clemens, Michigan. 


O n rl | e ... The appliance man’s appliance 
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New! Handy, reversible grids! Just think of it two 
grids instead of four! Saves storage space. Use one 
side for grilling and frying. Then flip the grid over 
and use the other side for baking waffles 


NEW! 2) AUTOMATIC GRILL AND WAFFLE BAKER 





ith reversible grids 





” bei 
Cee 


Boys, this new G-E Automatic Grill and different ways! It grills delicious sandwiches, 
Waffle Baker is filled with enough outstand- bakes golden-brown waffles and fries bacon 
ing features to get you (not to mention your and eggs—right at the table. 


customers) really excited! What’s more, only the G-E Automatic 


First of all, this handsome appliance can Grill and Waffle Baker gives you all these 
be used not one way or even two, but three outstanding features . . . shown below. 


New! Improved thermostat! G.E. offers a new, wide New! Spring hinges! A real plus for grilling sandwiches 
choice of controlled heats. A simple flick of the dial and frying. A touch of the finger lets you open the 
gives you the exact heat desired. A red signal light grill all the way for frying. For sandwiches, the lid 
turns off the instant the heat is right just meets the top slice of bread for perfect toasting. 





See your G-E Electric housewares distrib- 
utor for complete merchandising, display 
and promotion kit for these 2 new appliances! 





Progress /s Our Most Important Product 


*Manufacturer’s rec jed retail or Fair Trade price. 
General Electric Company, Small Appliance Division, Bridgeport 2, Conn. 
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NEW! AUTOMATE Ske 


With built-in heat thermostat 











Never has an appliance caught on like the cause the G-E Skillet makes it possible to 

automatic skillet. And now G.E. brings you select the temperature. Saves constant 

the best—at a remarkably low price. watching. Improves flavor. Eliminates smok- 
Of course, we’re pre-selling it for you, too. ing, burning, sticking. 

Big magazine and newspaper ads will ex- Plus all these clinch-the-sale “extras.” 

plain how frying and cooking are easier be- Read for yourself . . . then order today. 











Food-heat chart on handle. Unlike stove Plug it in anywhere-—won't harm the Makes stews, pot roasts, casseroles, as Easy to clean. Put entire pan in water 
burners, G-E Skillet lets you dial the finest surface. Cook at the table; keep well as digestible fried foods. Takes any up to light at tip of handle. Handle 
exact degree. Light signals when selected food warm between servings; enjoy standard 12" cover (lid available at hooks over edge of dishpan or sink 
temperature is reached porch or terrace dining. Lightweight $3.00* extra). Skillet serves 6 to 8 Special finish prevents food sticking 


GENERAL @@ ELECTRIC 
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News from America’s most progressive freezer company: 


CVCO LAUNCHES 


2 TERRIFIC NEW IDEAS 
IN FOOD FREEZERS! 

























¢) The Revco Dinette 


—the food freezer that makes 
room for itself in any kitchen! 


This brilliantly designed, two-in-one table- 
freezer combination will fit in any home 
















—the refrigerator and freezer that com- 
pletes the beauty and efficiency of the 


modern kitchen. A revolutionary new idea 
the first practical built-in refrigerator 











for it takes the place and the space of the and freezer on the market—keyed to the 

kitchen table. Beautiful laminated plastic drop-leaf table top in a most advanced thinking in contemporary kitchen design. Ample 14.6 
choice of colors and patterns. Chairs to match if desired. 180 pound cubic foot capacity. Puts all food storage in the kitchen—where it 
capacity freezer with famous Revcold Faster Freezing Action. All- belongs. Deluxe features include freezer with Revcold Freezing 


aluminum freezing compartment. Handy foot-pedal door control. Action — refrigerator with automatic defrost. Eligible under F.H.A. 





See America’s most 
complete freezer line 












See Revco in Space 510-B, American Furniture Mart, Chicago 


At the January Market REVCO INC., DEERFIELD, MICHIGAN 
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Welch takee 
to Wheele! 










Raises and lowers 
| Tilts easily to all angles 


= 
New wetcn Whool-a-Breoze 


MODEL 66 is the best looking fan on wheels— 
Seafoam Green high impact plastic mounted on a 
carriage of seamless steel tubing. Fan revolves to 
intake, exhaust-locks in any position in full 360° 
circle. Heavy duty, nylon sleeve-bearing wheels re- 
quire no oiling, roll easily on rubber tires, Tubular 
frame raises to 45% in. high; lowers to 32% in 
Rubber cushions on base prevent scratching floor. 
3-speed switch gives 1000-800-600 r.p.m., delivers 
a 3000 CFM gale. Usual Welch 5-year motor 
guarantee, 22 Ibs. light! 








New Welch 20 in. Exhaust Window Fan 


MODEL W200. 20 in., 3-speed exhaust fan in 
Seafoam Green. Wafer thin case fits all standard 
size windows. Built-in switch gives 3 speeds— 
1000-800-600 r.p.m.—delivers 3500 CFM, Usual 
Welch 5-year motor guarantee. Weighs 26 lbs, 





New Welch 20 in. Reversible Window 


Fan e « e MODEL WR210. Built-in switch elec- 
trically reverses motor for intake or exhaust—de- 
livers 3 speeds, 1000-800-600 r.p.m. 2400 CFM 
an intake; 3400 CFM exhaust. In same beautiful 
Seafoam Green case as model W200. 5-year motor 
guarantee. Weighs 26 lbs. 











Wafer Thin—switch 
reversible for intake or exhaust. ¢|[— 


More horeepower for the Ah Seteur line! 


NEW MODEL 16. Floor Circulator. Two-tone gray 
with louvres of high impact plastic. 


NEW MODEL 5. Two louvres added to standard Model 
4 and greater horsepower. Now in lustrous Seafoam 
Green, 





MODEL 77W 
AIR FLIGHT Cosmopolitan 
3-in-1 Versatility 


MODEL 20W 
20” Portable Window Fan 


MODEL 24W 
Portable Twin Master 


MODEL 5 
For Sesh of Casements 
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Drop in and 
"Shoot The Breeze” at 
the Housewares Show 

Jan, 13-20 

BOOTH C973 


WwW. W. WELCH co. Cincinnati. 2, Ohio 





Still the Nation’s Number 1 Sales Leaders 


MODEL 16 
AIR FLIGHT Special Circulotor 


MODELS 11412 
AIR PLIGHT Deluxe Circulators 
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It’s easy to get started. . . CITY 
This attractive, 


Built-in gas and electric ranges 


... crammed with features women love 
... Dearing the most trusted name in ranges 


TAP'N WALL by 
TAPPAN 


Cash in on the big trend to built-ins with the greatest name in cooking 
—TAPPAN! Meet all preferences with the first really practical built-in 
range—available from one source in either gas or electric models, 


The new Tappan Built-in obsoletes all others. Here’s why: 


The built-in with superior baking performance 
Gas and electric models meet every buyer preference 

Choice of oven finishes —Lusterloy or Copperloy 

Clean, modern styling glamorizes any kitchen 

Chrome lined oven-—world’s fastest 


Visualite oven window 





Lift-off door for easy cleaning 
Eye level control panel ends stooping and groping 
Serviceable without removal from wall 


Surface units and matching griddle can be fitted to 
any arrangement installed in minutes 





CHROME OVEN EVE LEVEL CONTROL 


Good name! Good range! Good profits! 
Everything you need for spectacular sales! 


Ride the built-in trend with the finest range, the biggest profit producer in the field. 
Call, wire or write today for complete, exciting information on Tap’N WALL, the 
built-in leader in quality, features, margin and selling price. 


See how far ahead you are with 
TAP'N WALL. Mail this coupon now! 


Department EM, The Tappan Stove Company, Mansfield, Ohio 
Please have my nearest distributor send me full facts and price informa 


tion on the new Tap’N WALL gas and electric built-ins. 
NAME riTLE 
FIRM 

ADDRESS 


STATE 
low cost 


Tap’N WaLt Display puts ; C) Appliance Dealer (J Kitchen Remodeler 


you in business. 
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Better farming makes him 
a better customer for you! 


Top farmers produce twice as much per acre, twice as much per 
man, as average farmers—and they buy twice as much to live 


twice as well. Our job is to keep top farmers abreast of the best Better Farmin 


and to help more farmers become top farmers. 


COUNTRY GENTLEMAN -THE MAGAZINE FOR 


That makes more top customers for you. For what you sell is aT, 


needed to achieve better farming and better farm living. 


Better farming and better farm living . . . more sales to more 
prosperous farmers—that’s what Better Farming means! 


Now Country Gentleman's name 
and aim are the same 


«& Curtis publication 
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advancing into the world ys S WZ) of the future... 


P rl Bx. 


THE OLD. Section of regular TV chassis with 


Tomorrow’s Television Here TODAY...from ADMIRAL 





' 


only AUTOMATION* by Admural 















Giant 21° 


+ ane 
Septet > : 





ee ee 





The Pasadena — Ebony Finish The Nassau—Ebony Finish \ 


Compact, lightweight—carry it from room Big 270 sq. in. picture tube—aluminized Giant Many | 


to room with ease! Powerful ROBOT for twice the brightness— powered by the 21" Other 
Chassis. Big, brilliant, self-focusing picture ROBOT Chassis. Ultra-compact, only ; 21” 
tube. Smart styling. Blonde oak and grained 18\4" high, 2214” wide. Blonde oak and y, 





mahogany finishes slightly higher. grained mahogany finishes slightly higher. 











AMAZING ROBOT CHASSIS, which makes possible the TV 
values shown here, is a triumph of Automation by 
Admiral. Lighter in weight and wonderfully compact, this 
most advanced of all TV chassis assures uniform depend - 
ability and quality by eliminating chances for human error 
in manufacture . . . greater ease in servicing. 


The Paris—Mahogany Finish 


Admiral’s newest Giant 21” TV console is a dazzling example 
of contemporary furniture design at an unbelievably low 
price! Huge 270 sq. in. aluminized picture tube, powered by 
the mighty ROBOT Chassis wide-range FM sound sys 
tem with high-fidelity inclined speaker mounting. Blonde 
finish slightly higher 





*Slightly higher South and West suhject to change without notice 


THE REVOLUTIONARY ROBOT CHASSIS HAS ALL 

















makes possible such quality at such low prices! 








ALUMINIZED PICTURE TUBE. A ‘‘Magic Mir- 
ror’ of aluminum inside the Giant 21” and 24” 
picture tubes beams all light outward—pic- 
ture is twice as bright! 


The Honduras — Ebony Finish 


Spectacular 24” table TV with powerful, new 
Advance Cascode ROBOT Chassis . . . 335 
8q. in. aluminized picture tube for twice the 
brightness . . . deluxe wide-range FM sound 
system. All this at a price within the reach of 
even the smallest budget! Blonde oak and 
grained mahogany finishes slightly higher. 
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AMERICA TALKING...and 


new 24 only 




















EVEN THE SMALLEST ROOM! So amazingly com- 
that now any home can enjoy big-as-life 24” tele- 
without crowding or re-arranging furniture, The 
Honduras, 24" table model, for example, is only 20%,¢’ 
high, 2544” wide, and 21” deep! And the stunning con- 
sole version, The London, is just 38%4" x 26%," x 20%". 


pn 


The London—Mahogany Finish 


Spectacular 24” console TV, like a real movie theater in 
the home! Has aluminized screen for a full 335 square 
inches of twice-as-bright picture . . . powerful Advance 
Cascode ROBOT Chassis . . . wide-range FM sound sys 
tem with inclined speaker mounting. Slightly higher for 
gorgeous blonde finish! 


only Admiral HAS IT! 















A ad hod | POWERED for long-range reception 
mn ir oe J STYLED for long-lasting beauty 








Giant 21" —The Coral Gables, ebony Giant 21°—The Beverly Hills, ma Giant 21°—The Florida, mahogany Giant 21"—The Southampton, 
finish Super Cascode Chassis hogany finish Super Cascode finish Advance Cascode Robot mahogany finish Advance Cascode 
alao mahogany finish Also blonde, maple finish Chassis . . . 270 sq. in screen. Robot Chassis. Also blonde or maple. 


1. re ee 
“9 





Giant 21"—The Tucson, mahogany Giant 21" —The Catalina, mahogany Giant 21"—The Del Monte, ma- Giant 21"—The El Dorado, mahogany 
finish Advance Cascode Chassis finish Super Cascode Chassis hogany finish . . . Super Cascode . . . Super Cascode Chassis. Also 
Also blonde finish Also blonde finish Chassis. Also in blonde finish. modern blonde or maple cabinet. 

















Huge 27°—The Hollywood, blonde 21° TV Radio-Phono—The Manhat- Giant 21” TV-Radio-Phono—The Giant 21” TV-Radio-Phono—The 
finish Super Cascode Chassis tan... Advance Cascode Chaasis. Also Brazil... Advance Cascode Chassis. Sarasota...Advance Cascode Chas- 
Also in mahogany cabinet in blonde finish Also in blonde finish. sis. Also blonde finish. 











Giant 21° TV-Radio-Phono—The Westchester 
Caacode Chassis. Alao modern blonde 


“One of the Big Three” 





FEATURES THAT SELL! 





One piece, deep drawn draw- 
ers with rounded design 
eliminate dust and particle 
catching corners. Drawers 
glide easily without tipping 
on special design guides. 


ELECTRICAL 


Shelves in all wall cabinets 
are instantly adjustable . . . 
no tools or complicated clips 
ere needed. Doors swing 
quietly and effortlessly on 
hidden toggle hinges. 


G-E Plastic Monotops with 
conteur back and no drip edge 
of enduring beauty are avail- 
able in red linen, yellow and 
charcoal medley patterns for 
sink and counter tops. 
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These are not idie claims! 

Stack Beauty Queen up with any other steel 

cabinets . . . make a careful and honest 

comparison. 

Quality? . . . smooth rounded and rein- 
forced construction, easy glide 
deep drawn, one-piece silent 
drawers . . . doors with spring 
loaded hinges for positive closing 
are only part of the story. 

Speaks for itself .. . graceful con- 
tours, recessed handles, Unitized 
assembly of standard units gives 
that look of custom luxury. 
With Beauty Queen you can dem- 
onstrate more value, more features 
regardless of other's price . . . and 
customers are demanding quality 
values today! 


UCOCML, styline kitchens 


the real profit producers 





NEW SCIENTIFIC PAINTING AND 
FINISHING—ANOTHER EXCLUSIVE 
BEAUTY QUEEN FIRST! * 


From metal preparation, through the Bond- 
erizing operation spray painting and final 
high temperature baking, accurate qual 
control never before possible is now ac 

by the most modern system of finishing yet 
invented. 


Long lasting, beautiful G-E plastic Mono- 
tops, optional on under sink cabinets and as 
standard counters for base cabinets, add 
their note of high quality and sanitary 
cleanliness. 


Here is the complete kitchen line you'll be 
proud to sell... the quality line that makes 
selling both a pleasure and more profitable! 


Wholesalers and Retailers write or wire today. 


TOLEDO DESK & FIXTURE CORPORATION ~- 200 Ford Rd., Maumee, Ohio 





for modest budget, smaller kitchens, the 
Beauty Queen Economy Line is competitive 
without sacrifice of quality. 


Rime .  « & 
araerir 
’ mr iL 


A Beauty Queen Styline installation becomes 
the “gathering place for compliments,” each 
kitchen sells another! 
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a site and style AMANA FREEZER 
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NOW, 
get your share of the big "55 


profits with Abr an 


Year after year Amana 
dealers have increased 
their Amana sales. Year 
after year Amana dealer 
profits have increased, 
regardless of industry 
trends. You too, may be 
able to share in these 
profits with the finest 
franchise in the field. 
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CIIaz DEALERS DID BETTER... 
20% MORE "FULL PROFIT” SALES 
IN '54...NOW, IN ‘55 Amana 









NEW, FEATURE-PACKED “‘stor-mor” FREEZERS 
ae ~ ih * A COMPLETE LINE FROM 8 TO 25 CUBIC FEET... . 
Sees oe The step-up line with stepped-up features for 
AND all realistically priced for more sales and 
greater dealer profits. 

This Amana sales star in ‘54 is now packed with 
additional sales features that assures even greater 


sales in ‘55. For example, note the selling impact 
of the ice cream and dessert compartment, and the 
new multicolored plastic left-over containers. 





NEW, FEATURE-PACKED ROOM AIR CONDITIONERS 


Precision crafted from /4 HP to 14HP . . . beautiful 
- yet functional in performance and ease of installa- 
tion. The standard of the industry yet priced with 
the lowest, and with more profit for the dealer. 


PLUS the fabulous new Deluxe line that’s priced 
way below the field, yet maintains an extra profit 
ome for the dealer. 





iii yyy 


See all the Amana features that . 
make sales... 


Learn all about the bigger profit price 
Structure... 


ATTEND YOUR AMANA DISTRIBUTOR 
“OPEN HOUSE” MEETINGS. 
“BACKED BY A 


CENTURY-OLD*TRADITION OF 
FINE CRAFTSMANSHIP" 


See us at 
the SHOW 


ROOM 1127 
Merchandise 


ow A Mart 





Seo vour Aivare Delntnes: titi: andaile 
AMANA REFRIGERATION INC. A 
WORLD'S LARGEST MANUFACTURER OF FOOD FREEZERS yee 





Ay eee SaeP 5) dag 
oY he Me Woes: ae vem " 
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NEW CHEVROLET TRUCKS 


engineered and designed 
with your profit in mind! 


Everything about these new Chevrolet trucks spells profit/ Their 
low cost, their stamina and dependability, even their traditionally 
higher resale value! 


COST LESS TO BEGIN WITH 


That's right, Chevrolet brings you America’s lowest-priced line 
of trucks—so you save right from the start. The beauty of it is, 
you go right on saving! With the high compression ratio of 
Chevrolet's three great engines, you register more miles on the 
job for each tankful of gas. You can count on fast starts; easy 
pulling up steep grades. You stay on schedule and keep the profits 
coming in on time! 


COST LESS TO MAINTAIN 


That's because of the rugged strength and stamina engineered 
into every new Chevrolet truck. They stay on the job longer 
(actual owner reports prove it!), cutting your maintenance costs 
right to the bone. Look over the many advance-design features in 
the next column and you'll begin to see why. 

Your best bet is to talk trucks with your Chevrolet dealer. He'll 
tell you all you want to know about these Chevrolet profit-makers! 
..» Chevrolet Division of General Motors, Detroit 2, Michigan. 








CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES —The “Jobmaster 261” 
engine* for extra heavy hauling. The “Thrift- 
master 235” or “Loadmaster 235” for light-, 
medium- and heavy-duty hauling. TRUCK 
HYDRA-MATIC TRANSMISSION*— offered on 
Ya-, Y- and 1-ton models. Heavy-Duty 
SYNCHRO-MESH TRANSMISSION — for fast, 
smooth shifting. DIAPHRAGM SPRING CLUTCH 
— positive-action engagement. HYPOID REAR 
AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on _ light- 
and medium-duty models. TWIN-ACTION REAR 
WHEEL BRAKES—on heavy-duty models. DUAL- 
SHOE PARKING BRAKE— greater holding ability 
on heavy-duty models. RIDE CONTROL SEAT* 
—eliminates back-rubbing. LARGE UNIT- 
DESIGNED PICKUP AND PLATFORM STAKE 
BODIES — give trip-saving load space. COMFORT- 
MASTER CAB—offers greater comfort, conven- 
ience and safety. PANORAMIC WINDSHIELD — for 
increased driver vision. WIDE-BASE WHEELS — 
for increased tire mileage. BALL-GEAR STEERING 
—easier, safer handling. ADVANCE-DESIGN 
STYLING —rugged, handsome appearance. 

2tom madels. standard cabs ont bn other models“ Jobmasier 261" oupie 


available on 2-ton models, truck Hydra-Matic transmission on 4-, %44- and 
1-ton models. 
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The kind of Golden Opportunity you 
want... and need ... for ’55! We’re dying 
to tell you right now! But we promised to 
keep the secret ’til the Housewares Show! 
We'll tell you this much! It’s the biggest, 
most exciting surprise in 22 years of 
Housewares Exhibits! A program designed 
to keep the “nuggets” piling in your till! 
With extra margins...whoops! There 
we go... tipping our hand! You'll 
just have to wait ...and be sure... 
























WARING BLENDOR 

The most famous name in food 
and beverage blending! Makes 
“impossible” recipes easy .. . 
purees baby foods... fashions 
zesty cocktails and gourmet 
sauces. Two speeds in all but one 
model — prices from $38.95 to 
$43.50 including chrome. And 
remember, if it isn’t a Waring, 
it isn’t a Blendor. 








































WARING MIXOR 


The most powerful hand mixer 

your customers can buy...a real 
beauty in white enamel and gleaming 
chrome, Three speeds, handy thumb 
control for right or left hand use. 

* New, improved beaters give “big 
mixer” performance. Retails at $19.50. 






DURABILT TRAVEL IRON 
The ALL NEW “Companion” 
Model 402. Never before a 
travel iron so light...so 
beautiful. Only 11 Ibs. with 
new modern design... easy to 
pack as a book! Heat indicator, 
AC-DC, retails $8.95. 


DURABILT TRAVEL IRON 


“Continental” model 505 
with special adaptors for 
use by travelers in Europe 
South America... almost 
anywhere! Weighs 21/2 Ibs. 
.-- folds to 114 inches, 
115-230 volts, AC-DC, 
retails $12.75. 







WARING PRODUCTS CORPORATION «¢ 25 West 43rd Street ¢ New York 36,N.Y. ¢ a Subsidiary of Claude Neon, Inc. 























INDUSTRIES 








4 avtomatic appliances in | 
PRESTO AUTOMATIC ELECTRIC SKILLET 
A gales sensation! Most versatile appliance ever 
made! An automatic electric frypan, saucepan and 
casserole dish—all in one! © Exclusive Sweep Heat 
Selector. Uniform heat. No cool corners ¢ Exclusive 
Stickproof Interior. Ends dunking ¢ Exclusive 
Silversmith finish. .... Foie Trade List, Fed. Tac int, $24.95 
Matching Siiversmith Cover $3 00 
FREE! SOth Anniversary Bonus 
(for @ limited time only) 
$2.00 Value! Heat Resistant Glass Cover 


BEST STYLED...BEST PROMOTED LINE 
.-» NATIONALLY ADVERTISED 
TO HELP YOU SELL! 
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7 ‘ “ 50th Anniversary Bonus 
= FREE! hicct resistant 


| Glass cover included! 


A new red-hot seller! 


PRESTO AUTOMATIC ELECTRIC 

FRY-PAN CASSEROLE 
Another best seller from Presto! ¢ For 1000 and 
1 dishes @ Exclusive Sweep Heat Selector. Uniform 
heat. No cool corners @ Exclusive Silversmith fin- 
ish @ Twin, stay-cool handles @ Exclusive Stick- 
proof interior. No dunking © Serves 2 to 8 © 


Priced for easy selling Fei trode List. Fed. Tex int, $21.95 
Matching Silversmmitn Cover, $3.00. Meat Resistant Giess Cover, $2 00 


i 
~“< 
== 


JANUARY, 








Presto is celebrating its 50th year of progress 
in the appliance business with a “profit party”! 
Leaders in style, performance and profit, Presto 
products guarantee you a record breaking anni- 


versary sales year! BIGGER PROMOTION. BIGGER 
ADVERTISING. BIGGER PROFITS. JOIN THE 
PARTY! SELL PRESTO IN ’55! 


SELL AMERICA’S MOST 
EXCITING APPLIANCES 





Now a best seller! 
PRESTO AUTOMATIC COFFEE MAKER 


Completely automatic with Exclusive Thermatrol 
that makes perfect coffee twice as fast! Has Exclu- 
sive Lock-Tite Cover—Coffee Basket lifts out in 
one unit with cool-handled cover. Sparkling 
Silversmith finish. A sell-on-sight beauty! $29.95 
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0 re 
US DO}D| PNG) BIG 50 ANNIVERSARY PRESTO BONUS DEAL! 
O 


PRESTO ELECTRIC 


TRIVET FREE 


TO DEALERS WITH 
PRESTO APPLIANCES! 









a I. TO THE DEALER 
A Presto Trivet and display free with every order of 5 Presto prod- 
ucts. Presto sales a cinch with terrific Trivet offer. No Trivet inven- 
tory needed. Handled direct-consumer to Presto. 


2. TO THE DISTRIBUTOR 


Sensational offer and promotion free. No big Trivet inventory. In- 
creased volume sales all wrapped up! A big plus to your dealers. 


3. TO THE CONSUMER 

A big, de luxe Presto Electric Trivet complete with cord for only 
$2.50. A $4.95 value. Saves $2.45. Sent direct to consumer from 
Presto. Offer good with every Presto product. 


BIG 
TRIPLE 
BONUS 


[ NEW 
Pet sueet teu 
| monwaroe | 


NEW PRESTO ELECTRIC TRIVET 


Large, de luxe size, complete with cord, A table- 
top beauty for serving ... warming food, Black 
antique finish. Underwriters’ Laboratory Ap- 


proved. A popular item at a bonus price! 








(Offer good in Continental United States only.) 











Greatest pressure cooking advance in 15 years! 
NEW PRESTO® COOKER 


Sales-making news from the world leader! Pres- 
sure cooking easier than ever before! @ New 
Automatic Air Vent automatically releases air . . . 
automatically retains pressure © New Pressure- 
Tru Indicator © New Cooking Guide on handle 
@ A great volume builder! Presto Cookers from $11.45 

Fair Trade List 







oe nt 
a 
-~ 





ELECTRICAL MERCHANDISING—JANUARY, 


The only tap water iron with scorch preventer! 
PRESTO VAPOR STEAM & DRY IRON 


Presto Fabric Selector automatically adjusts steam 
and heat for every fabric © Steams at all settings 
© Exclusive Scorch Preventer indicates when iron 
is ready. No other iron has it © Lightweight ¢ It's 
packed with easy to sell exclusive features!...... 
Foir Trade List. Fed. Tox ince Only $17.95 


1955 








buy seller!.......... few Trade Unt. Fed, Tox tot. $28.98 
Complete with cover and aluminum fry-basket 


OVER 21 MILLION SATISFIED PRESTO USERS 
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Cool Gnd selj with th 
G-f Portable 7 


A 
Proved Success 


this year it's the 


Sales ideg ver! 


1. You can set up the 1955 G-E combination dis- 
play stand and demonstration booth anywhere in 
your store! A vinyl plastic tent, just 4 by 4 feet, 
it fits neatly into both window and floor displays 
even makes a sure-fire sidewalk stopper! 


2. Just turn on that G-E “Comfort-Conditioned 
Air’’—you'll be amazed at the way customers 
react when they feel the cooling effectiveness of 
the 1955 G-E Room Air Conditioner. 

3. Inside the booth, show off the extras that only 
G.E. offers! Each product feature is spelled out 
in a convincing, attractive display. 

4. Then, ask for the order! Your prospects will say, 
“I’m sold!” Because this great line of 1955 G-E 
Room Air Conditioners has all the features and 
looks that people want. 


That’s why you're only half in business if 


you're not planning to feature G-E. 
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YOU SELL EM FASTER 
IF YOU COOL ‘EM FIRST! 






ROOM AIR 
CONDITIONERS 


See your G-E distributor for a very special deal on this great 
1955 combination display stand and demonstration booth. 
Order today and plan to sell G-E Room Air Conditioners faster 
than you ever thought possible! 


General Electric Company, Appliance Park, Louisville 1, Ky. 


This year, sell G-E “‘Comfort-Conditioned Air“! 


GENERAL @@ ELECTRIC 
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Is your Ceiling Gathering Dust...or Dollars? 


Put Your “Overhead” to Work With These Profitable 





_ 


FREE mor LIGHTS Offset 


the Cost of Each Board 


M-5050 CEILING MERCHANDISERS 
Size 6’ x 4’ 
DEALER COST OF FIXTURES 
PLUS BOARD COST 
DEALER COST OF ASS’T 


1 M-232 1 M-261 1 M-1341 1M-1015 1M-1081 1 M-1063° 1 M-638 
1 M-1222 1 M-1141 1 M-728 1 M-716 1M-1208 1 M-862 1 M-460 
1M-1211 1 M-1041) 1 M-1075 1 M-1073. 1 M-222 1 M-428 1 M-458 


TOTAL 21 FIXTURES... RETAIL VALUE... $149.75 


Moe Light will give you absolutely free—1 M-1222 32/22 W 
White & Chrome Instant Start Circline and 1 M-1231 32 W All 
Chrome Instant Start Circline (Retail Value $30.20). 


This offsets the $29.95 cost of the display board. 





MOE LIGHT OFFERS YOU EVERYTHING FROM COUNTER 
DISPLAYS TO COMPLETE HOME LIGHTING CENTERS 


No matter which of these display deals you order, Moe Light will offset the 
cost of the display with FREE merchandise 
M-5052 Moe Light Home Lighting Center 

includes 105 Fixtures, plus display $555. 00° 
M-5054 Moe Counter Display 

includes 16 Fixtures, plus display $59.90" 
M-5064 Moe Light Counter Display 

Includes 14 Fixtures, plus display... $59.90° —_- ee a ee Se 
*Prices Slightly Higher Denver and West. i MOE LIGHT, Dept. EM-1, Fort Atkinson, Wisconsin 

[| Send me complete information on Moe Light Display Deals 

Have your representative call on me 

{|} Enclosed find $1.00 for ‘Your Home and Inspiration-Lighting.’ 


MOE LIGHT ® if | am not completely satisfied with the book, | may return 
it to Moe Light within 10 doys and receive a full refund 


ih 
fi 





: 
zs 











Fort Atkinson, Wisconsin 
(Division of Thomas Industries, Inc.) ee 
Plants at Fort Atkinson and 
Sheboygan, Wisconsin, 
Princeton, Kentucky and 


los Angeles, California CITY. ZONE STATE 


ADDRESS___. 
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SERVEL 
AGAIN Es; 


the only refrigerator with 
AUTOMATIC ICE-MAKER f 


ONLY SERVEL DEALERS OFFER... 


@ The refrigerator with no messy trays to 
fill... spill...empty...or refill! 


@ 3 appliances in 1—refrigerator, freezer, 
ice-maker! 


@ gas or electric models! 


@ the industry's biggest lineup of sales- 
closing features! 
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substantial Sales volume a 
distributors! 


Moving appliances, They’! 

your needs, based on iti » They'll 
© practical eae ll Produce 

results! 


NEW SALES PLANS: In 1955 Servel wil] Rive you ~ 
a 


NEW ADVERTISING: 


+» bring NE People into your 
Monstration , , . ready to buy! 


NEW PRoFiTs; 


sm and backing. That's why 
will afford Profits to Spur dealer, 
nufacturer growth, 


NEW PRODUCTS: 


to lead the way 
+++ Profitable new markets! 


¥ 
Sewef GAS OR ELECTRIC REFRIGERATORS 


th 548 The name to Watch for great advances in REFRIGERATION and AiR CONDITIONING 
Boo Show 
Furnishings 
me 
3-14 


Chicago Ho 
e Mart 


January 


itur 
American veer 


——" 
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Which range has th 


It’s small wonder that more and more makers of gas ranges 
are adopting Wilcolator’s Oven-Reddy. And on sales floors the 
country over, these ranges are stopping traffic, creating tremen- 
dous buyer interest as word gets around about Oven-Reddy. 


For here’s a feature that makes any range stand out from 
the rest. It really gives your salesman something to talk about 
to today’s smart buyer — something she can see means better 
cooking and really saves her time. It’s something she’s always 
wanted — and never before could get on a gas range. 


With Oven-Reddy... 






eae 


~ —— A 
Ww 8 
_ am) < 


Just set the dial for the 
temperature you want 


Pop in your cake or roast 
when the signal lights up 


76 





and take it out — 
done to perfection! 





























en the 


lis wh c 
that ils mperature 


(The signal at cooking ve 


gas oven © 






You will find Oven-Reddy today on many of the leading gas 
ranges—and there are other manufacturers planning to use it on 
their new models, A little prodding from you might help your 
manufacturer decide now, and give a big boost to your sales, 
The Wilcolator Company, 1001 Newark Ave., Elizabeth, N. J. 
Canadian Plant: Mimico, Toronto, Ont. 


ilcolalor 


OVEN-REDDY 
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More Comfort... More Sales. .. 


REVERSIBLE 
single and twin 
WINDOW FANS 


e INDIVIDUAL PANEL SWITCHES 


e AVAILABLE WITH OR WITHOUT 
THERMOSTATIC CONTROL 


7 * 
Ce? » 


SF, 


with the chrome plated $//£-/££-GARD 


Kord adds Twin Reversible Window Fans as com- 
panions to the successful single models and doubles 


efficiency and comfort. 


Use them in the bedroom, kitchen, living room or 
attic .. . always refreshes quickly and efficiently. 
Use them with confidence . . . both Reversible 
Window Fans are completely guarded, front and 
back, with Kord’s sturdy, all chrome-plated “SAFE- 
TEE-GUARD.” Just one of the many quality fea- 
tures found in these outstanding values. 
Available in 10” and 12” Blade Sizes 


WRITE FOR COMPLETE CATALOG 


Simply flip lever to reverse air flow WITHOUT 
removing ventilator from the window. Exhaust hot, 
stale air during the day, bring in cool fresh air at 
night. Adjustable to fit most any window. The 
4 pole, WEATHERPROOF Motor is completely en- 
closed — assures all-important protection against 
dust, damp air or rain, guaranteeing long, lasting 
service. Finished in beautiful gray baked enamel, 


it blends smartly with any color scheme. 


For safety, styling and efficiency Kord’s Single and 
Twin Reversible Window Fans set the pace! on 





COMPANY, INC. 


“4 
"MANUFACTURING 
; NEW YORK 70, WN. Y. 


4510 WHITE PLAINS ROAD e 
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Du Mont 
Wide Horizon KENDALL 
New! Traditional styling in 
mah my of limed ouk 
grain linieh 


Du Mont 
Wide Horizon 
LANCASTER 
New! Modern styling in 
mahogany or limed oak 
grain finish. 


— ; 


un a i . <« 
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... See these 3 
newest, handsomest 


44 
fu ture ... Ren tit pere nde 


the FURNITURE MART 





January 3 to 14 


Du Mont Permanent Exhibit...Suite 218 


and get your picture taken 
FREE with “CAPTAIN VIDEO” in " 
Space Jeep! ...to take 


in home to Junler 
. 
Du Mont Wide Horizon TREVOR 
New! Contemporary styling in mahogany 
walnut, or limed oak grain finish. 


an 



































IN 


BIGGEST 21-inch Picture...in every model! 








BIGGER picture... BIGGEST, wid -open 21-inch! the Trevor, Kendall and Lancaster. All 3 have Wide Horizon screens 
BETTER reception... new high power, high quality circuits! and the packed-in value details that sell Du Mont feature by feature! 
BRIGHTER contrast...new depth and detail from extra power! All 3 have record player outlets . . . continuous tone controls . . . 
; illuminated dials . . . dust-sealed, reflection-free viewing... remov- 

IT’S GREAT MERCHANDISE . -« quality-made for bigger a 5 
viewing, bigger values... desi r sales! 


3 GREAT NEW MODELS...tocom- “YOU GOT A GREAT FUTURE with Du Mont’... because you 


plete a great line! On this can offer so much more value in every price class, at discounts that 


able safety glass... quality “extras” everywhere! 


mage... see ut vision in your television outlook for the coming year! 
pag 7 B ) 


and speaking of 
“WIDE HORIZONS”, . 


FIRST WITH THE FINEST IN TELEVISION "Trade Mark 


PHONE YOUR NEAREST DUMONT DISTRIBUTOR FOR FULL INFORMATION OR WRITE TO: Allen B. DuMont Laboratories, Inc., Television Receiver Division, East Paterson, New Jersey. 
Canadian Affiliate: Canadian Aviation Electronics, Lid., DuMont Television Division, Montreal, Canada. 
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ta ERR ° « . 
eam “Plan makes it easier for retailer 


to sell...the buyer to buy...” 


soy Messrs. J. A. DEVLIN, left, and 
R. E. DREW, right, partners for over 30 
years in the Devlin-Drew Company, Fresno, 
California, distributors for Philco and other 
top lines, serving prosperous San Joaquin 
Valley. 


”~ 
' 
' 


ee E LIKE the Commerctat Creprir making it easier for the dealer to sell 


: . ao, 9 
PLAN because it gives our dealers and the buyer to buy. 


COMMERCIAL financing for both their wholesale and COMMERCIAL CREDIT DEALERS 


retail needs, Also, it is a pertect tie-in 


ARE Successful prearers 
CREDIT with the National Phileo Plan, f ;, , 


CORPORATION A letter or call to your nearest 
’ ’ =~ Beam ae 
CommercitaL Creprr has helped in- CommerciaL Crepit PLan office will 
A cartes oftered through eabehdtorton of get you speedy and expert help with 
ommercial Credit Company, Baltimore . . . ‘rease ~alers’ siness ¢ i tm . . 
ee pent eerhigeaaey yi crease our dealers’ business and in your financing problems, Why not 


«+» Offices in principal cities of the United turn has helped Devlin-Drew, by call todav? 
Stotes and Canada. P , 
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1948 






1949 










1950 _1955 


DISPOSABLE 
PERSONAL 
INCOME IN 
BILLIONS 


Electrical 
wae Merchandising 


| 


APPLIANCE | : : | | 
PURCHASES IN | : i 
BILLIONS j 


1949 


Despite the possibility that farm incomes may decline and that business 
will invest a little less in plants and equipment, booming construction, 
more installment buying, high wages, and fuller employment promise 





URING 1954 the appliance and radio 
1) I'V industry got $6.7-billion of the con- 
ume! $253-billion disposable income, 
And in 1955 it’s likely 
to get $7-billion of an estimated $257-billion 
hat’s a gain from 2.6 percent in 1954 to 2.72 
percent in 1955 and that’s why the business out- 
look for this year can only be described as bright. 
Ihe prospects are that the coming year will 
be significantly better than 1954—which was the 
second best year in the history of the American 
econom 
The big question is—how will the individual 
ectors of the economy fare within overall busi- 
ness activity? While 1955 should be better than 
1954 for the economy as a whole, there are signs 
that prosperity will be uneven—just as it was 
this year. Some industries will get a much bigger 
share of the business upturn than others—and 
some industries won’t do as well as in 1954. 
In the appliance industry, this year is going 
to be another one of real competition. Manu 


is the chart above shows 
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More Dollars for Appliances in 195! 


By the McGraw-Hill Dept. of Economics 


facturers’ sales of major appliances—air condi 
tioners, dryers, freezers, ranges, refrigerators 
vacuum cleaners and washers—are expected to 
reach about 15 million units in 1955. About 
14.5 million units were sold this year. The most 
recent report on the consumer outlook, conducted 
by the Survey Research Center of the University 
of Michigan, indicates that consumers intend to 
buy more large household goods than they did in 
1954. However, the outlook is not as good as it 
was at the end of 1952. And there will be in 
creased competition for appliance dealers not only 
from other appliance dealers, but from people sell 
ing other consumer products as well. 
Manufacturers are turning out new models of 
refrigerators, washers, vacuum Cleaners and electric 
ranges incorporating all kinds of improvement 
In addition to the new style features, prices have 
not risen, so the consumer is really getting better 
quality at the sarne price in 1955. And the growth 
part of the appliance industry—air conditioning 
dishwashers, freezers, broilers, dryers—is expected 


1955 





to push sales up to high levels in 1955. How 
ever, production of air conditioners may be some 
what lower in 1955 than this year because most 
manufacturers already have large inventories on 
hand, 

This year, output of the radio and television 
industry may decline substantially from production 
in 1954. Television output in 1954 was extremely 
high the second best in the history of this indus 
try. There were 7.3 million TV sets sold. Manu 
facturers expect to sell close to 5.4 million units 
in 1955. With color TV just around the corner 
many consumers may hold off buying a new set 
or trading in the old one until color sets are 
produced in quantity. In addition, the high price 
of color compared with black and white has 
undoubtedly made consumers reluctant to invest 
in a new set. 

Manufacturers’ sales of radios (including auto 
radios) in the year ahead should reach about 
10 million units. This is approximately the same 
number that was sold in 1954, but about four 


MORE “ai 
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MORE DOLLARS FOR APPLIANCES IN 1955. (continued) 


million less than the peak year of 1953. Radios 
have continued to hold their own in spite of the 
contention that the market was “saturated.” 
Clock radios and portable radios, in particular, 
will continue to # a larger share of the radio 
market. And hi-fidelity phonographs have opened 
new markets for appliance dealers. 


The building boom will 
help appliances two ways 


Appliance sales are directly affected by ups 
and downs within the economy. Of those areas 
on the up side, the construction boom is the 
most striking. The year ahead promises to be 
the biggest year ever for construction. It will 
probably be second only to 1950 in the housing 
industry and could even surpass that record. Con- 
struction of commercial buildings, schools and 
churches is expected to increase substantially 
in 1955. Only industrial construction, of all types 
of building, is likely to decline. The year 1955 
will also see a bigger highway program. The 
boom in nonresidential construction, of course, 
doesn't directly affect appliance sales. But it does 
help build up consumers by boosting their in- 
comes, thus making more people able to buy 
appliances if they want them. ; 

Residential construction, which directly pro- 
vides demand for appliances, appears destined for 
an even better year than 1954—which was the 
second best year in our history. The peak was 
reached in 1950 when 1,396,000 units were 
started—compared with about 1.15 million non- 
farm housing starts in 1954. It now looks as if 
1.2 million units will be a minimum for 1955, 
with a much bigger total a possibility. With wages 
at a high level, construction workers will also 
make an excellent market for new appliances. 


People with more money 
can buy more appliances 
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Industrial activity and the earnings of indus 
trial workers also should hold up well in 1955, 
The index of industrial production should average 
around 129 during the coming year—compared 
with 124 for 1954. Indications are that the auto 
industry will produce 5.3 million cars in 1955— 
the same number that was produced in 1954. 
Redesigned passenger car models and somewhat 
lower prices indicate that the automobile people 
will be giving appliance dealers stiff competition 
for the consumer's dollar. Steel output, which is 
directly related to auto production, is expected 
to be somewhat higher in 1955 than in 1954 
However, in 1954 the tonnage produced repre- 
sented only 70 per cent of operating capacity 
in the steel industry. In 1955, the steel operating 
rate will rise to about 80 per cent 

Vederal government defense expenditures 
will show another drop in 1955. Defense spending 
should go from $44.5 billion to $41 billion in 
1955. But the steady rise in spending by state 
and local governments will offset some of the 
decline in federal spending. 

Businessmen are planning to continue to invest 
at a somewhat lower rate in new plants and 
equipment. They plan to invest about five per 
cent less in new plants and equipment in 1955 
than they did in 1954. But this is still a very 
high level by all past standards—and a high level 
will help to maintain wages. 


High employment means a 
willingness to buy on time 


As a result, consumers will have the money 
and most of them will have the jobs to maintain 
a high level of spending. With a slight increase 
in business activity, total employment will be up 
in 1955. Some localized regions will undoubtedly 
have a larger share of unemployment than others; 
but, for the country as a whole, unemployment 
should average about three million in the coming 
year, compared to 3.2 million in 1954. 

Total consumer credit outstanding in 1954 
was very close to the peak of 1953, in spite of 
some cuts in consumer borrowing early in the 
year. In the coming year, consumers will con- 
tinue to show their willingness to take on more 
debt burden. The first half of 1954 was char- 
acterized by only small increases in total debt. 
Consumers tightened their belts and repaid a good 
share of their insta)‘ment debt burden. But, as 
the year progressed and they found themselves 
in a better financial position, they again resumed 
their credit buying. In the coming year, it is 
expected that new credit will more than offset 
repayments. Installment credit for appliances 
declined in 1954. But with credit easy to get 
and incomes rising, it should be easier to sell 
on time this year. 


But look out for areas where 
business wont be good 


There are, of course, some sectors of the 
economy that will not do as well in the coming 
year. A good example is the farmer. Farm in- 
comes have continued downward since 1952. And 
this year the outlook for the farmer is somewhat 
worse than last year. Farm prices are expected to 
be off about 2 percent from this year’s average, 
while the prices farmers pay for goods and services 
are expected to be at least as high in 1955 as 
they were in 1954. Other industries which are 
expected to show a decline are the machine tool 
industry, where back orders have shrunk con- 
siderably, and the aircraft industry, which is 
dependent on government contracts for a large 
part of its output. 

Neither businessmen nor consumers are likely 
to get much tax relief in the coming year. Cor 
porate profit taxes are scheduled to go from 52 
percent to 47 percent on April 1. However, the 
Administration has already begun to talk of ex 
tending the 52 percent for another year. Excise 
taxes on alcoholic beverages, autos, trucks, buses 
and on gasoline are also scheduled to drop on 
April 1. Whether or not Congress will allow 
them to drop will depend on the political climate 
at the time. There will also be some agitation to 
increase exemptions on personal income tax. But 
it seems unlikely that this will pass Congress 
in 1955. 

Thus, the business outlook for 1955 is one of 
a continued high level of business activity. The 
appliance business in particular can look to a 
good year but a highly competitive one. Som« 
of the industries which will show declines ar 
concentrated in specific regions of the country, 
and appliance dealers will have tough sledding 
in those areas. And some appliances will move 
slower than others. It will be up to the individual 
appliance dealer to use his initiative and fore 
sight to maintain his share of the market in 1955 


End 
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INDEX OF SATURATION... January 1, 1999 


Number and 
Percentage of 


WIRED HOMES 
WITH 





AIR CONDITIONERS 


(room) 


BED COVERINGS 


2,006,300 4.5 
4,978,000 =11.1 



























2,006,000 4.5 BLENDERS 
4,601,000 BROILERS 
38,485.00 CLOCKS 
12,200,000 COFFEE MAKERS 
(automatic) 
385,500 4 DEHUMIDIFIERS 
1,572,500 3.5 DISHWASHERS 
2,967,000 6.6 DRYERS, CLOTHES 


(electric and gas) 


2,021,000 4.5 FOOD WASTE DISPOSERS 


6,750,000 15.1 FREEZERS 


11,117,000 = 24.8 HEATERS, PORTABLE 


(electric) 


14,727,000 HEATING PADS 
9,730,000 21.7 HOTPLATES 
4,144,000 IRONERS 

40,304,000 IRONS 

(standard) 


13,246,800 STEAM IRONS 





15,100,000 MIXERS 
* 47,580,600 3 * RADIO 
12,086,000 RANGES 
41,400,000 REFRIGERATORS 
4,336,000 ROASTERS 
14,789,000 SANDWICH-WAFFLER 
(combinations) 
17,126,500 SHAVERS 
ee oa 
*33,200,000 4] * TELEVISION 
; BLY CBRE SK BE 
32,800,000 3.2 TOASTERS 
27,865,000 2.2 VACUUM CLEANERS 
36,418,000 1.3 WASHERS, ELECTRIC 






6,805,000 15.2 


WATER HEATERS 
















Number and 
Percentage of 
WIRED HOMES 
WITHOUT 


42,780,700 ; 95.5 
39,809,000 88.9 
42,781:000 95.5 
40,186,000 897 
6,302,000 
32,587,000 
44,401,500 
43,214,500 
41,820,000 
42,766,000 
8,037,000 
33,670,000 
30,060,000 
35,057,000 
40,643,000 
4,483,000 
31,540,200 
29,687,000 66.3 
929,000 19 
32,701,000 73.0 
3,387,000 
40,451,000 

29,998,000 67.0 


27,660,500 61.8 





11,587,000 25.9 
11,987,000 268 
TAye,000 ~ 37.8 
8,369,000 187 


37,982,000 84.8 


4 


All figures except radio based on 44,787,000 domestic and farm electric customers. Radio *Radio projected from Jan. 1, 1954 Nielsen Coverage Service estimate. Total Homes 


based on 48,509,600 total homes. 
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Coffee Makers: Total. 
Automatic 
Nono-Automatic 
Dehumidifiers 
Dish washers, Motor- Driven. 
Dryers, Clothes, Total...... 
Electric 


Gas. 


Fars: 
Attic... 
Desk and Bracket 
Hassock or Floor 
Ventilating, Wall & Ceiling 
Window Ventilating 

Floor Polishers... . 

Food Waste Disposers 

Freezers, Home. . 

Fryers, Deep Fat 

Heaters, Convector & Radiant: 
Fan-Forced & Fan-Heaters 
Non-Fan Forced 
Wall Type... 


Heating Pads 
Irons: Total 
Automatic 
Non-Automatic 
Travel 
Stearn 
Kitchen Cabinets, Steelt, 
Lamp Bulbs & Tubes: Total 
Fluorescent 
Large Incendescent. . 
Photo. 
Miniature (incl 
Christmas Tree 


Lawn Mowers, Power 


ade | ” 
4 } 


Mixers, Food: 
Standard . 
Portable. . 

Oil Space Heaters}. . 


Radio 
Home Radios 
Portable Radios. 
Clock Radios. . 


Waffle lrene—Gand. Grills. 


Washing Machines: 

ean & Semi Automatic 
Water 
Water Systems. . 





33,000 


1,670,000 

383,000 
5,400,000 
1,941,250 


1,985,000 


116,800 


964,000 


1,117,800 
547,800 
259,000 

5,585,000 

2,900,000 


2,685,000 


1,322,135,000 
21,931,000 
675,383,000 
29,289,000 
339,773,000 
255,759,000 
3.500 


510.000 


$93,600,900 
5,726,000 
27,000,000 
6,783,300 


14,587,200 


2,044,000 


2,312,400 


3,633,000 
1,430,000 
14,489,000 
21,100,000 
14,790,000 


6,310,000 


6,000 000 


11,220,000 


471,400 28,260,000 
13,700,000 469,636,000 
728,000 103,376,000 
3,500,000 542,500,000 
290,000 7,366,000 


1,100,000 


2,640,800 17,945,500 

1,237,000 14,225,500 

1,403,800 3,720,000 

1,646,400 7,899,800 

1,892,400 148,556,150} 
205,000 17,015,000 
347,055 


15,950,000 








29,840 
200,000 


800,000 


2,289,500 

80,000 
6,500,000 
5,000,000 


1,239,450 


203,080 


210,300 


2,000,000 


2,900,000 
2,000,000 

175,000 
9,600,000 
7,000,000 


2,600,000} 


1,347,500 
1,304,545,000 
50,573,000 
726,105,000 
43,049,000 
329,271,000 
155,547,000 
139,000 


1,500,000 


1,006,200 


14,031,000 


576,700 
2,100,000 
150,000 
2,115,000 
6,500 
3,500,000 
1,400,000 
2,100,000 
3,600,000 


356,000 
1,691,380 
488,000 
625,700 





$10,298,000 


$8,000,000 


9,800,000 


155,228,100 
1,505,880 
40,950,000 
43,150,000 


13,680,000 


2,877,000 


80,000,000 


25,000,000 


17,400,000 
11,560,000 
13,146,000 
82,959,000 
67,645,000 
} 


l 5,314,000¢ 


60,000,000 
285,405,000 
48,818,000 
149,287,000 
7,202,000 
70,143,000 
9,955,000 
17,000,000 


47,265,000 


69,778,200 


701,550,000 


107,266,200 
434,700,000 
4,500,000 
35,955,000 
2,100,000 
41,489,000 
26,138,000 
15,351,000 
45,529,000 


106,800,000 
140,503,000 
58,560,000 
57,083,650 





42,900 
630,000 


255,000 


3,801,000 
186,400 
9,729,000 
2,963,000 
200,000 
2,763,000 


120,000 
58,000 
38,000 
20,000 


125,000 
3,555,000 
265,000 


185,000 
100,000 
607,000 


,850,000 


2,140,000 
1,453,000 
599,300 
11,004,000 
8,495,000 


1 353,000 


1,156,000 
2,790,000 
1705 ,044,000 
79,073,000 
831,241,000 
78,791,000 
444,911,000 
271,028,000 
362,000 


1,220,000 


2,004,200 


14,082,700 
2,458,300 


1,210,000 
3,400,000 

410,000 
2,500,000 

178,570 
5,019,000 
2,840,000 
2,179,000 
3,567,000 


962,000 
2,695,000 
1,100,000 

730,000 


$17,421,000 
26,460,000 


3,442,500 


285,368,000 
4,827,000 
69,076,000 
29,516,000 
4,000,000 
25,516,000 


30,000,000 
12,180,000 


15,625,000 
65,767,500 


9,142,500 


9,250,000 
12,500,000 
200,310,000 


26,825,000 


13,910,000 
13,803,500 
75,821,800 
121,215,000 
93,645,000 


8,1 18,000, 


19,652,000 
104,600,000 
392,077,000 

79,524,000 
174,477,000 

13,702,000 
102,773,000 

21,601,000 

54,000,000 


43,310,000 


165,079,970 


815,388,300 
86,778,000 


278,300,000 
867,000,000 
15,375,000 
43,750,000 
83,500,000 
62,015,000 
51,120,000 
10,895,000 
50,537,500 


278,980,000 
262,256,000 
143,000,000 

84,000,000 





73,630 
675,000 
215,000 
280,000 


3,360,800 
289,900 
9,995,000 
2,700,000 
600,000 
2,100,000 


225,000 
92,000 


76,700 
15,300 


85,000 
3,470,000 


240,000 
175,000 
690,000 


300,000 


600,000 
225,000 
477,000 
360,000 
850,000 


wea 


700,000 


810,000 
3,236,400 

1 ,837,294,000 
79,400,000 
845,083,000 
143,602,000 
390,546,000 
378,663,000 
397,000 


1,550,000 
20,000 
1,234,900 


9,630,300 
2,629,600 


1,600,000 


4,766,000 1, 


675,000 
1,650,000 

975,000 
4,850,000 
3,650,000 
1,200,000 
3,670,000 


950,000 
3,245,600 
1,040,000 

650,000 


$27,198,000 
29,025,000 
8,170,000 
5,026,000 


257,542,700 
7,706,400 
74,962,500 
33,870,000 
12,000,000 
21,870,000 


61,875,000 
20,720,000 


11,050,000 
60,725,000 


9,000,000 


21,000,000 
220,800,000 


16,900,000 


10,800,000 
10,964,000 
71,550,000 
94,392,500 
75,757,500 
4,865,000} 
13,770,000 
124,776,700 
406,605,000 
80,059,000 
179,411,000 
24,125,000 
87,908,000 
35,102,000 
57,000,000 


58,105,000 
339,000 
103,305,100 


563,370,600 
77,573,200 


376,000,000 
239,160,000 
25,312,500 
32,175,000 
383,500,000 
78,315,000 
71,175,000 
7,140,000 
57,114,000 


272,935,000 
453,469,400 
137,800,000 

89,050,000 





( Retail Value of APPLIANCES, 


89,320 
440,000 
175,000 
260,000 


2,889,500 
191,000 
5,280,000 
2,450,000 
800,000 
1,650,000 
25,000 
160,000 
105,700 
84,560 
21,140 


76,500 


, 475 


2,776,000 


255,000 


155,000 
485,000 


835,000 


1.350.000 
820,000 
307,350 

6,310,000 

4,850,000 


495,000} 


965,000 
2,132,000 
1,756,665,000 
72,068,000 
814,401,000 
155,066,000 
330,102,000 
385,028,000 
529,000 


1,375,000 
150,000 
741,500 


5,961,200 
1,843,400 


1,056,000 


4,450,000 1 


350,000 
1,725,000 
3,000,000 
4,200,000 
3,450,000 

750,000 
1,960,000 


928,000 
2,137,000 
695,000 
600,000 


$31,473,700 


221,794,300 


y 
13 





16,500,000 
6,562,500 
4,667,000 












5,355,100 
33,200,000 
39,300,000 









44,000,000 
24,317,200 









9,562,500 
51,356,000 





9,817,500 


20,925,000 
62,475,000 


9 602,500 


9,112,500 
6,519,000 
43,028,300 
81,639,500 
62,807,500 


3,440,250 


15,391,750 
83,852,800 


389,980,000 


72,700,000 
173,000,000 
26,080,000 
80,600,000 
37,700,000 
65,000,000 


51,562,500 
2,542,5 


900 
60,064,000 


274,215,200 
55,209,800 

. 42. 8 880,000 
4,750,000 
13,125,000 
37,087,500 
970,000,000 
73,290,000 
68,827,500 
4,462,500 
30,205,000 


236,640,000 
288,548,000 
90,350,000 
78,900,000 








**Vacuum cleaner figures, include new and manufacturers’ reconditioned models for prewar, but 


from 1946 on represent new models only. 


| So-called portable metal cabinets not included 


4 Oi 





space heaters based on Dept. of Commerce figures. Radio, T-V figures since 1947 
duction, estimated by RETMA, 


1952-4 Air Conditioner Unit Figures from A.R.I. 





represent pro 
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200,900 
800,000 
225,000 
295,000 


3,529,400 
230,300 
8,100,000 
2,975,000 
900,000 
2,075,000 
45,000 
230,000 
318,500 
250,980 


67,520 


95,000 
2,450,000 
180,000 
495,000 


240,000 
320,000 
890,000 
500,000 
1,115,000 


1.725.000 
1,160,000 

409.200 
7.475.000 
5,235,000 


595 000! 
) 


1,645,000 
2,969,000 
2,006,880,000 
88,439,000 
933,523,000 
229,230,000 
467,728,000 
287,960,000 
,080,000 


.7 00,000 
145,000 
886,400 


8,174,600 
1,674,700 


1,830,000 
6,200,000 

400,000 
2,150,000 
7,463,800 
4,525,000 
3,795,000 

730,000 
2,535,000 


1,646,380 
2,626,200 
990,000 
723,000 


$62,646,000 
31,600,000 
8,437,500 
7,360,000 


280,305,000 
6,614,200 
54,000,000 
54,101,250 
25,155,000 
28,946,250 
6,300,000 
66,700,000 
70,449,400 
53,378,400 
17,071,000 


12,302,500 
42,262,500 

7,110,000 
17,745,800 


13,800,000 
43,200,000 
289,250,000 
12,475,000 
15,364,700 


11,988,750 
9,454,000 
59,465,900 
101,188,500 
67,793,250 


} 
3,867,5007 


29,527,750 
125,848,300 
466,400,000 

95,500,000 
204,600,000 

37,400,000 

98,500,000 

30,400,000 
100,000,000 


67,150,000 
2,602,750 


73,480,000 


382,653,000 
50,994,600 


424,623,000 
1,602,266,000 
15,580,000 
50,525,000 
2,235,408,000 
80,142,700 
76,127,700 
4,015,000 
42,968,250 


423,119,700 
361,443,900 
131,175,000 
112,065,000 


) 





237,500 
776,000 
290,000 
312,000 


9 


729,100 
176,000 
7,500,000 
2,825,000 
1,695,000 
1,130,000 

55,240 
260,000 
492,000 
354,000 
138,000 


90,000 
2,225,000 
185,000 
444,500 
320,000 
275,000 
352,000 
1,050,000 
725,000 
930,000 
605,000 
325,000 


1,450,000 
940,000 
283,840 

7,585,000 

4,950,000 
236,400 
298,600 
2,100,000 
2,672,100 
2,012,132,000 
86,652,000 
950,408,000 
295,848,000 
415,624,000 
263,600,000 
1,241,000 


1,475,000 
125,000 
768,490 


6,751,400 
1,332,990 

777,000 
1,400,000 
4,075,000 

442,000 
2,200,000 
5,384,800 
3,725,000 
3,350,000 

375,000 
1,875,000 


1,589,400 
1,795,300 
845,000 
625,000 


$80,393,000 
32,980,000 
11,455,000 
7,200,000 


234,893,600 
5,313,500 
52,125,000 
59,409,750 
43,646,250 
15,763,500 
7,678,400 
78,000,000 
120,679,500 
82,039,500 
38,640,000 


12,325,500 
43,387,500 
8,136,300 
14,404,300 
16,640,000 
16,500,000 
47,520,000 
378,000,000 
20,662,500 
12,393,000 
9,468,000 
2,925,000 


10,077,500 
8,695,000 
49,572,700 
104,166,800 
60,637,500 
1,046,900 
2,687,400 
39,795,000 
119,930,900 
518,100,000 
102,600,000 
228,000,000 
51,000,000 
107,500,000 
29,000,000 
121,000,000 


65,687,500 
2,312,500 
69,933,000 


231,235,500 
41,322,700 
30,691,500 

350,000,000 

1,120,625,000 
18,541,900 
53,900,000 
1,658,500,000 
75,763,700 
73,532,500 
2,231,200 
33,656,300 


445,667,800 
269,995,200 
114,075,000 

96,875,000 





380,400 
830,000 
395,000 
434,700 


2,841,800 
155,000 
6,700,000 
3,000,000 
1,950,000 
1,050,000 
87,450 
175,000 
634,850 
73,900 
160,950 


95,000 
,625,000 
265,000 
585,000 
505,000 
287,000 
260,000 
1,140,000 
1,525,000 
1,202,000 
690,000 
270,000 
242,000 


500,000 
905,000 
211,400 

235,000 

£795,000 
210,000 
375,000 

2,855,000 
2,970,000 
1,849,994,000 
77,629,000 
920,825,000 
341,820,000 
359,320,000 
150,400,000 
1,155,000 


wa 


1,375,000 
455,000 
740,300 


4,043,100 
1,719,900 
1,929,000 
1,060,000 
3,570,000 
25,000 
2,750,000 
6,096,000 
2,975,000 
2,650,000 
325,000 
1,456,000 


1,684,100 
1,582,400 
720,000 
682,000 


$129,703,000 
35,275,000 
16,392,500 
13,172,100 


260,081,500 
4,786,800 
48,575,000 
60,185,500 
48,652,500 
11,533,000 
12,505,300 
52,500,000 
162,781,000 
116,105,500 
46,675,500 


14,250,000 
36,031,500 
12,852,500 
19,012,500 
27,750,000 
18,655,000 
33,800,000 
421,800,000 
45,673,000 
31,203,000 
12,075,000 
2,430,000 
16,698,000 


10,425,000 
8,597,500 
44,182,600 
97,384,000 
36,195,250 
875,250 
3,356,250 
56,957,250 
154,000,000 
484,100,000 
93,000,000 
222,000,000 
58,200,000 
94,800,000 
16,100,000 
110,000,000 


60,500,000 
8,622,250 
68,852,000 


136,454,600 
59,336,500 
65,586,000 

270,300,000 

1,017,450,000 
17,850,000 
68,612,500 
1,719,072,000 
59,727,700 
58,167,500 
1,560,200 
29,848,000 


471,076,400 
237,818,900 

95,040,000 
110,484,000 





1,044,700 
948,000 
310,000 

1,130,000 


2,777,700 

173,200 
7,625,000 
3,685,000 


90,550 
180,000 
736,700 
568,500 
168,200 


135,000 
2,365,000 
295,000 
680,000 
660,000 
295,000 
325,000 
1,090,000 
2,650,000 
1,400,000 
940,000 
195,000 
265,000 


1,875,000 
695,000 
160,000 

7,575,000 

2,720,000 
175,000 
430,000 

4,250,000 

3,441,000 

2,201,159,000 
84,665,000 
976,461,000 
485,670,000 
427,363,000 
227,000,000 
1,275,000 


1,270,000 
615,000 
647,800 


4,403,000 
1,741,600 
2,041,100 
1,250,000 
3,650,000 

395,000 
3,500,000 
7,215,000 
3,170,000 
2,825,000 

345,000 
1,370,000 


2,070,800 
1,521,400 
780,000 
702,050 


Manufacturers’ Sales, 
In Units and Retail t i 


349,514,000 
35,976,000 
12,384,500 
56,333,000 


263,121,700 
5,212,100 
52,993,700 
73,515,800 


12,224,000 
54,000,000 
179,847,000 
134,342,200 
45,504,800 


18,562,500 
54,276,800 
14,235,000 
21,590,000 
39,567,000 
19,175,000 
42,250,000 
436,000,000 
79,500,000 
33,905,300 
17,390,000 
1,940,300 
14,575,000 


12,281,200 
5,907,500 
34,013,000 
118,577,000 
32,640,000 
691,000 
4,708,500 
80,537,500 
178,000,000 
613,500,000 
121,000,000 
264,000,000 
83,200,000 
120,800,000 
24,500,000 
144,542,000 


55,880,000 
11,654,200 
60,892,700 


138,694,500 
60,712,000 
69,397,400 

318,750,000 

1,076,750,000 
17,380,000 
94,500,000 
2,020,200,000 
57,721,500 
56,358,800 
1,362,700 
29,455,000 


577,401,100 
228,018,200 
102,960,000 
119,000,000 






* 


1,230,000 419,298,000 
1,050,000 37,747,500 
296,000 —‘11,825,000 
1,550,000 75,950,000 
2,650,000 251,087,500 
132,000 3,973,200 
6,900,000 47,955,000 
3,218,000 66,253,500 
3,218,000 66,253,500 
95,000 — 12,825,000 
210,000 63,000,000 
890,000 207,498,250 
655,500 146,176,500 
234,500 61,321,750 


125,000 —-16,375,000 
(1954 Fan Figures not avail- 
able at press time. Comp- 
lete breakdown will appear 
in Feb., 1955, issue) 





325,000 
360,000 
975,000 
1,895,000 
1,330,000 
850,000 
*180,000 
300,000 


1,675,000 
710,000 
91,300 
6,320,000 
2,150,000 
105,000 
140,000 
3,625,000 
3,372,000 
2,148,200,000 
86,200,000 
955,000,000 
460,000,000 
380,000,000 
267,000,000 
1,350,000 


1,155,000 
795,000 
520,000 


350,000 
3,950,000 
7,300,000 
3,100,000 
2,690,000 

410,000 

835,000 


2,420,000 
1,230,000 
775,000 
728,000 


19,500,000 
46,800,000 
385,125,000 
41,500,000 
34,232,500 
16,787,500 
2,475,000 
14,970,000 


10,887,500 
5,928,500 
18,899, 100 
95,065,250 
23,542,500 
414,750 
5,258,000 
65,850,000 
174,440,000 
623,000,000 
128,000,000 
275,000,000 
76,200,000 
112,000,000 
31,800,000 
121,095,000 


51,108,700 
15,502,500 
49,920,000 


90,275,000 
18,540,700 
54,326,000 

304,065,000 
1,044,625,000 
13,982,500 
108,625,000 
1,737,400,000 
52,594,500 
50,975,000 
1,619,500 
15,823,200 


657,030,000 
182,753,400 
100,750,000 
123,400,000 






Clocks 

Coffee Makers: Total 
Automatic 
Non-Automatic 


Ventilating, Wall & Ceiling 
Window Ventilating 
Floor Polishers 
Food Waste Disposers 
Freezers, Home 


Fryers, Deep Fat 

Heaters, Convector &Radiant: 
Fan-Forced & Fan-Heaters 
Non-Fan Forced 
Wall Type 


Heating Pads 
Hotplates 
Ironers 
Irons: Total 
Automatic 
Non-Automatic 
Travel 
Steam 
Kitchen Cabinets, Siccl | 
Lamp Bulbs & Tubes: Total 
Fluorescent 
Large Incandescent 
Photo 


Miniature (incl. “ L"’) 
Christmas Tree 
Lawn Mowers, Power 


Mixers, Food: 
Standard 


Portable 
Oil Space Heaters 


Radio: 
Home Radios 
Portable R. 
Clock Radios 








All other figures compiled from reports of associations and manufacturers, from estimates by asso- 


ciation executives and manufacturers, from “Facts for Industry,” and Census of Manufactures 
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When Do Appliances Sell Best? 


Electrical Merchandising, in its annual study charts the course of 1953's 
retail sales by months, and compares them with the composite average 
of the preceding three years for a broad picture of seasonal buying habits 


HEN, in January of 1952, 
ELeCTRICAL MERCHANDISING 
published the first of a series of 
studies on the monthly buying habits 
of the nation’s consumers, the national 
picture was clouded by the fact that 
relatively few groups were then re 
porting on the month to month sales 
activities of dealers in their own pat 
ticular areas. In this year’s study, the 
fourth in a continuing series, the 
number of reporting utilities has grown 
from the original 16 to a total of 22 
These 22 utilities, located as they are 
from coast to coast, reported on 1953 
ules of appliances in localities which 
are widely divergent in characteristics 
of climate, income and buying habit 
It is these 
icteristics that the 
more useful, for 


because of regional char 
study becomes 
in combination the 
reported regional sales are undoubtedly 
indicative of the buying habits of th 
entire country during certain period 
\s a means of further pointing up 
the month-to-month iles 
HM LECTRICAI 
tiated thi 
ing which 


picture 
MERCHANDISING has ini 
chart 
monthly 


year a comparative 


hows the iverage 


sales percentages realized by each 
appliance in the entire four year period 
ot the tudy Lhe pi ture whi h 
emerges from the averaging of thes 
thre yeal ile 1950-19 ind 
vhich is charted on the following 
pages in comparison with 1953 alon 


s conclusive proof of the existence of 
proven seasonal sal 


ippliances, They should prove 


ible planning aid to the 


patterns for most 
iy ilu 


manufactures 


ind dealer alike 
In all of the monthh ile tud 
O far presented by Me LECTRICAI 
MERCHANDISING representation has 
been present from each of the nine 
geographical divisions of the United 
States. ‘The reporting utilities in thi 
year’s study included those indicated 
in the box on thi page 
Summer Sales and the Majors 


The average American 
did not think in terms of a refriger 
itor purchase during the cold weather 
months, Along with the mercury, sal 
during 1953 sank to their low point 
during the month of December with 
only 5.84 percent of the yearly sales 
total. The three year average paralleled 
this closely and showed a low point 
occurring during the month of Novem 
ber and here, too, the percentage stood 
at 5.84 percent. The nearer the con 


consunict 
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umer got to July the more convinced 
he became of the need for a new 
refrigerator. ‘Thus sales in 1953 reached 
their highest point during July with 
11.97 percent of the year’s sales. 
lurther indication of the summer 
popularity of the refrigerator were the 
three year averages which showed 
June sales at 10.29 percent, July at 
12.42 percent, and August at 10,32 
percent 

lollowing an almost exactly similar 
pattern, home freezers were eagerly 
sought during 1953 in the month of 
July, 10.84 percent of the year’s sales 
being made at that time. The high 
of the three year average also occured 
during this month with a 12.19 per 
centage Low ebb for the home 
during 1953 was in December when 
iles had dropped to 6,13 percent 


freezer 


Ranges appeared to be one of th 
few major appliances whos il 
progr over the year could not be 
measured in sudden spurts. Over the 
twelve months of 1953 sales were on 
i fairly stabl plan with a low of 
7.42 percent in January and a high 
of 9.73 percent in Mar The thre 
year averag howed February as low 
month, 7.09 percent, and Jul 


high month with 9.94 pe recent 


tion saleswise, 10.07 percent, followed 
by August and September in second 
and third spots, with 9.22 and 9.20 
percent respectively 

Winter's brisk and blustery weather 
seemed to play a major part in the 
shaping of dryer sales. Housewives 
with the outlook of several months of 
inclement weather in the offing 
started warming up to dryer purchases 
in October, 11.29 percent of 1953's 
sales; reached 12.12 percent in Nov- 
ember; and ended the year with a 
high of 14.25 percent in December, 
in indication, too, of the dryer’s popu- 
larity as a gift appliance. Bearing out 
the popularity of these three months 
for dryer sales the three year aggregate 
howed sales percentages of 12.71 per 
cent in both October and November 
ind a high of 14.24 percent in De 
ember. Low point for the dryer was 
in late pring when 
MERCHANDISIN¢ 


ELECTRICAI 
three year average 


howed an unimpressive 4.90 percent 


of sales being made by the dealer 

During 195 ironers showed a 
rather errati iles pattern. December 
vas first in point of sales with 12.52 
percent of th i's total, January 


va econd best with 9.49 percent 
ind April came in at third position 








th t Pcl it. Over the three 
The Home Laundry Picture riod how cr the picture 
During 19 iles of washing ma 1 that tl ironer enjoyed it 
hines presented a fairly steady mont! reatest popularity during the month 
tomonth sale picture. High wat of September, October, Novembe 
nark for th ir wa \pril with 8.9 ind Decemb During the last month 
percent ol the recorded sales, followed lone il I hed 12.3] percent in 
by Jul 30 percent, and Septemb« th umulati inal 
1.74 percent. The three year averag : 
for washers showed more tendenc: Housewares and the Holidays 
the onsume! part to make thing Santas pa vas heavily laden with 
profitable for the dealer in the two housewares of every sort according to 
mid-summer months and early fall the percentage orded in the study 
hus the composite three year pictur During December, 1953, alone, ele 
howed the month of July in first posi t mixer sale i unted for nearly 
REPORTING UTILITIES 


Omaha Public Power District 
Nashville Electric Service 
Southwestern Gas & Electric Co. 
Kansas Gas & Electric Co. 
Florida Power & Light Co. 
Pacific Gas & Electric Co. 
Dallas Power & Light Co. 

New Orleans Public Service, Inc. 
Connecticut Light & Power Co. 
Texas Electric Service Co. 


New York State Electric & Gas Corp. 


West Penn Power Company 


United Illuminating Co., New Haven, 
Connecticut 
United Illuminating Co., Bridgeport, 
Connecticut 
Electrical Assn. of Philadelphia 
Pennsylvania Power & Light Co. 
Florida Power Corp. 
Kentucky Utilities 
Washington Water Power Co. 
Electric Power Board of Chattanooga 
New Jersey Power & Light Co. 
Pacific Power & Light Co. 





JANUARY, 


with 
November in second spot with 11.2] 
percent. This meant that during these 
two months nearly 40 percent of th 
sales of this versatile kitchen appliance 
were accounted for. Examples of two 
other popular gift giving appliance 


28.41 percent of annual sales 


could be found in roasters which 
showed an impressive three year com 
bined average of 36.62 percent dur 
ing November and December, and the 
toaster with a high of 31.47 percent 
for these two months. 

Among other housewares with ac 
celerated sales at this season of the 
year were clocks, 18.11 percent in 
December of the three year 
coffee makers, 22.04 
irons, 12.48 percent. Combining its 
ippeal as a gift with utilitar 
ian aspects during cold weather was 
the blanket which showed 
1953 sales ranging from a weak 1.55 
percent in July to an impressive 33.8: 
percent in December. A similar pat 
tern was recorded by heating pad 
which showed a three year 
high spot of 25.32 percent in th 
ot De ember 


average 
percent; and 


more 


electric 


iverage 
month 


Sales and the Weather 
As might be 


imagined several of the 


ippliances which were cover d in th 
tudy presented on th pages en 
joyed i] vhich based on 
weather alon Phu th ir condi 
tioner came int vn only during 
the hot weather month ith an aggre 
gate three year picture of 75.69 pei 


ent of all sales | 
ing May 


ing concluded du 
June Jul ind Augu t \t 


the other end of the | vas the 
pace heater, sales of which accounted 
for 62 percent of the yearly tota 


during October, November, D« 
ind January of the threc 
Radio and_ television 

} 


commodities whose sale 
in the lat 


embe 
year period 
were both 
were helped 
fall, perhaps as a result 


of the winter crop of better program 
ind the confining weather. Whatever 
the cause, sales picked up on both 


products starting in Sept mber. ‘The 
three vear averages on radio showed 
that in September 8.22 percent Of 
the vear’s ile were made, rising 
steadily thereafter to a peak of 18.60 
in December. Television followed a 
like course with 10.91 percent of the 
three year average in September, and 
12.17, 11.95 and 12.52 percent in that 
order for the months of October, 
November and December 
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HOW THE APPLIANCE MARKET 


Sh 


rst 9 Month 


rigeé aehieli 





Maine. . 

New Hampshire 
Vermont...... 
Massachusetts 
Rhode Island 


Connecticut 
New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
Ilinois 
Michigan 


Wisconsin 
East North Central 


Minnesota 
lowa 

Missouri 
North Dakota 
South Dakota 
Nebraska 


Kansas 
West North Central 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 
Arkansas 


Louisiana 
Oklahoma 


Texas 
West South Central 


Montene 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 

Nevada 


Mountain 
Washington 
Oregon 
California 

Pacific 
UNITED STATES 


PAGE 90 


286,750 
183,925 
113,850 
1,448,125 
243,975 
660,950 


2,937,575 


4,405,525 
1,570,250 
2,929,800 


8,905,575 


2,466,700 
1,246,200 
2,530,750 
2,023,050 
1,070,000 


9,336,700 


919,875 
778,000 
1,178,100 
158,250 
182,175 
193,575 
617,375 


4,227,350 


103,050 
674,500 
162,500 
857650 
493,150 
,141,500 
542,700 
900,275 
035,750 


5,911,075 


724,125 
887,500 
746,700 
473,625 


2,831,950 


470,000 
722,575 
645,025 
2,245,275 


4,082,875 


174,500 
182,425 

85,000 
416,800 
174,650 
219,825 
200,000 

57,675 


1,510,875 
766,375 
482,125 

3,795,000 

5,043,500 


44,787,475 


19.89 


5.51 
2.78 
5.65 
4.52 
2.39 


2.05 
1.74 
2.63 
35 
41 
88 
1.38 


9.44 


23 
1.51 
36 
1.92 
1.10 
2.55 
1.21 
2.01 
2.31 
13.20 
1.61 
1.98 
1.67 
1,06 
6.32 
1.05 
1.61 
1.44 
5.01 


9.11 


11.26 
100% 


12,114 
8,140 
4,147 

71,897 

15,834 

41,499 


153,631 
220,528 


80,740 
176,817 


478,085 


148,660 
68,287 
134,947 
110,875 
47,386 


510,155 


42,825 
37,452 
72,604 

7,734 

9,466 
19,991 
23,354 


213,426 


6,578 
33, 667 
26,980 
39,375 
26,190 
51,295 
22,886 
55,376 
58,372 


320,719 


30,635 
55,517 
36,376 
20,386 


142,914 


19,239 
46,942 
25,407 
142,697 


234,285 


1971 
1,566 
3,348 
23,563 
9,949 
14,815 
10,725 
5,533 


83,470 
45,382 

95 95 1 
232,605 
303,238 
2,439,923 


4.54 
1.94 


20.90 


1.75 
1.53 
2.98 
32 
19 
82 
96 


8.75 


27 
1.38 
1.11 
1.61 
1.07 
2.10 

94 
2.27 
2.39 


13.14 


1.26 
2.27 
1.49 

84 


5.86 


719 
1.92 
1.04 
5.85 


9.60 


33 
31 
14 
96 
41 
61 
44 
.23 


3.43 
1.86 
1.04 
9.53 
12.43 
100% 


781 
17,897 


1,284 
1,121 
2,348 
253 
480 
657 
815 


6,958 


136 
820 
961 
406 
391 
319 
84 
782 
450 


4,349 


362 
374 
148 

82 


966 


172 
500 
114 
2,476 


3,962 


19 
279 
502 
942 
306 
252 
103 
125 


2,828 
1,364 

741 
4,425 
6,530 


56,751 


12.70 
1.38 


31.54 


2.26 
1.97 
414 

44 

85 
1.16 
1.44 


12.26 


24 
1.44 
1.69 

72 

69 

56 

15 
1.38 

719 


7.66 


64 
66 
26 
14 


1.70 


.30 
1.06 
1.26 
4.36 


6.98 


56 
49 
89 
1.66 
54 
44 
18 
22 


4.98 
2.40 
1.31 
7.80 
11,51 


100% 


1,354 28 
1,102 23 
399 08 
8,919 1.85 
1,758 .36 
6,293 1,31 
19,825 4.11 
32,563 6.16 
11,312 2.35 
39,147 8.13 
83,022 17.24 
54,507 11.32 
26,858 5.58 
40,078 8.32 
42,654 8.85 
15,212 3.16 
179,309 37.23 
14,164 2.94 
10,636 2.21 
13,387 2.78 
2,725 57 
2,912 60 
5,890 1.22 
4,271 89 
53,985 11.21 
1,151 24 
3,399 71 
6,288 1.31 
2,494 52 
4,983 1.03 
2,441 5 
960 .20 
3,357 70 
4,466 93 
29,539 6.14 
3,397 71 
4,400 91 
1,801 37 
839 17 
10,437 2.16 
718 15 
3,412 71 
2,336 48 
10,923 2.27 
17,389 3.61 
2,280 47 
1,988 41 
903 19 
3,566 14 
896 19 
622 13 
2,222 46 
634 13 
13,111 2.72 
24,176 5.02 
12,865 2.67 
38,012 7.89 
75,053 15.58 
481,670 100% 


Prepared by Market Analysis Department of Electrical Merchandising, on Basis of Figures Compiled by Edison Electric 
Institute, the National Electrical Manufacturers Association, the’ American Home Laundry Manufacturers Association, 


JANUARY, 
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11,450 | .50 
6,573 .29 
3994 14 

62,529 | 2.73 

16,970 | on 

34,005 | 1.49 

134,751 5.89 
{ 
278,980 12.18 
76,398 3.34 
135,477 5.92 
490,855 21.44 
131,352 5.74 
67,542 2.95 
134,695 5.88 
108,779 4.75 
40,153 1.75 
482,521 21.07 

35,693 1.56 

32,108 1.40 

77,834 3.40 
7,282 32 
8,387 37 

19,915 87 

22,745 99 

203,964 8.91 
6,502 28 

32,254 1.41 
34,210 1.50 
37,364 1.63 

25,226 1.10 

47,581 2.08 

22,535 98 

49 664 2.17 

69,872 3.05 

325,208 14.20 

33,498 1.46 

49,164 2.15 
34,497 1.51 

23,211 1.01 

140,370 6.13 

23,724 1.04 

39,282 Pte 

32,546 1.42 

116,819 5.10 
212,371 9.28 
6,744 29 
5,123 22 
3,036 13 

21,391 93 
7,294 32 
13,073 57 
8,193 36 
4,269 19 

69,123 3.01 

26,223 1.14 
17,374 16 

187,021 8.17 
230,618 10.07 
2,289,781 100% 
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Appliance, Radio and Television Shipments by States, in Units 
and Percentages, Compared with Number of Electric Customers 


IS DIVIDED 


Freezer  Felaled Water Heater Televisior Radio 


Shipments* Shipments* Shipmer 


Shipments ° Shipme 


First 9 Months of First 9 Months of 


¢ 
) 


6,856 
30,596 


5,849 
9,916 
5,539 
21,747 


43,051 


2,389 
1,661 
923 
4,344 
2,098 
913 
1,613 
455 


14,396 
4,980 
5,100 
9,762 

19,842 


338,250 


1954 


116,595 


48,399 
24,433 


158,337 


12,303 
11,060 
17,463 
4855 
4,087 
7,985 
7,453 


65,206 


3,351 
8,230 
8,119 

20,545 
11,323 
39 543 
17,702 
25,546 
39,080 


173,439 


13,266 
34,899 
18,331 

5,911 


72,407 


3,136 
3.821 
4652 

21.530 


33,139 


5,045 
5,825 
1,460 
7,332 
2,645 
1711 
7,096 
3,148 


34,262 
30,689 
19.141 
33,017 
82,847 


801,103 


U.S. Total 


39 
48 
58 
2.69 


4.14 


63 
73 
18 
92 
33 
21 
89 
319 


4.28 
3.83 
2.39 
4.12 
10.34 


100% 


First 9 Month 


1954 


40,172 


18,255 
13,047 
10,692 
13,015 
10,502 


65,511 


7,183 
8,125 
6,998 
2,221 
2,644 
2,838 

883 


30,892 


870 
4,111 
1,732 
9,539 
3,406 
22,518 
9,004 
9,484 
20,812 


81,476 


4,193 
7,857 
5,251 

925 


18,226 


747 
1,193 
440 


4,555 
6,935 


1,169 
2,595 
191 
1,937 
460 
472 
2,457 
1,910 


11,191 
14,303 
6,106 
9,112 
29,521 


300,932 


of 


S. Total 


15 
16 
82 
64 


3.72 
4.75 
2.03 

3.03 
9.81 


100% 


First 8 Month 


1954 


51,102 
17,058 

9,525 
97,068 
10,904 
48,495 


234,152 


333,226 
101,321 
216,210 


650,757 


169,813 
102,233 
215,607 
136,893 

85,786 


710,332 


60,173 
76,805 
98,875 
11,991 
10,131 
33,642 
52,403 


344,020 


7,289 
41,405 
22,440 
59,095 
39,248 
87,340 
44,235 
87,756 

102,181 


490,989 


38,801 
75,108 
54,544 
31,915 


200,368 


50,602 
74,421 
49,356 
192,878 


367,257 


13,680 
21,840 

4,151 
27,737 
12,217 
16,166 
12,058 

3,557 


111,406 
58,347 
38,782 

247,933 

345,062 


3,454,343 


rst 8 Months 
1954 


14,441 
8,178 
5.178 

119,857 

16,339 
56,099 


530,274 
149,205 
213,348 


892,827 


184,696 
55,985 
211,875 
139,280 
62,565 


654,401 


45,726 
34,047 
71,500 

9.315 

9,989 
18,908 
23,741 


213,226 


21 6,542 
1.20 52,616 

65 29,941 
1.71 47,011 
1.14 19,638 
2.53 52,637 
1.28 23,436 
2.54 51,029 
2.96 67,971 


14.22 350,821 


1.12 14,983 
2.18 43,566 
1.58 34,388 

92 20,011 


5.80 132,948 


1.47 19,227 
2.15 40,575 
1.43 25,217 
5.58 133,202 


10.63 218,221 


40 9,286 
63 6,226 
12 3821 
80 19,638 
35 8,426 


‘ 


47 14,759 


35 9,568 

10 3097 
3.22 74,821 
1.69 45,184 
1.12 19,349 
7.18 232,882 
9.99 297,415 


100% 3,054,772 


~ 


of 
5. Total 


10 
2.44 
1.48 
63 
7.62 
9.73 


100% 


pees se» Maine 
New Hampshire 
.. Vermont 
Massachusetts 
Rhode Island 
....,. Connecticut 


New England 


New York 
New Jersey 
Pennsylvania 


Middle Atlantic 
Ohio 


Indiana 
lilinois 
Michigan 
Wisconsin 


East North Central 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 


ansas 
West North Central 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 


Florida 
South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 
Arkansas 


Louisiana 
Oklahoma 


| exas 
West South Central 


Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 

Utah 

Nevada 


Mountain 
Washington 
regon 
California 
Pacific 


UNITED STATES 


and Radio-Electronics-Television Manufacturers Association. * The state sales fiqures represent the volume of 
only those manufacturers reporting on a state basis. They do not represent industry, nor even full association fiqures 


ELECTRICAL MERCHANDISING—JANUARY, 1955 




































ba Total Residential and Urban | Rural Non-Farm Farm 
Rural Electric Customers | Electric Customers | Electric Customers Electric Customen 
January 1, 1955 January 1,1955 | January 1, 1955 January 1, 1955 
7 ——>— 
286,750 145,298 | 114,572 | 26,950 
183,925 95,305 | 75,370 =| 13,250 
113,850 41,182 | 54,368 18,300 
1,448,125 1,197,383 229,942 20,800 
243,975 202,332 | 39,143 | 2,500 
660,950 508,407 | 136,943 15,600 
| 
” 2,937,575 | 2,189,837 | 650,338 97,400 
; T T a OB 
4,405,525 3,753,701 | 532,324 119,500 
1,570,250 | 1,336,560 209,490 24,200 
2,929,800 2,126,944 | 662,856 140,000 
8,905,575 | 7,217,205 | 1,404,670 283,700 
+. + 
2,466,700 1,794,603 475,897 196,200 
1,246,200 780,698 302,702 162,800 
2,530,750 1,995,022 347,928 187,800 
2,023,050 1,421,980 447,570 153,500 
1,070,000 638600 | 267,600 163,800 
9,336,700 | 6,630,903 | 1,841,697 864,100 
+ + 
919,875 518,653 224,722 176,500 
778,000 385,541 193,959 198,500 
1,178,100 756,086 | 203,414 218,600 
158,250 45,594 | 55,256 57,400 
182,175 66,153 | 53,522 61,900 
393,575 191,004 98,571 104,000 
617,375 339,678 153,897 123,800 





4,227,350 2,303,309 983,341 940,700 





103,050 66,663 29,407 6,980 











cane | 663,898 138,202 34,900 
857,650 467,800 243,250 146,600 
493,150 204,800 216,080 72,270 
1,141,500 466,852 391,648 283,000 
542,700 248,655 169,745 124,300 
900,275 471,324 239,251 189,700 
1,035,750 743,661 242,889 49,200 





5,911,075 3,333,653 





1,670,472 906,950 








724,125 322,065 197,060 205 000 
887,500 452,951 209,549 225,000 
746,700 380,703 178,497 187,500 
473,625 168,179 111,746 193,700 


1,323,898 


470,000 192,706 120,994 156,300 
722,575 449,137 157,068 116,370 
645,025 376,046 148,279 120,700 
2,245,275 1,505,571 438,104 


2,523,460 







2,831,950 696,852 811,200 















301 600 











4,082,875 





864,445 






694,970 






















174,500 83,564 59,696 31,240 
182,425 85,599 | 57,376 39,450 

85,000 48,392 | 25,108 11,500 
416,800 273,368 99.932 43,500 
174,650 110,529 | 46,361 17,760 
219,825 140,990 | 69,035 9,800 
200,000 132,009 | 44.191 23,800 

| 


57,675 35,121 20,354 2,200 








909,572 





422,053 179,250 






1,510,875 








766,375 504,021 193,104 69,250 
482,125 273,879 149,296 58,950 















3,795,000 3,149,852 | 513618 | 131,530 
5,043,500 3,927,752 856,018 259,730 
= 
i T 
44,787,475 | 30,359,589 | 9,389,886 5,038,000 








Totals estimated by Edison Electric Institute on basis of 8 mos. 1954 customer data. Farm figures, estimated by ELECTRICAL 
MERCHANDISING on basis of REA data as of June 30, 1954. The urban customers and rural non-farm customers follow 
tatios established in 1950 Housing Census. This term “Domestic Electric Customers” and this tabulation, issued periodically, 
is presented in preference to the Census figures on Occupied Dwelling Units Using Electricity because it maintains a continued 

eatly base for state as well as national market computation. These figures are used throughout all ELECTRICAL MER- 
CHANDISING calculations on saturation. 
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ty Washing Machines 
Refrigerators Freezers Ranges | 2 gen ou 
X 0 [ S 0 | Automatic Wringer-Spinner 
| 
| 
| 
1954 199,472 | 21,494 13,893 | 20,320 24,672 
Bolten? mee I 3 te: $37,510,300 | $4,670,668 | $1,807,246 | $3,352,577 $2,163,552 
1953 As» coecunct 363,411 40,193 22.005 25,060 | 35,327 
A D D ; a | C ( S RS 6s 5s 0 vie paid $59,998,677 $8,971,394 | $3,012,739 | $4,131,676 $4,622,977 
| 952 Se oy: 373,626 21,776 15,383 34,816 25,842 
BRM. os italia: $60,810,193 | $4,921,315 $2,159,530 | $5,013,178 | $2,341,359 
a 
. tai 343,622 33,734 13,208 27,230 35,210 
Ra (| 0 a | (| Ras ven dom e's $55,005,023 $5,635,234 $1,859,652 | $2,585,510 | $5,007,182 
| 
1950 EET peli 199,558 5,841 25,548 27,034 
Detter. Se ICS $29,736,971 $769,360 $2,212,596 | $3,799,508 
s * 1949 I, vise yes CHK: 166,242 6,496 27,092 29,795 
| fi 2 Vi S 0 Nl IRR TE $26,814,489 | $978,796 | $2,279,458 $3,709,464 
1948 RES Se 271,353 13,469 + 10594 -> 
Sa $41 ,469'899 $1,955,840 <~ $7,308,072 > 
1947 | ES 273,624 15,508 + 118821 -—> 
or ean $39,628,246 $1,767,755 <-$10,984,534-—> 
a 102,798 4,663 + 30,304 -—» 
Mee yb nen bea dinwd $11,639,487 $451,263 | + $2,052,329 > 
eS ees 126,471 11,770 | <- 20540 -> 
ce. , oy aoa $10,281,136 $551,304 | <- $929,110 —» 
0 102,082 7,302 < 29657 -> 
| ee t......| $8,073,763 $402,500 <— $1,196,947 —> * 
ae 124,031 6,636 | + 55,239 —> 
| ES SE $9,534,978 $379,180 <~ $2,148,199 —> 
WR als yas. ss vee see 141,008 6,210 | <- 66,207 -> 
ee $10,767,512 | $350,410 | <— $2,629,207 -> 
Jal ; -_ 
a | | | 
Total Unite. ae ; 2,787,298 | 117,197 142,384 | <- 749,308 —> 
hays: .| $396,270,667 | $24,198,611 | $16,445,575 | <~-$68,467,435—>- 
| 
Vacuum Sewing Radio & 
Cleaners Machines | Clocks Irons Television 
T T r eet 
1954 5 28,484 22,278 | 106,950 | 101,148 | 227,396 
IB. «oer s ony $1,038,251 $1,466,231 | $557,803 | $651,150 | $13,347,685 
| 
1953 Sa. 55,689 41,978 | 217,088 | 155,242 | 512,549 
Deller: Ba es oe $2,207,613 $2,419,678 | $1,106,109 $933,641 $33,482,880 
| | 
enteie)............ 26,273 | 57,300 | 174,818 158,475 | 514,492 
RE retaice sie) $1,160,722 $3,438,284 | $868,130 $888,413 | $27,005,616 
| 
18,089 93,183 | 241,544 | 206,725 304,968 
$688,752 $6,185,333 $960,612 $1,154,835 $22,897,066 
19,966 50,829 | 315,303 241,471 422,958 
$691 900 $2,844,209 | $1,094,432 $1,095,984 $15,830,662 
27,841 47,016 | 259,840 243,727 523,898 
$841,610 $2,945,234 $899,328 $1,027,889 | $17,075,828 
51,511 | 58,902 | 192,831 354,964 | 710,490 
$2,161,647 | $3,854,363 | $791,928 | $1,580,783 | $28,132,276 
| 
| | 
74,221 | 86,999 410,673 | 563,947 1,520,818 
$2,799,209 | $5,971,388 | $1,623,013 | $9,927,886 $53,537,043 
14,124 | 38,565 | 140,134 | 286,454 | 832,377 
as $488,745 | $2,117,089 | $495,134 | $1,331,820 |  $93,939'973 
a ld 13,368 | 170,443 | 117,046 205,258 | 648,425 
~eaety? eA Lia SPiN $338,241 | $5,110,917|  $272/417| $339,203 | $13,487,434 
9,964 | 103,482 | 86,686 162,587 558,398 
$205,484 | $2,975,850 | $248,920 $249,982 | $10,157,423 
| 
20,739 | 102,282 | 98,538 164,705 551,846 
$383,976 $2,599,527 | $221,071 $280,211 | $10,448,017 
| 
29,116 | 88,782 | 138,866 | 175,061 449,163 
$558,662 | $2,423,286 $283 692 $319,200 $10,553,547 
| | | | 
390,045 | 962,039 2,500,317 3,019,764 | 7,777,778 | 
$13,564,812 | $44,351,389 | $9,422,589 | $12,173,997 | $279,188,450 | 
J ea Cae 
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1954 homes 


er ae, Sa 


» of the refrigerators 


of the ranges 


already owned these appliances bought... 


of the washers 


You're Selling in a Replacement Market 


Our ninth annual Replacement and Trade-In Survey 
proves that most of the bread-and-butter appliances 
are deeply involved in a replacement and trade-in 
market and that some of the newer items are headed 
fast in the same direction — both of which will result 


in a change of emphasis in selling and distribution 


How the Replacement Market Has Grown 


(Figures in Percentages of total retail volume) 
1954 1953 1952 1951 


Replace- Trade- Replace- Trade- Trade- Replace- Replace- Trade- 
ments Ins ments Ins Ins ments ments Ins 


Freezers 9.0 $.3 4,2 7.0 3.2 10.2 4.3 
69.9 49.0 74.6 47.0 734 59.3. 72.8 37.4 
53.3 40.8 i 44.2 30.0 35.0 22.2 
67.0 49.0 71.6 54.5 73.0 62.3 





Refrigerators 








Washers 





44.) 27.8 
66.3. 47.0 


13.2 20 97 3.3 


“72.1 26.7 69.4 





26 12.8 2.2 
58.9 32.7 67.6 38.0 
49.3 10.2 37.2 60 189 7.9 205 5.2 
40.3227 26.1 17.6 35.5 12.3. 123 10.0 
a 7 . @n wes 


lroners 


Vacuum Cleaners 





30.0 


Water Heaters 








Television 





Radio = - a a - 
Dishwashers 5.0 1.2 o- 
Room Air Cond'rs. 2.0 S 


12.9 3.) 














Dryers, Clothes 
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UST how importantly the replace 

ment market dealer 

sales of bread-and-butter items is 
indicated in the drawings at the top 
of this page. It’s been that important 
now, with minor variations, for three 
years—1952 through 1954. But it’s 
been only recently that all levels of 
the industry have shown any signs 
of retooling their distribution and 
production procedures to meet the 
conditions it imposes. 

First and most obvious among 
those conditions is the fact that when 
you sell in a replacement market you 
have to take trade-ins. This, of course, 
dealers have been doing, as the figures 
in EM’s ninth annual Replacement 
and ‘Trade-In Survey amply indicate. 
Second, you have to sell on a basis 
that will permit you to take trade-ins. 
This dealers have been trying to do, 
but low margins, overproduction, too 
many dealers, and widespread price 
cutting have been hindering obstacles. 

Now that the industry appears, at 
long last, to be shaking otf enough 
of the post-war boom hangover to be 
able to study ways to bring production 
into realistic balance with demand, 
at least one of these hindrances may 
shrink. And this is important, be 
cause too much production is the 
father of discounting and over-fran- 
chising. 

The third condition imposed by a 
replacement market is that you have 
to have a product to sell that will 
make the prospect want to replace 
his old unit, whatever it may be. 
Here again, a post-war boom philoso- 


figures in 


JANUARY, 


phy has been a hampering factor. So 
long as the public was hungry fo 
any new product there was no great 
need to make radical improvements. 
Now there is. Now that over three- 
fourths of the nation’s wired homes 
own post-war refrigerators, it’s going 
to take more than new door handles 
to convince these owners that they 
ought to replace their still functioning 
boxes. Here, too, the industry is 
beginning to make promising motions 
that include built-in ranges, combina 
tion washers-dryers, “upside down” 
refrigerator-freezers, wall-hung _ re 
frigerators, and highly mobile vacuum 
cleaners. 


Out of Change, More Change 


Behind these new products and 
eventual changes in distribution lies 
the change in the type of the market. 

To blueprint the change, this pub 
lication surveyed 2,000 dealers (ex- 
clusive of utilities) across the nation 
on their sales, replacements and trade- 
ins. Answers were received from 380, 
or 19 percent. To build a foundation 
for later questions, dealers were first 
asked what products they sold. Ap- 
proximately 90 percent are selling 
washers and refrigerators, 78 percent 
television, only 40 percent ironers 
and dishwashers. The exact number 
and percent of dealers selling each of 
a variety of appliances are given in 
lable 1, the implication of which is, 
of course, that those products sold 
in the greatest quantity are sold by 
the most dealers. This is further 
borne out by Table II, which shows 
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the total number of each type of umit 
sold and the average sale per dealer 
during the first eight months of the 
year. Leaders, as might be expected, 
refrigerators, with 42 units per 
dealer, ‘1V, with 60 units, washers, 
with 38, and ranges, with eight. 
Down at the bottom are water heaters 
eight units per dealer), freezers 
seven), dishwashers (five), and iron- 
ers (four). 

Although Table 2 indicates that 
the old stand-bys are the biggest sell- 
ers, with the exception of I'V, some 
of the newer appliances already sell 
in substantial quantity—which means 
that it won’t be long before they, too, 
have to sell in a replacement market. 
Air conditioners, for example, sold at 
a rate of 17 units per dealer. Dryers 
sold at a rate of 10 per dealer. And 
I'V, of course, topped the list with 
60 per dealer. 


ire 


How Many “New” Sales? 


shows the extent of the 
replacement market. Outstanding are 
refrigerators, where only 30 percent 
went into new homes in 1954, while 
almost 70 percent were sold as replace- 
ments. Here, if anywhere, is the heart 
of the distribution nut that the indus- 
try must crack. Here is the dealer's 
biggest bread-and-butter item in white 
goods—and seven out of every ten sales 
ire replacement sales. Just about as 
important replacement-wise are wash 
ers; only 33 percent go to homes with- 
out previous ownership while 67 
percent sell as replacements. Washers, 
however, have one distinct advantage 
refrigerators: automatic washers 
replacing wringer washers. No 
such marked product difference exists 
in food preservation equipment. 

New as it is, TV is already deep in 
a replacement market with 40 percent 
of sales going to homes which already 
own television. TV, like the vacuum 
cleaner and the air conditioner, how- 
ever, can figure on some multiple sales. 
People can use more than one. How- 
ever, as color comes into the mass 
market you can expect a rapid accel 
eration of replacement TV sales. 

The figure on vacuum cleaner re- 
placements is lower than previously 
quoted in EM surveys, 58.9 percent 
as compared with 72.1 in 1953, 69.4 
in 1952, and 67.6 in 1951 (See How 
the Replacement Market Has Grown, 
on opposite page). Part of the expla- 
nation for this may lie in the fact that 
different dealers report to us each year, 
part may be explained as a result of 
intensive advertising and promotion 
by cleaner makers, a higher standard 
of living and better incomes which 
may be bringing many new owners 
into the market. 


Table 3 


Ove! 
age 


How Many Trade-ins? 


Replacements are important in 
themselves, but do not necessarily re- 
flect the volume of trade-in activity. 
If a customer replaces an old appli- 
ance he does not always trade it in. 
Sometimes he sells it privately. Some- 
times even he realizes it isn’t worth 
a trade and so throws it away. Some- 
times he takes it to a summer home or 
puts it to some secondary use. And 
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sometimes the dealer just won't accept 
it at any price. 

Market conditions also affect the 
proportion of trade-ins to replace- 
ments. In a short-supply, big-demand 
market, for example, replacement busi- 
ness might be quite = avy, trade-in 
sales quite light. ‘That's why Table 

4 shows the percent of trade-in sales 
Mi total sales. ‘'rade-ins were involved 
in 49 percent of both refrigerator 
and it sales in 1954—which repre- 
sents an increase for refrigerators from 
47 percent the previous year, but a 
decline for washers from 54.5 percent 
in 1953. Ranges were third in trade- 
ins with 40.8 percent of sales, fol- 
lowed by cleaners with 32.7 and 
television with 22.7. Water heaters 
had a high replacement factor, 49.3 
percent, but a relatively low trade-in 
percentage, 10.2. The answer here 
can be found in the fact that by the 
time a water heater is repli iced it is 
rarely worth a trade-in. And even 
among those that are traded a very 
high percentage, as shown by Table 
5, must be junked. 

Trade-in figures depend in large 
measure on the willingness of dealers 
to accept trades. For example, the 
fact that replacements figure in nearly 
59 percent of cleaner sales while only 
32.7 percent involve a trade depends 
in some measure on the fact that only 
51.5 percent of 272 dealers selling 
cleaners will take trades. Contrast this 
with refrigerators, where 49 percent of 
sales involve trades and 79.9 percent 
of 338 dealers accept them. Here are 
the figures on the number and percent 
of surveyed dealers who will take 
trades: 


Number of Dealers 


Selling Handling Percent 
Appliances Trade-Ins Handling 


270 79.9% 
45 15.3 
| 47 

238 72.1 
67 26.1 

260 77.2 
1 74 

Dryers 31 10.9 

Vacuum Cleaners 140 51.5 

Dishwashers 7 45 

Television 163 54.7 


Refrigerators 338 
Freezers 294 
Room Conditioners 234 
Ranges 330 
Water Heaters 257 
Washers 

lroners 


What Happens to Trades? 


Once a dealer accepts a trade-in, 
what does he do with it? As usual, we 
asked, and discovered, as you might 
expect, that where they can dealers 
resell it as-is. On refrigerators, for 
example, 264 dealers who together 
sold 11,641 new refrigerators and ac- 
cepted in trade 6,623 old boxes junked 
27.4 percent of these old units, rebuilt 
and resold 25.8 percent, resold as-is 
32.2 percent, and still have 14.5 per- 
cent on hand. 

Washers present a different prob- 
lem. Almost 36 percent of these trade- 
ins were junked, 27.5 percent were 
rebuilt and resold, 21.8 percent were 
sold as-is, and 14.9 percent were still 
on hand. 

Table 5 is worth some study, be- 
cause it can be useful to a dealer in 
projecting what will happen to trade- 


(Continued on page 294) 
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TABLE 1 Who Sells What? Ml TABLE 2 Number Sold 


Product 
Refrigerators 
Freezers 
Room Air Conditioners 


Water Heaters 
Washers 


lroners 
Electric 


Vacuum Cleaners 
Dishwashers 
Television 


Number of 
Dirs. Selling 


340 
295 
235 
332 
257 
343 
149 
284 
272 
154 
298 


& Gas Dryers 


% of 380 
Dealers 


89.5 
77.6 
61.8 
87.4 
67.6 
90.3 
39.2 
747 
71.6 
40.5 
78.4 


Fr 


Product 


Refrigerators 


eezers 


Room Air 


Total Units 
Sold, jan.- Units Sold, 
Reporting Aug. 1954 per Dealer 


14,332 


No. Dirs. 


338 
294 


Conditioners 234 


Ranges 
Water Heaters 257 
Washers 
lroners 

Electric & 


Gas Dryers 
Vacuum 


Cleaners 


Dishwashers 


Television 


330 


342 1 
149 


284 


272 
154 
298 


Average 


42 
2,159 7 


3,986 17 

7,914 24 

2.215 8 

3,109 38 
651 


2,874 


3,862 
811 


17,922 


(All products listed above are electric, except where otherwise indicated.) 


TABLE 3 Replacement Sales 


Number Dealers 
Reporting 


285 
253 
203 
295 
233 
302 
128 
251 
252 
142 
260 


Refrigerators 
Freezers 

Room Air Cond'rs. 
Ranges 

Water Heaters 
Washers 

lroners 

Clothes Dryers 
Vacuum Cleaners 
Dishwashers 
Television 


Total _ 


12,713 
1,946 
3,601 
7,289 
2,027 

11,948 

568 
2,580 
3,585 

759 

15,740 


(Figures are for first eight months, 1954.) 


TABLE 4 


Number 
Dealers 


Reporting 


338 
294 
234 
328 
257 
337 
149 
284 
272 
154 
296 


TABLE 5 


Refrigerators 
Freezers 


iiiele ls 


Room Air Conditioners 


Ranges 

Water Heaters 
Washers 

lroners 

Dryers 

Vacuum Cleaners 
Dishwashers 
Television 


How 


No. Dealers 


Trade-ins 


264 


44 


Refrigerators 


Freezers 


Room Air Conditioners 


Ranges 

Water Heaters 
Washers 

lroners 

Dryers 

Vacuum Cleaners 
Dishwashers 


Television 


11,641 


(to Goat nartheut) 


3,824 
1,770 
3,530 
3,404 
1,027 
3,940 

529 
2,247 
1,473 

721 


(30.1%) 
(91.0%) 
(98.0%) 
(46.7%) 
(50.7%) 
(33.0%) 
(93.1%) 
(87.1%) 
(41.1%) 
(95.0%) 


9,400 (59.7%) 


in Volume 


REPLACEMENT Sales 
(to homes with) 


8,880 (69.9%) 
176 ( 9.0%) 
71 ( 2.0%) 

3,885 (53.3%) 

1,000 (49.3%) 

8,008 (67.0%) 
30 ( 6.9%) 
333 (12.9%) 

2,112 (58.9%) 
38 ( 5.0%) 

6,340 (40.3%) 


Trade-ins versus Total Volume, Jan.-Aug., 1954 
Total Units 
Sold 


14,332 
2,159 
3,986 
7,828 
2,215 

12,728 

651 
2,874 
3,862 

811 


17,823 


Dealers 


Number of 
Trade-ins 
Accepted 


6,623 
(100%) 
100 
(100%) 
19 
(100%) 
3,129 
(100%) 
217 
(100%) 
6,062 
(100%) 
17 
(100%) 
82 
(100%) 
1,243 
(100%) 
10 
(100%) 
3,876 
(100%) 


Units 
Sold 


579 


312 


6,326 


729 


10,343 


65 


103 


12,173 


Got Rid of Trade 


Junked 
1,818 
(27.4%) 
9 

( 9.0%) 
1 

( 5.3%) 
836 
(26.7%) 
123 
(56.7%) 
2,171 
(35.8%) 
3 
(17.7%) 
13 
(15.9%) 
671 
(54.0%) 
3 
(30.0%) 
378 

( 9.7%) 


Number Trade-Ins 


Accepted 

7,025 
118 
20 
3,226 
225 
6,243 
17 

89 
1,261 
10 
4,051 


ins 


% Trade-ins 
to Unit Sales 


49.0% 
5.5 
5 
40.8 
10.2 
49.0 
246 
3,1 


12 


Disposition of Trade-ins 
R Resold 


ebullt 
& Resold 


1,711 
(25.8%) 
30 
(30.0%) 
9 
(47.4%) 
688 
(22.0%) 
10 

( 4.6%) 
1,664 
(27.5%) 
5 
(29.4%) 
20 
(24.4%) 
283 
(22.8%) 
1 
(10.0%) 
2431 
(62.7%) 


Als 
2,135 
(32.2%) 
4) 
(41 0%) 
4 
(21.0%) 
1,251 
(40.0%) 
56 
(25.8%) 
1,324 
(21.8%) 
4 
(23.5%) 
28 
(34.1%) 
162 
(13.0%) 
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and so did the residential use of lighting. 


























Although More Home-use Bulbs Were Sold in’54... 


The Lighting Industry 


Although total lamp bulb sales declined in 1954, the 
fluorescent tubes used in homes continued to gain— 


But 


present volume is only a “dim glow” compared to 
what the industry would like to do 


By N. BLEECKER GREEN 


URING the past year manufa 
1D turers shipped some 2.16 bil 
lion bulbs for an estimated 
retail value of $620 million (Table 1) 
Unit volume is slightly below that of 
last year (2.19 billion for 1953), but 
the dollar volume is up 
Breaking it down, it is interesting 
to note that two of the categories ar 
up from the corresponding year. Fluo 
rescent lamps show a rise from 84.6 
million in 1953 to 86.2 million in 
1954 In the residential market, the 
use of fluorescent lamps has risen to 
34.2 percent of the total wired homes, 
almost three times the 1946 level 
But while there are many more fluo 
rescent lamps in use today the averag 
number per home has not increased 


The use of fluorescents in the hom 
still has a long way to go 
Ihe other figure which shows a 


jump (Table I) is that of Christmas 
lamps, which have grown from 218 
million in 1953 to 278 million units 
shipped in 1954, (Peak shipments 
were 436 million units in 1948, filling 
the unsatished demand left over from 
the war shutdown of 1942-1945.) It 
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had 1.2 
billion lamps on their Christmas tree 
this past Yule season of 1954, up 50 
percent from the 800 million figure 
of 1947. Outdoor type lamps jumped 
66 percent from 1947 to 1954, while 
indoor types rose some 48 percent in 
the same period 


is estimated that consumers 


But the estimate for the coming year 
of 1955 may push the manufacturers’ 
shipments far past the previous high of 
1953. A total of 2.24 billion units is 
forecast by the industry for the year 
ahead and the dollar volume may hit 
im all time high of approximately 
$700 million 

To understand the future of light 
ing and the prospects ahead, one must 
consider the past. Unit shipments 
from lamp manufacturers have risen 
steadily year by year, growing from 
what the industry once thought of as 
“good” to what now 
“normal,” ‘The industry passed the 
two billion mark for the first time in 


they consider 


1950 in unit shipments; topped the 


$500 million retail value for the first 
time in 1951. Unit shipments from 
manufacturers rose to an alltime high 


of 2.2 billion in 1953. And the esti 
mated dollar volume at retail is pegged 
around $620 million for this vear of 
1954; might reach $700 million for 
the first time in history in 1955. 

The efficiency of lighting itself has 
risen. ‘Today’s fluorescent lamps have 
achieved an efficiency of 69 lumens 
per watt. A new eight foot fluorescent 
lamp has been introduced that will 
consume 100 watts instead of the con 
ventional 75 watts and produce light 
at the same efficiency. A one third 
increase in one step. Incandescent 
lamps have reached 16 lumens pert 
watt for the popular 100 watt size and 
35 lumens for certain photoflood 
lamps. A long way from the theoreti 
cal maximum efficiency for the pro- 
duction of white light of 220 lumens 
per watt, but a good distance from 
the first lamp which achieved 1.4 
lumens per watt 

Great steps have been made in th 
color of lamps, especially in the fluo 
rescent field, as shown by the popular 
growth of the deluxe lamps. Increased 
uses for lighting, other than for light 
sources alone, has been brought out 
by the germicidal lamps, the sun lamps 
and the infra red lamps. 

New products or different applica 
tions of lighting have constantly up 
graded the picture. Allen Gaetjens, 
market research manager of General 
Electric’s lamp division, said recently 
that new products developed since the 
end of the war, account for thirty per 
cent of G-E’s lamp business. 

The photoflash segment of the in 
dustry, while only a small part of the 
total picture, also illustrates the gain 
In 1944 the industry moved 33.5 mil 
lion flash bulbs. In 1953 this rose to 
485 million and the estimate for the 
coming year of 1955 puts it over 500 
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million for the first time in history. 

Further evidence of the progress 
made is well illustrated in the fact 
that the total connected wattage in 
homes has gone from 985 watts in 
1950 to the present figure of 1240 
watts, a 26 percent increase in only 
four years. In this same residential 
field, the number of sockets has risen 
from 17.5 to 21.1 or an increase of 
20.5 percent. 

But despite these long strides and 
the gradual growth of the lighting in- 
dustry, it is the look ahead that is 
breath taking. Lighting’s potential, 
particularly with reference to the resi 
dential field, has a potential that will 
make past lighting efforts seem like a 
mere flicker 


What Is This Potential? 


One of the best ways to illustrate 
this growth and potential is to com 
pare it with the growth of the country 
and then project it in regards to light- 
ing. In 1937 it was estimated that the 
population of the United States would 
be 141 million by 1950. Actually it 
hit 152 million at that date and has 
now gone over the 160 million mark 
The accepted estimate for 1960 is 
around 175 million. The growth of 
population and new households alone 
can make lighting volume mount into 
sizable figures. 

Another yardstick which helps set 
the scene for the future is the light 
conditioning program set up by Gen 
eral Electric’s lamp division. Setting 
certain minimum standards for the 
average five-room, 100 square foot 
home, the basic level was pegged at 


5,000 watts of connected lighting 

load. This contrasts with the present 

1240 watts found in the average home 
(Continued on page 29¢ 





1955—ELECTRICAL MERCHANDISING 


Average Number All Homes 


TABLE 2 





Lamp Sockets 





Live Lamps in Sockets 





Lamps in Reserve 





Empty Sockets 





Burned Out Lamps in Sockets 


























Burned Out Lamps and or Empty Sockets. . . 


. And People Are Using More Light 


Plans to Do Even Better 


This is what would happen te bull and equipment sales if we il : on i 


every year for the next ten years 


107 


Light conditioning 
conversion business 


Lomp bulb soles 


af 
O 



































Hundreds of thousands 


fewer in number. 


The chart on the right shows 

that, since under the “one-in- 

20” formula a constant number 

of houses would be rewired each 

year, portable lamp and fixture 

sales would be constant each 

Bulb ond tube. year, but lamp bulb sales would 

replacement sales in ca ae ok cae a ce 
ligh iti 

non light conditioned homes that out of every 100,000 

z BREESE Ge Ses homes (the base used in the (es Te 

‘544142 +34+4 45464748 +9 +10 chart) 5,000 would be rewired 54 +1 42 93 44 +5 46 47 48 49 410 

for a volume of over $500,000. 


TABLE 3 ak . TABLE 4 





Today's sales 
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Washing 
Machines 


A total of 3,650,000 units 
shipped in 1954 for a dollar 
volume of $839,783,400, a 2 


percent gain over ‘53. . 
Automatics sell 


many units as conventionals 


“3H washing machine industry 
"| demonstrated once again in 1954 
its inherent stability and con 
tinuing public acceptance for its prod 
ucts 
After a slow start in the early 
months of the year when sales were 
running at an average of about 10 per 
cent behind 1953, they began to build 
up in the second half of the year and 
ended finally nearly 2 percent ahead 
of 1953. A total of 3,650,000 units 
were shipped by manufacturers at an 
average price of $230.08 at retail, for a 
total dollar volume of $839,783,400, 
or an increase of 4.27 percent over the 
previous year. ‘The revised final figure 
for 1953 sales was 3,592,200 units at 
an average price of $224.21, for a total 
dollar volume of $805,419,300. Busi 
ness in 1954, therefore, exceeded the 
previous three years and was only 
passed by the two record years of 1948 
and 1950, when sales hit around the 
4,200,000 unit level 
Sparking the age of the wash 
ing machine industry, of course, was 
the automatic, which sold 2,420,000 
units at an average price of $271.50 
for a total dollar volume of $657,030,- 
000, Automatic business, therefore, 
was up 16.9 percent in units and 13.8 
percent in dollar volume. Sales of 
conventional wringer and spinner ma 
chines again declined in 1954. A total 
of 1,230,000 units of conventional 
washers were sold at an average price 
of $148.50 for a total dollar volume 
of $182,753,400. The conventional 
washer business, therefore, was off 19.2 
percent in units and 19.9 percent in 
dollars. The automatic washer first 
passed the conventional washer in sales 
in 1952 and has continued to increase 
its share of the business in both 1953 
and 1954. As will be noted, nearly 
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1954 


twice the number of automatics were 


sold in '54 as conventional units 


Saturation 


While washing machine sales are 
holding firmly at about the 34 million 
level annually, they continue to face 
the increasing barrier of high satura 
tion. Sales for 1954 pushed ownership 
of washing machines nationally to a 
figure of 36,418,000 or 81.3 percent of 
the 44,787,000 domestic electric cus- 
tomers. This figure, however, is still 
considerably below the 92.4 percent 
ownership of electric refrigerators, 
which are still selling at a 34 million 
annual clip. 

It may be noted, however, that while 
washers are moving steadily into a 
growing replacement market, the 
dramatic appeal of the automatic mod 
els is providing a stimulus for the cus 
tomers to switch from their older con 
ventional machines. The present indi 
cations would seem to point out that 
this trend will continue which means 
that washer business in the years 
ahead should continue to sell in im 
pressive quantities 

This growing dependence on the 
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growing replacement for washing ma 
chines is highlighted in Evecrricat 


a 
MERCHANDISING S annual _ trade-in 
and replacement survey, based on 
figures obtained from 380 dealers 


from all parts of the country. The sur- 
vey shows that of these 380 dealers, 
343, or 90.3 percent, were selling wash- 
ing machines—a figure very close to the 
89.5 percent of dealers handling refrig- 
erators. We asked these dealers how 
many washers they had sold during the 
first eight months of 1954 and 342 
dealers reported sales of 13,109 units 
for that period, or an average of 38 
washers per dealer. This, too, was 
close to the 42 average units of refrig 
erators sold. The survey further showed 
the percentage of new versus replace- 
ment sales during the eight months 
period and, of the 302 dealers report- 
ing figures on washer units sold, they 
showed 33 percent going to homes not 
already owning a washer and 67 per- 
cent as replacement sales. In other 
words, two thirds of all sales today are 
replacements. A corollary statistic es- 
tablished in the survey is the number 
of sales involving trade-ins. A_ total 
of 337 dealers gave us figures on this 


TWO YEARS STATISTICAL SUMMARY 
Washing Machines 


1954 


1953 


2,420,000. AUTOMATIC & SEMI-AUTO. Units Sold. 2,070,800 


$271.50 Average Retail Price. . $278.83 
$657,030,000 Retail Value. $577,401 ,100 

1,230,000... .WRINGER & SPINNER Units Sold... .. 1,521,440 
$148.50.. Average Retail Price $149.87 
$182,753,400 Retail Value. $228,018,200 
(Jan. 1955) (jan. 1954) 
36,418,000. ... .Homes Owning Electric Washers... . 34,194,200 
8,369,000. . Homes Without. 9,385,800 

JANUARY, 


6} Gj & 4,272,580 UNITS 
co} = 6 3,384,700 UNITS 


K 3,266,500 UNITS 


4 
| 3,591,400 UNITS 


3,650,000 UNITS 


item which showed that out of 12,728 
units sold, 6,243 machines were ac 
cepted in trade, or 49 percent. The 
difference between the total replace 
ment volume of 67 percent and the 49 
percent of trade-ins to total sales is 
accounted for by the fact that many 
machines were sold privately, given 
away, Or were in such poor shape that 
they were not worthy of trade-in. It is 
interesting to note, too, that 77.2 per 
cent of the reporting dealers accepted 
washer trade-ins. 

We asked the reporting dealers what 
disposition they made of the washer 
trade-ins once accepted. The largest 
percentage (35.8 percent) were junked, 
dealers said; 27.5 percent of the ma- 
chines were repaired and re-sold; 21.8 
percent were re-sold “‘as is”; and 14.9 
percent were still on hand in the deal- 
ers’ premises. 


Seasonal and Geographical Factors 


A fairly accurate estimate of the sea- 
sonal variations of washing machine 
sales is provided by figures both by 
manufacturers shipments and by the 
retailers sales by months. Using a four 
years averages, we find that manufac- 
turers shipped 26.49 percent of washer 
production in the first quarter, while 
dealers sold 23.33 percent in the same 
quarters; manufacturers shipments 
amounted to 23.70 percent in the sec- 
ond quarter, while dealers sold 24.11 
percent in that quarter; in the third 
quarter, manufacturers shipments were 
23.98 percent and dealers sold 27.88 
percent; the final quarter of the year 
showed manufacturers shipment to be 
25.83 percent, with dealers selling 
24.68 percent. It should be obvious 
from the foregoing figures, that there 
is little seasonal variation in washer 

(Continued on page 300) 
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WASHING MACHINE SALES by states, 1947-1953 


























TOTAL 
STATE 1947 1948 1949* 1950 1951* 1952 1953 SEVEN % 
YEARS 
Maine 24,574 23,331 13,085 17,797 14,286 13,785 14,398 121,256 .48 
New Hampshire... 9,170 7,211 7,912 11,864 8,970 9,617 9,833 64,577 .26 
Vermont. . 10,270 9,333 4,869 6,356 4,651 4,809 5,268 45,556 18 
Massachusetts... . 123,973 115,382 94,637 135,172 114,619 109,638 121,508 814,999 3.23 
Rhode Island. . 20,540 19,513 16,432° 25,000 19,934 19,235 20,368 141,022 56 
Connecticut. 50,983 54,722 39,863 58,052 53,157 44,561 49 868 351,206 1.39 
New England 239,510 229,492 176,798 254,241 215,617 201,645 221,243 1,538,546 6.10 
New York...... 337,441 330,028 230 964 387,717 342,197 270,890 311,848 2,211,085 8.76 
New Jersey. . 107,468 87,809 89,768 141,527 116,945 99,059 108,515 751,091 2.98 
Pennsylvania....... 275,455 339,360 253,178 336,446 277,080 227,612 274,623 1,983,754 * 7,86 
Middle Atlantic. . 720,364 757,197 573,910 865,690 736,222 597,561 694,986 4,945,930 | 19.60 | 
| RMS P aleeeared > 240,244 268,094 177,407 258,902 219,604 195,233 228,969 1,588,453 6.30 
Indiana. ; 102,700 113,262 84,900 111,442 87,709 83,030 102,545 685 588 2.72 
Ilinois. .. 242,077 246,460 156,106 225,851 179,072 170,228 203,684 1,423,478 5.64 
Michigan. . . 169,821 180,285 129,023 185,172 153,823 135,605 168,918 1,122,647 4.45 
Wisconsin. . 93,163 86,961 60,251 82,698 67,110 60,910 68,831 519,854 2.06 
East North Central... . 848,005 895,062 607,687 863,995 707,318 645,006 772,947 5,340,020 21.17 
Minnesota 86,194 88,658 51,731 67,374 58,472 50,011 59,349 461,789 1.83 
lowa... ; 78,125 76,780 55,991 70,764 54,486 46,164 51,975 434,285 1.72 
Missouri. . 129,841 159,075 95,550 126,697 97,676 89,442 97,628 795,909 3.16 
North Dakota... 15,038 18,241 12,172 13,560 11,960 11,220 12,291 94,482 37 
South Dakota 17,606 19,513 13,998 15,254 13,621 12,503 12,994 105,489 42 
Nebraska... . 41,080 44,541 27,995 39,407 30,233 25,646 29,499 238,401 95 
Kansas 50,616 51,328 31,039 44,916 33,223 32,699 31,957 275,778 1,09 
West North Central... 418,500 458,136 288,476 377,972 299,671 267,685 295,693 2,406,133 9.54 
Delaware........... 6,602 6,787 6,999 9,746 7,973 8,014 9,131 55,252 .22 
Maryland........ 42,914 58,116 36,516 58,475 43,190 44,240 44,951 328 402 1,30 
District of Columbia... . 35,578 36,481 32,560 51,272 39,868 39,752 37,927 273,438 1.08 
Virginia. . . ? 55,018 78,901 49,297 61,331 47,841 56,102 55,135 403,625 1.60 
West Virginia. .... 42,914 76,780 45,341 61,553 47,509 42,637 43,195 359,929 1.43 
North Carolina. . 60,519 107,747 82,161 90,679 65,782 78,542 76,557 561,987 2.23 
South Carolina... 22,007 25,876 31,951 39,831 28,572 32,699 32,309 213,245 B84 
OS eee 63,454 97,142 72,423 89,832 59,801 78,222 73,045 533,919 2.12 
ON 49 882 70,841 61,469 76,696 56,147 73,733 79,016 467,784 1.85 
South Aflantic....... 378,888 558,671 418,717 539,415 396,683 453,941 451,266 3,197,581 12.67 
Kentucky... .. 46,948 82,295 50,514 57,628 39,203 45,522 47,160 369,870 1.47 
Tennessee. . 86,928 134,471 83,682 97,459 62,459 73,733 80,069 618,801 2.45 
Alabama.... 38,880 59,388 50,210 64,831 44,851 53,537 52,326 364,023 1.44 
Mississippi... . 21,973 25,876 30,430 37,289 28,240 33,982 32,660 209,750 83 
East South Central.... 194,029 302,030 214,836 257,207 174,753 206,774 212,815 1,562,444 6.19? 
Arkansas....... 25,675 42,420 37,429 41,102 29,236 31,417 28,445 235,724 93 
Louisiana... 57,952 81,447 64,816 82,205 54,154 64,116 65,671 470,361 1.86 
Oklahoma. . 49,516 52,601 30,430 44,492 27,243 32,379 32,660 269,321 1,07 
POG ckcaes 156,983 225,250 167,061 238,139 154,819 188,501 196,661 1,327,414 5.26 
West South Central... 290,126 401,718 299,736 405,938 265,452 316,413 323,437 2,302,820 9.12 
Montana... 16,872 16,544 11,260 14,831 12,625 12,182 12,291 96,605 "98 
Idaho..... ‘a ° 11,737 13,150 12,780 17,373 11,296 12,182 11,238 89,756 36 
Wyoming. . ; 5,135 5,515 4,869 7,203 5,648 4,809 5,268 38,447 15 
Colorado.... " 35,211 55,994 27,995 45,340 31,894 27,891 30,201 254,526 1.01 
New Mexico 9,536 7,636 10,042 15,254 10,964 12,182 13,345 78,959 rT 
Arizona.... 16,139 16,968 14,606 22,458 16,611 20,196 20,720 127,698 51 
Sek Gh >> 20,540 25,452 16,128 24,577 17,940 17,952 16,857 139,446 A 
Nevada....... 4,402 4,242 6,086 8,051 6,312 6,412 7023 42,528 AT 
Mountain. . 119,572 145,501 103,766 155,087 113,290 113,806 116,943 867,965 3.44 
Washington. . 70,789 64,903 55,991 78,815 62,127 55,781 60,403 448 809 1.78 
Oregon.. . 45,848 72,538 37,125 53,390 40,864 38,470 38 630 326,865 1,30 
California. ..... 342,210 356,752 265,958 385,599 310,303 308,718 323,437 2,292,977 9.09 
Pacific..... 458,847 494,193 359,074 517,804 413,294 402,969 422,470 3,068,651 12.17 
UNITED STATES... 3,667,841 4,242,000 3,043,000 4,237,349 3,322,300 3,205,800 3,511,800 | 25,230,090 100% 
* Revised 


(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by American Home Laundry Manufacturers’ Assn. Members Based on Their Own Shipments) 
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Sy f 2 318,500 UNITS 





Clothes Dryers 


Sales jump ahead to 890,000 
units with a retail value of 
$207.5 million and the in- 
dustry foresees continued 
gains in 1955; gas units show 
bigger advances in 1954 than 


1953 
do electric models 





HE inherent vitality of the in the neighborhood of 935,000 units. 
dryer market became more and ‘That's a five percent gain; a gain of 


only 12 percent is all that is needed 


to push the totals beyond the million 


more apparent during 1954. On 
January |, 1954, most manufacturers 


were agreed that 1954 output would — mark. 
match, or exceed only slightly, the A significant trend in the industry 
record-breaking 1953 total of 736,700 during the year was the lower price 


units. Instead, the industry managed 
to turn out 890,000 units. 

This achievement was scored in the 
face of declining totals registered by 
other appliance lines, While dryers 
are now in their rapid growth stage 
aml might have been expected to re 
sist any significant decline, the sale 
of almost 160,000 units more than 
the best previous year is a significant 
accomplishment, The 1954 gain it 
than the total sales regis 


level. In 1953 the electric units aver- 
aged $236 and the gas $270. Both 
figures fell in 1954, the electric price 
reduction being somewhat more pro 
nounced, Average prices last year 
were $223 for electric units and 
$261.50 for gas. This produced a 
volume of $146.2 million for electric 
and $61.3 million for gas or an over 
all industry volume of $207.5 million 
This, all-time record, the 
previous high being 1953 when sales 
tered in any single year prior to 1950, totaled 179.8 million. The gain of 

Both electric and gas units enjoyed $28 million in dollar volume in a 
the stepped up business in 1954 but — single year was considerably more than 


too, is an 
self is more 


percentagewise the gain made by gas the total industry dollar volume in 
dryers was much more impressive. any year prior to 1949 

In 1953, 168,200 gas units were sold 

(virtually the same as in 1952); du 


Saturation Climbs 
ing the past year the gas total shot 


upward to 234,500, a gain of almost 
39 percent over 1953. Sales of elec 
tric units went from 568,500 to 
655,500 units, a gain of better than 
14 percent. This improved gas per- 
formance 
change 


The heavy sales in 1954 produced 
a corresponding change in the satura 
tion figure for dryers. Whereas only 
1 million homes owned a dryer last 


considerable 
1953 picture when 


represents 
from the 


$ 163,023,500 


(950 MEM TAIL VALUE $ 70,249,400 





BS 8S B fro 


179,847 OOO 


WTTTITIY 


$ 207,498,250 





approximately 2.97 
own the appliance and the saturation 
figure has jumped from 5.0 percent 
to 6.6 percent 


year, million now 


When They Sell 


lor the fourth year ELecrrican 
MERCHANDISING has plotted monthly 
sales of dryers at retail and the 1953 
figures (the latest full year available 
at this writing) correspond quite 
closely to the 1952 statistics as re- 
ported in last year’s market study. 
In 1952 about two-thirds of sales 
were made in the final six months 
of the year. For 1953 this figure has 
fallen slightly; only about 60 percent 
of 1953 sales were made from July 
onward. The winter months provided 
the sales totals with 11.29, 
12.12 and 14.25 percent being regis- 
tered in October, November and De- 


heaviest 


cember June showed the lowest 
monthly total—only 5.5 percent of the 
innual volume. Comparing 1953 


figures to those for 1952, slight gains 
were registered in March, April, May, 


June, July and August. These gains 
largely explain the slightly smaller 
share of the business which is done 


TWO YEARS STATISTICAL SUMMARY 


electric totals advanced sharply and Clothes Dryers, Electric and Gas 
gas unit sales increased less than 8,000 1954 a 1953 
units over 1952 655,500 Electric Units Sold 568,500 
$223 Average Retail Price $236 
Shooting for a Million $146,176,500 Retail Value $134,342,200 
If the industry can maintain its — Fe we tated oe 
1954 rate of improvement during the 61 verage Retail Price 
coming year sales could go over the $61,321,750 Retail Value $45,504,800 
million mark. Most firms aren't be (Jan. 1955) Gan. 1954) 
ing that optimistic and the consensus 2,967,000 Homes Owning 2,225,000 
of guesses is that 1955 totals will be 41,820,000 Homes Without 41,355,000 
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890,000 
UNITS 





in the second half of the year. 


Where They Sell 


On the facing page dryer shipments 
by states for the seven post war years 
are shown as well as the seven-yeai 
average of the total market for each 
state and region. ‘This year’s figures 
(based on the seven years from 1946 
through 1953) show little marked 
change from those printed last Janu 
ary. The East North Central region, 
which last year accounted for the 
biggest share of the market, has added 
to that total and for the seven year 
period the five states making up this 
region have absorbed 36.38 percent 
of all dryers shipped. Second rank 
ing region is the Middle Atlantic (18 
percent) with the Pacific and West 
North Central in the next two spots 
In 1953, as in previous years, Ohio 
accounted for the largest single state’ 
share of the market. Over 86% 
units, accounting for almost 12 per 
cent of the year’s production, were 
shipped into the Buckeye state dur 


ing 1953. Michigan ranked second 
with 73,300 units. 
lhese ratings are, of course, largely 


dependent on the number of con 
sumers in a given state or region. A 
somewhat different idea of how the 
market is divided is available by check 
ing the results of Erecrrica, Mer 
CHANDISING ’S annual survey among 
utilities. This study provides data on 


“sales per 1000 customers” and on 


this basis the Pacific region places 
first, with East North Central, the 


West North Central and the Moun 
tain regions following in that order. 
Some adjustment of these figures 
may be in order since they represent 
Continued on page 306) 


1955—ELECTRICAL MERCHANDISING 








CLOTHES DRYER SALES by states, 1947-1953 





1948 


1949 


1950 


1952 


1953 


TOTAL 
SEVEN 
YEARS 





385 
206 
161 
1,611 
268 
1,110 


3,741 


338 
154 
113 
1,281 
492 
1,117 


3,495 


1,232 
740 
277 

5,823 

1,479 

3,266 


12,817 


1,259 
1,070 
504 
10,955 
2,330 
8,311 


24,429 


1,601 
1,237 
582 
14,267 
2,184 
8,371 


6,294 
4,462 
2,047 
44,169 
9,453 
29,021 


96,046 





7,259 
1,172 
7,169 


16,200 


5,033 
2,214 
8,538 


15,785 


20,181 
7,548 
28,068 


55,797 


42,309 
13,788 
56,349 


112,446 


50,443 
15,286 
61,508 


127,237 


164,725 
53,977 
212,732 


431,434 





6,211 
3,947 
5,406 
9,138 
2,775 


27,477 


10,772 
4,889 
7,411 
7,129 
3,526 


34,327 


32,874 
13,094 
25,110 
20,181 

9,582 


100,841 


83,233 
31,921 
49,424 
48,038 
20,084 


232,700 


86,693 
39,015 
59,542 
73,300 
23,074 


281,624 


285,637 
115,592 
192,072 
200,430 

78,041 


871,702 





North Dakota 
South Dakota 


Kansas. . 


West North Central... 


3,007 
1,745 
2,399 

448 

456 
1,164 
1,011 


10,230 


3,977 
2,788 
3,598 
1,056 

881 
1,794 
1,240 


15,334 


9,952 
7,302 
9,890 
2,311 
2,341 
4,683 
3,297 


39,776 


17,944 
17,188 
17,755 
7,052 
5,540 
9,318 
5,540 


80,337 


21,837 
17,761 
20,818 
5,241 
5,459 
10,118 
6,333 


67,567 


72,663 
58,712 
70,957 
19,943 
17,704 
33,455 
21,575 


295,009 





Delaware 
Maryland. . 


District of Columbie. . : tt 


Virginia 

West Virginia....... 
North Carolina 

South Carolina 
Georgia 

Florida 


680 
394 
1,069 
639 


5,122 


206 
582 
698 
814 
71719 
868 
438 
680 
967 


6,032 


205 
523 
1,719 
451 
1,148 
892 
338 
840 
656 


6,765 


832 
2,126 
4,344 
1,448 
3,358 
1,664 

739 
2,403 
1,787 


18,701 


1,511 
4,344 
6,611 
3,211 
6,422 
2,896 
1,007 
3,274 
3,778 


33,054 


1,674 
4,367 
7,134 
3,567 
8,007 
3,421 
1,092 
4,440 
5,532 


39,234 


5,832 
16,035 
27,324 
11,979 
24,223 
12,441 

4,874 
15,400 
15,475 





Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central... . 


539 
976 
542 
428 


2,485 


850 
904 
949 
644 


3,347 


584 
1,220 
605 
338 


2,747 


2,064 
3,451 
1,510 

801 


7,826 


962 


9,091 


3,967 
4,410 
2,140 

945 


11,522 


5,314 
5,896 
2,919 
1,383 


15,505 


16,252 
20,380 
10,390 

5,501 


52,523 





Louisiana 
Oklahoma 


356 
702 
411 
2,141 


3,610 


528 
1,495 
1,020 
3,177 


451 
984 
472 

2,398 


4,305 


924 
2,989 
1,294 
5,977 


11,184 


1,010 
3,511 
1,780 
7,071 


13,372 


1,196 
3,841 
2,267 
8,688 


15,992 


1,310 
4,950 
2,839 

13,830 


22,929 


5,775 
18,472 
10,083 
43,282 


77,612 





Wyoming 
CONMIIIS « Sia scene bee 
New Mexico 
Arizona. 


207 
235 

94 
455 
128 
130 
284 

80 


1,613 


414 
788 
188 
797 
170 
224 
447 
116 


3,204 


656 
1,005 
297 
707 
92 
133 
882 
164 


3,936 


2,187 
2,557 
709 
1,664 
216 
246 
2,280 
401 


10,260 ~ 


2,597 
2,838 
914 
2,261 
289 
433 
2,982 
577 


12,891 


4,218 
4,596 
1,448 
3,400 
441 
756 
4,596 
881 


20,336 


3,931 
3,712 
1,529 
4,003 

801 
1,099 
4,367 

946 


20,381 


14,270 
15,731 
5,179 
13,287 
2,137 
3,014 
15,838 
3,165 


72,621 





Washington 
Oregon...... 
California... . 


1,698 
926 
3,949 


6,573 


3,866 
3,213 
5,970 


13,049 


5,207 
4,244 
6,355 


15,806 


17,377 
11,954 
21,567 


50,898 


23,521 
16,594 
35,450 


75,565 


26,317 
20,336 
52,131 


98,784 


29,407 
20,017 
55,757 


105,181 


107,393 
77,284 
181,179 


365,856 





UNITED STATES...... 


57,786 





89,500 





102,500 





308,100 





481,000 





629,600 





727,900 





2,396,386 
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lroners 


Lack of specialty selling joins 
other factors in pushing sales 
down 43 percent to a post- 
war low of 91,300 units and a 
dollar volume of $18,899,000 


OME ironer sales declined 
again in 1954 for the fourth 
straight year—and not only de 


clined but fell a thumping 43 percent 
l'otal industry sales of 91,300 unit 


ind a dollar volume of $18,899,000 
were a sad return for an industi 
which as recently as 1947 mer 
chandised nearly 600,000 units and 


rolled up an impressive dollar volum 
of $75.8-million. The best year 
vas the war-panic 
vhen the ironer went into 
200 homes ifter 1950 
sales progressively declined—283,840 
in 1951, 211,400 in 1952, and 160,000 
in 1953 

By early 1954 this sliding volum« 
was produc ing some firework Several 
of the 20 companies then in the ironer 
business began to drop the appliance 


since 
period of 1950 
ome 409 
But every year 


from their lines and one of them, Fred 
Maytag Il, president of the Maytag 
Co., exploded some already overt 


heated nerves with the comment that 


Che ironer market has no future 


Two-Way Problem 


Unhappily received though it was. 


Mr. Maytag’s comment was echoed in 
the actions of the companies which 
decided to leave the ironer busing 


to those who were willing and able to 
sper ialize in it and to be content with 
1 volume something less 
nomical 


than astro 

But the companies who were staying 
with the ironer had some tough ques- 
tions to answer: (1) why had sales de 
clined? (2) what could be 
ibout it? 

If there was any one answer to ques 
tion number one it could most likely 
be found in the words of W. R. 
Dabney, Ironrite’s president, who said, 


ck nec 
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1950 





G8 G : 


409,200 
UNITS 


# # # A # 283,840 UNITS 


195 


1952 








1953 


1954 


“The big decline is due to the lack of 
pecialty selling anywhere.” 

Che demise of specialty selling, pat 
ticularly on an appliance so sensitive 
to the quality of consumer education a 


the ironer, may well be the biggest 


rea 

m. But it isn’t likely that one reason 
is enough Among the others which 
have had least some destructive eftect 
can be counted the growing use of 


ynthetic fabri which don’t 


much ironing, changed living habits 


IX quire 


particularly among younger familic 


md the effect of a growing use of 

clothes dryers—which don’t wrinkl 

clothes as much as line drying 
Although defenders of the ironet 


ire quick to point out that while the 
miracle fabrics are often on the tonguc 
they are not so frequent in the averag 
that 


preading and they are 


their use is 
likely to be 
ome more of an obstacle than less. At 
this stage in their development, says 
one ironer maker 


home, it is truc 


basing his comment 
on an as yet unreleased survey, miracl 
play a very small part in the 


decline of ironer sales 


fabrics 


Who's for Work? 
Women 


they don’t want to do anything around 
the house, let 


today ir 0 dl lazy 


ilone iron ome 


91,300 UNITS 


clothes,” is the bitter and interesting 
comment of husband, but it’s 
probably not a sociologically valid ex 
planation of living 
habits. However, there is less stress on 
formality in dress today; there is less 
emphasis on the “starched” look 
And, as the shelter magazines hav 
hundreds of times proclaimed, there 
is a growing interest in more leisure. 
Vhere are 
families, 


one 


any change in 


many thousands of young 
citizens and 
who don’t 
bother to iron sheets, pajamas, pillow 
children’s playclothes, etc. More 
over, with the general rise in the pop 
ulation’s level, not so many 
housewives have to bend themselves so 
either an ironing 
board or an ironing machine. 


otherwise good 


respectable neighbors, 
CASCS 
economi 


frequently over 


In rebuttal, one ironing manufac 
turer says that the change in living 
habits may have resulted in less iron- 


ing among the upper economic classes, 
but the middlk 


bigg¢ 


ind lower groups, th« 
t ironer buyers anyway, still have 
much ironing to do as 


yust as evel 


Fluff Dried, Not lroned 


I'he clothes dryer is one ironer sales 
deterrent which manufacturers 
grudgingly admit. Certain materials 
out of the dryer ina condi 


1rone}!l 


do come 


TWO YEARS STATISTICAL SUMMARY 


Ironing Machines 


1954 1953 
91,300 Units Sold 160,000 
$207 Average Retail Price $213 
$18,899,100 Retail Value $34,013,000 
(Jan. 1955) (Jan. 1954) 
4,144,000 Homes Owning 4,061 000 
40,643,000 Homes Without 39,519,000 


JANUARY, 


( 
SB Bc, 400 units 
“n ¢ 
# t a | 160,000 UNITS 


tion which permits folding and stor 
age or use without ironing. But even 
dryers, both electric and gas, are still 
being used in only 6.6 percent of the 


nation’s homes—which leaves a lot of 
1rone!l prospects 
Ihe growth of steam iron sales, 


sometimes offered as a reason for the 
has nothing to do 
with it, claims the industry. One man 


ufacturer, discussing th 


dec line in ironer! 


survey men 
tioned above, says that their research 
shows that women use steam irons 
mostly on their own dresses and 
things that would ordinarily go to th 
dry cleaners, that they do not use 


them for ironing the general family 
wash. ““The he says, “‘is 
a special purpose tool that will not, 
for example, do a satisfactory job on 
either cottons or linens.” <As_ for 
steam in an ironing machine as a 
possible counter agent to the steam 
iron, no manufacturer has yet intro- 
duced one for home use 

Despite all of these factors in the 
ironer’s decline, all of which prob 
ably had some effect, the biggest may 
be a combination one: the ironer’s 
own inherent characteristic—that suc- 
cessful use requires a certain amount 
of operational know-how~and the 
moribund state vf specialty selling 
which means that consumers don’t get 
either a demonstration or a chance to 
learn how to use one. Proof of this, if 
any is needed, can be found in the fact 
that at one time in 1954, according to 
one maker, the only ironers being sold 
were being sold by discount houses 
which would just about take care of 
the pre-sold prospects, but certainly 
would not develop any new ones. 

As he puts it, the tragedy of the 

(Continued on page 308 
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STATE 


Maine.. 7 
New Hampshire. .. 
Vermont. .. 
Massachusetts 
Rhode Island. . 


Connecticut... . 
New England 


New York...... 
New Jersey... 
Pennsylvania. ... 


Middle Atlantic. 
Ohio... 


Indiana 
Ilinois. . . 
Michigan 
Wisconsin. . 


East North Central... 


Minnesota 
lowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas. 


West North Central 


Delaware 

Maryland 

District of Columbia. 
Virginia 

West Virginia 

North Carolina 
South Carolina 
Georgia 

Florida 


South Atlantic 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central 


Arkansas 
Louisiana 
Oklahoma 


Texas 
West South Central 


Montana 
Idaho 
Wyoming 
Colorado 
New Mexico 
Arizona 
Utah 

Nevada 


Mountain 
Washington 
Oregon 
California 


Pacific. 


UNITED STATES 


1947 


3,379 
1,600 
771 
14,345 
3,142 
34,915 


58,152 


43,688 
15,353 
46,415 


105,456 


59,634 
19,206 
38,531 
37,345 
12,993 


167,639 


12,271 
13,634 
16,124 
2,134 
1,719 
6,343 
5,453 


57,678 
830 
5,394 
4,624 


5,809 
7,232 


2,905 
1,719 


15,649 
14,049 

8,773 
65,088 
87,910 


592,783 





1948 


2,270 
662 
710 

12,203 

2,129 

6,527 


24,501 


38,739 
7,331 
38,455 


84,525 


35,759 
13,149 
29,421 
32,826 
10,406 


121,561 


11,872 
8,183 
13,906 
2,696 
2,791 
5,061 
5,298 


49,807 


757 
4,446 
4,068 
4,493 
6,291 
5,723 
2,176 
6,480 
5,440 


39,874 
4,541 
7,048 
3,453 
1,892 

16,934 
2,176 
5,818 
5,818 

21,710 

35,522 


3,264 


78,565 


473,000 


IRONING MACHINES SALES by States 1947-1953 


34,751 


460 
3,499 
4,205 
2,517 
3,438 
3,100 
1,166 
3,714 
3,315 


25,414 


2,241 
3,315 
1,536 
1,596 


8,688 


1,657 
3,192 
3,562 
14,336 


22,747 


2,149 
2,087 

7136 
3,162 
1,442 
1,229 
2,670 

583 


14,058 
7,899 
4,819 

38,282 

50,991 


307,000 








1950 


1,397 
1,038 
559 
14,212 
2,595 
6,746 


26,547 


36,846 
11,976 
32,814 


81,636 


28,822 
10,659 
25,229 
24,990 

7,305 


97,005 


7,665 
7,984 
13,932 
1,517 
1,836 
4,591 
4,870 


42,395 


798 
4,511 
5,190 
2,994 
4,950 
3,553 
1,158 
4,231 
5,150 


32,535 


2,555 
4,511 
2,196 
1,357 


10,619 


5,110 
1,796 
2,156 
3,832 

958 


19,002 
9,940 
6,866 

42,156 

58,962 


399,200 





846 
573 
382 
8,873 
1,884 
5,351 


17,909 


26,372 
9,910 
23,560 


59,842 


20,912 
7,426 
17,144 
22,031 
4,859 


72,372 


3,467 
29,784 


792 
3,986 
4,559 
1,829 
2,916 
1,938 

737 
2,211 
3,167 


22,195 


1,829 
2,566 
1,092 

847 


6,334 


1,119 
2,320 
3,167 
9,364 


15,970 


1,611 
983 
628 

3,085 

1,092 

1,310 

2,239 
409 


11,357 
5,160 
4,231 

27,846 

37,237 


273,000 





1952 


580 
373 
186 
5,136 
870 
2,713 


9,858 


17,541 
7,103 
17,956 


42,600 


18,887 
5,199 
13,689 
21,953 
2,796 


63,124 


5,240 
3,583 
6,503 
1,325 
1,098 
2,568 
2,423 


22,740 
166 
3,852 


3,272 
1,761 


2,609 
19,820 


26,074 


207,100 





356 
341 


2,928 


418 
852 
1,611 
5,344 


8,225 


991 
573 
341 
1,890 
650 
449 
1,255 
186 


6,335 
2,835 
1,828 
12,407 
17,070 


154,900 





TOTAL 
SEVEN 
YEARS 


10,014 
5,123 
3,285 

68,044 

12,482 

61,870 


160,818 


200,947 
63,399 
196,042 


202,490 
69,143 
154,755 
179,951 
47,079 


653,418 


54,768 
48,820 
73,852 
11,651 
11,260 
27,268 
26,729 


254,348 


4,945 
28,089 
27,405 
20,689 
28,182 
22,793 

8,236 
27,535 
27,937 


195,811 


18,988 
29,585 
12,945 

9,200 


70,718 


11,448 
92,893 
27,140 
96,237 


157,718 


13,370 
9,620 
4,204 

26,294 
8,121 

10,103 

19,989 
5,254 


96,955 
57,661 
41,235 
257,913 
356,809 


2,406,983 





(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Shipment Figures Reported by American Home Laundry Manufacturers’ Assn, Members Based on Their Own Shipments.) 
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Refrigerators 


Higher average prices limit 
drop in dollar volume to only 
three percent while unit sales 
fall six percent. Nearly 70 
percent of 1954 sales are 
made as replacements in a 
market of 92.4 percent sat- 
uration 


ne clectric refrigerator business 

in 1954 again proved that, in 

the dealer's estimation, it was 
definitely one of the big three ap 
pliances in the marketing picture, 
the other two, of course, being tele 
vision and washing machines. In 
1954 a total of 3,425,000 refrigerators 
were sold at an average price of $305 
for a total dollar volume of $1,044, 
625,000, the seventh year in which 
refrigerators sold over a billion dollars 
worth at retail, These figures com- 
pared with 1953's record of 3,650,000 
units (revised downward from our 
original 3,775,000 units) sold at an 
average price of $295 for a total dol- 
lar volume of $1,076,750,000. Re 
frigerator business in 1954, therefore, 
was 6.2 percent under 1953 volume 
in units and three percent under 
1953’s total retail dollar volume. 

It might be mentioned here that 
this business is considerably under its 
record 6,200,000 units sold in the 
pre-Korean war scare of the year 1950 

a record which probably will never 


be surpassed. The year's business, 
however, compared favorably with 
1952's 3,570,000, 1951's 4.075.000. 
1949's 4,450,000, 1948's 4,766,000 


and is almost on the nose with 1947's 
3,400,000 units. That year, however, 
average prices were only $255 com- 
pared to 1954's $305, 

Sales in 1954 brought total post- 
war sales of electric refrigerators to 
35,636,000 wunits—an astonishing 
79.6 percent of the 44,787,000 wired 
homes of the country. Actual satura- 
tion as of January first, 1954, of elec- 
tric refrigerators now stands at 92.4 
percent, 

Only washers— both automatic 
and conventional—with a total dollar 
volume of $839,783,400 in 1954 and 
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1953 


3) 


; 


1954 


television with $1,737,400,000 are in 
a comparable category volume-wise 
with electric refrigerators. 

Results of the last year would seem 
to indicate that refrigerator volume 
is settling down to an average of about 
three and one half million units a 
year. Relatively high saturation figures 
in the business mean that, as in the 
automotive business, replacements, de 
sign obsolescence and trade-ins are 
going to play an increasingly impor- 
tant part in this business. 


The Replacement Market 


Now let’s take a look at the trade-in 
woblem. As usual, Evecrricar 
MERCHANDISING made its annual re 
placement and trade-in survey, ad- 
dressed to 2,000 independent electri- 


cal appliance dealers (exclusive of 
power —— ) in the United 
States. Replies were received from 


380 dealers, or 19 percent of those 
questionnaired, and the data finally 
tabulated was based on eight months 
sales in the year 1954. Of the 360 
dealers reporting, 340, or 89.5 percent 
were selling refrigerators; they sold an 
average of 42 units per dealer—highest 
of any appliance except television 
with 60 units per dealer. In the mat 
ter of new versus replacement sales, 
285 dealers reported sales of 12,713 









1,602, 266,000 


units for the eight months period, 
30.1 percent being sales to homes 
not already owning a refrigerator and 
69.9 percent of total refrigerator 
sales to homes already owning. In 
other words, roughly less than one 
third of sales were to homes without 
refrigerators and more than two thirds 
were replacement sales. This replace- 
ment sales factor was higher in the 
case of refrigerators than in other ap 
pliances, although washers were a 
very close second. 

We asked these same dealers to 
tell us the number of their total sales 
involving trade-ins, and of the 338 
dealers selling a total of 14,332 refrig- 
erators for the first eight months of 
1954, trade-ins were accepted in 7,025 
of these sales, or 49 percent of the 
total. It should be borne in mind 
here that there is considerable con- 
fusion about the difference between 
replacement sales and trade-ins, which 
obviously comprise part of the total 
replacement volume. Total replace- 
ment volume is always higher than 
trade-in volume. In the case of re- 
frigerators, we have seen that total 
replacement sales amounted to 69.9 
percent whereas trade-ins accepted 
amounted to 49 percent. The dif- 
ference of roughly 20 percent is ac- 
counted for by the fact that many 


TWO YEARS STATISTICAL SUMMARY 


Refrigerators 

1954 1953 
3,425,000 Units Sold. 3,650,000 
$305 Average Retail Price $295 
$1,044,625, 000 Retail Value. . $1,076,750,000 
(en. 1955) (Jan. 1954) 
41,400,000 . .Homes Owning. . 39,397,000 
3,387,000 .. Homes Without 4,183,000 
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a Fy Fy 6,200,000 UNITS 


owners sold their older refrigerators 
privately; some retained the old box 
as a second refrigerator; some gave 
them away to relatives or maids; and 
some were too old to warrant a dealer 
even offering a trade-in price. 

Inasmuch as this whole replace- 
ment market for refrigerators has as- 
sumed increasing importance as the 
years go by, it might be interesting 
to note that the figure of 69.9 percent 
for 1954 is slightly down from the 
74.6 percent recorded in 1953, the 
73.4 percent in 1952, 72.8 percent in 
1951, 52 percent in 1950, 41 percent 
in 1949, 36 percent in 1948 and 
about 24 percent for the preceding 
two years. As a rule of thumb, how- 
ever, it oo be said that roughly 
two out of every three refrigerator 
sales involves a replacement and that 
one out of every two sales involves a 
trade-in. 

To pursue a little farther this prob- 
lem of trade-ins, it is interesting to 
note that of 338 dealers selling re- 
frigerators, 270 of them, or 79.9 per- 
cent, accepted trade-ins. The largest 
percentage of trades accepted (32.2 
percent) were sold as-is; 27.4 percent 
were junked; 25.8 percent were re- 
paired and subsequently re-sold; and 
14.5 percent were still on hand 


Seasonal Sales Trends 


ELectTricAL MERCHANDISING has 
been collecting figures for the past 
four years on Pes a retail sales of 
refrigerators by months. This data is 
compiled from dealers’ actual sales 
reports to utility companies and 
shows that July is the biggest month 
for refrigerator volume with 12.32 
percent of the year. May, June and 
August are the next important months 

(Continued on page 310) 
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REFRIGERATOR SALES by states, 1947-1953 







































































vOTA. 
SEVE cr 
STATE 1947 1948 1949 1950 1951 1952 1953 YEARS 0 
a ee ee ae oe 17,182 26,970 26,131 33,712 16,789 15,019 14,461 150,264 53 
New Hampshire............ 11,559 17,530 15,850 19,866 10,447 9,267 9,531 94,050 33 
Viemietitatss 635 50 ees 5,623 9,889 10,281 10,836 5,969 4,193 5,259 52,650 19 
Massachusetts.............. 96,844 128,557 104,523 162,540 96,260 81,168 86,766 756,658 2.69 
Rhode Island.............. 26,241 39,556 33,413 48,762 28,356 24,925 26,621 227,874 81 
Connecticut............... 53,733 64,279 46,693 71,036 54,846 42,821 47,656 381,064 1.35 
New England........ 211,182 286,781 236,891 346,752 212,667 177,993 190,294 1,662,560 5.90 
“nak Sena ARERR WAP r tet 328,957 467,031 376,113 606,816 475,702 356,626 391,105 3,002,350 10.67 
a Pear 122,461 155,527 125,514 200,466 142,524 111,845 120,290 978,627 3.48 
Pennsylvania. ..... 239,611 311,953 253,170 391 ,902 263,409 202,919 215,272 1,878,236 6.68 
Middle Atiantic...... 691,029 934,511 754,797 1,199,184 881,635 671,390 726,667 5,859,213 20.83 
8 SAT ceo: OD 203,685 254,417 178,632 291,970 201,474 169,366 190,294 1,489,838 5.29 
ee SPR ere 2 92,158 129,456 111,806 146,286 88,798 85,322 93,668 747,494 2.66 
WUC S st. sees 208,371 267,902 209,475 297,990 209,309 159,459 181,092 1,533,598 5.45 
ia. oper ee ss 153,388 182,497 146,933 226,954 151,852 130,699 157,757 1,150,080 4.09 
Wisconsin......... 68,728 100,688 86,532 114,982 72,008 52,727 53,243 548,908 1.95 
East North Central... . 726,330 934,960 733,378 1,078,182 723,441 597,573 676,054 5,469,918 19.44 
Minnesota........ 63,417 98,441 79,678 108,962 57,830 44,419 46,998 499,745 1,78 
lowa... 58,106 89,450 85,675 105,350 54,473 40,264 42,068 475,386 1.69 
Missouri. ........ 97,781 140,244 139,650 199,864 122,377 99,382 101,556 900,854 3.20 
North Dakota... 10,934 19,778 22,104 27,014 17,536 12,463 9,860 120,289 43 
South Dakota... 10,934 22,026 23,132 27,166 15,297 10,865 9,860 119,280 A2 
Nebraska... .. 30,928 47,647 47,550 63,210 35,444 23,328 24,321 272,428 97 
eR OR 29,366 48,546 53,118 66,822 37,310 33,873 27,936 296,971 1,05 
West North Central... 301,466 466,132 451,507 598,388 340,267 264,594 262,599 2,684,953 9.54 
SS Sl ae 7,185 8,990 9,424 15,050 10,820 7,350 8,216 67,035 (24 
Maryland... We 45,610 66,976 58,259 88,494 55,219 50,810 48 642 414,010 1.47 
District of Columbia......... 37,800 53,940 44,551 81,270 52,234 42,821 45,684 358,300 1.27 
Vili ooi arched + 47,172 71,920 75,822 98,126 61,935 63,272 59,488 471,735 1,70 
West Virginia..:.......... 38,738 58,435 65,970 79,464 47,010 41,542 39,110 370,269 1.31 
North Carolina. 52,796 88,551 118,660 163,142 88,798 84,683 74,606 671,236 2.39 
South Carolina 24,680 40,006 54,404 75,250 41,041 44,099 37,196 317,276 } 1,43 
Georgia. 55,607 86,753 100,668 133,644 76,112 81,487 73,291 607,562 2.16 
Florida... .. 54,358 92,597 110,092 150,500 95,514 103,856 107,143 714,060 2,54 
South Atlantic....... 363,946 568,168 637,850 884,940 528,683 519,920 493,976 3,997,483 14.21 
Kentucky. . 40,612 62,031 86,103 97,524 54,846 54,644 51,928 447,688 1,59 
Toupestae...... (F253 aa 57,194 97,991 135,367 157,724 16,485 78,931 75,921 680,213 2.42 
Alabama.... 35,926 62,930 85,247 110,166 55,593 59,118 52,914 461,894 1.64 
Mississippi . . 22,493 38,657 62,114 73,444 36,190 44,099 40,754 317,751 1,13 
East South Central... . 156,825 261,609 368,831 438,858 223,114 236,792 221,517 1,907,546 6.78 
FN a ti, Me 24,680 44,500 79,678 84,280 39,549 39,625 36,481 348,793 1.24 
b weldiane sis oo 48 eas ss 37,800 66,916 102,810 117,992 63,427 60,716 58,502 508,223 1.81 
Oiiatie ss. attics s 35,614 62,031 171,964 99,932 49,249 49,851 41,082 415,723 1.48 
Wosiate t,he bk ode a 145,266 241,381 301,148 376,852 182,446 173,200 160,386 1,580,679 5,62 
West South Central... 243,360 414,888 561,600 679,056 334,671 323,392 296,451 2,853,418 10.15 
een IRN aR E Se ey 10,622 17,081 16,278 19,264 11,939 9,587 9,203 93,974 33 
ES CCE PEG at ee 11,246 17,980 14,136 18,662 9,327 7,350 6,902 85,603 .30 
erat io oa' cvaraveovt 4,374 6,742 7,282 8,A28 5,970 4,154 3,944 40,894 14 
ES OES, Oey REDS 27,491 43,602 46,265 63,812 33,206 27,801 27,279 269 456 96 
Dear RRR is on ks. «ean 6,560 12,586 16,707 20,468 11,939 10,865 10,517 89,642 32 
pe EG eae ee 14,683 24,722 23,561 30,100 18,655 17,895 18,076 147,692 53 
WMO. oc cciter eae 17,182 23,824 17,563 27,692 15,297 11,824 12,160 125,542 AS 
2S ROG i ere eae 5,936 8,091 4,712 9,030 5,970 4,193 6,573 45,105 16 
Mountain............ 98,094 154,628 146,504 197,456 112,303 94,269 94,654 897,908 3.19 
Wadllaglats «ic cv ctvusets 55,607 75,965 51,405 77,658 45,145 34,193 37,139 377,112 1,34 
Ns = F5:scenxve oS Roan 40,299 55,738 42,838 66,220 35,444 26,843 26,293 293,675 1,04 
ee ree. eee 235,862 341 620 298,149 453,306 293,630 248,616 260,956 2,132,139 7.58 
Paes oasis. ceoce 331,768 473,323 392,392 597,184 374,219 309,652 324,388 2,802,926 9.96 4 
<a Deaeni 
UNITED STATES...:.... 3,124,000 4,495,000 4,283,750 6,020,000 3,731,000 3,195,575 3,286,600 28,135,925 100%, 
(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by NEMA Refrigerator Membership Based on Their Own Shipments) 
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Home Freezers 


iid hihi did 


Sales of 975,000 units repre- 
sent an |1 percent drop from 
1953, but growth of upright 
types, expanded use of frozen 
foods and trend to use of 
freezers in kitchens promise 
continually growing accept- 
ance 


PT AHE 975,000 home freezers sold 
in 1954 for a retail value of 
$385,125,000 reflect an 11 per 


ent drop from the 1,090,000 moved 
by manufacturers previous 
year, and represent the first year since 
1950 that sales have 


during the 


been less than 


one million. 

However, because the average re 
tail price in 1954 was $395, higher 
than $370 of the record year of 1952 
(when 1,140,000 freezers were sold) 
the total retail value was the third 
best in history 

even with the decline, it is pretty 
obvious now that the freezer has 
ichieved considerable iles stability 
During the odoriferous decline and 
fall of the food plans iS pl icticed by 
the suede-shoe boys many industry 
observers predicted serious setback 
for the freezer, but the product seem 
to have demonstrated more vitality 
mad real consumer acceptance than 
the Cassandras believed possible 
And now with the food plan coming 
back a 1 deal tool and an honest 
merchandising method even mor 
progress for the freezer seems likely 

However, there is likely to be a 
growing question on just what a 
freezer A trend toward combining 
freezers with refrigerators started with 
the introduction of the horizontal 
evaporator into refrigerators. Now 
that trend is developing toward its 


introduc 
refrigerators” 


logical conclusion with the 
tion of 
which 
ment in the bottom 
new wall-hung 
stantial freezer 


‘upside-down 


have a Jarge freezer compart 
And even G-E’s 
refrigerator has 


spac Cc 


sub 
storage 
More Uprights 


Less dramatic and not sb new, but 
currently more important saleswise, is 
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ee eee eeeee Ghee eeeeeeeeee ; ; 
fenauiee | eoammen: 
io le 











1953 





1954 


the continuing trend to a growing 
wcceptance of upright freezers. ‘These 
have been on the market ever sinc 
the war, but not until food plans 


jumped freezer volume with outsid 


elling did the upright models start 
to make any headway. Now each year 
ces them ever more firmly en 
trenched. 

In 1953, the latest full year for 
which NEMA has reported figure 
5 percent of the freezer old wer 
uprights. At the end of nine months 
of 1954 there was a further gain to 
> percent. The percentage doesn’t 
hold constant throughout the various 
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he said, included 
of food, smaller 
floor space required, easier cleaning. 
Still another factor in the upright’s 
acceptance is the pairing of 
identical appearing freezers and 1 
frigerators. According to the Hotpoint 
survey, 44 percent of the freezer own 
ers wanted upright freezers matching 
their refrigerators—and this at a time 
when not very many companies wer 
manufacturing matching models 


for the preference, 


easier accessibility 


new 


More Freezers in the City 


All of this flurry about uprights 
moving the freezer to the kitchen and, 





= : a e vs hon ( , ' ‘a to xv of course, the ever growing and tre 
me “se, "y f ; ' , NEMA mendou importance ot frozen food 
ow Nene, Sane ov in the family larder have helped sell 
figures, 4 percent of sales for the first : ’ 
‘ : freezer in metropolitan markets 
nine months of 1954. Part of thi 
rw ‘] ; Some of the smaller towns are still 
= Soe — © Gay % individually the best freezer market 
tributable to the increasing use of the 
but sales in cities of 100,000-and-over 
freezer as a kitchen appliance rather = 
; which accounted for only 2 ) percent 
than a basement appliance. A surve' of NEMA reported volume in 1949 
hy Hotpoint howed recently that one . 
iccounted for percent. of it in 
third of freezer owners were putting 1953. Cities of 500.000 to 1.000.000 
them in the kitchen. And, according ilone jumped their share of the ma 
to John F. McDaniel, Hotpoint’s vice ' etng, ; 
ket from five to 8.4 percent in the 
president for marketing, the same sut said: mnatiol 
vey, made in 15 cities, revealed that 
freezer owners who had had experi Whe Sell 
ence with both types of units preferred o Sells Freezers 
the upright ten to one. Reasons giver Ihe lion’s share of this freezer 
TWO YEARS STATISTICAL SUMMARY 
Home Freezers 
1954 1953 
975,000 Units Sold 1,090,000 
$395 Average Retail Price $400 
$385,125,000 Retail Value $436,000,000 
(lan. 1955) (Jan. 1954) 
6,750,000 Homes Owning 5,837,400 
38,037,000 Homes Without 37,742,600 
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nro 890,000 UNITS 


950K RETAIL VALUE ' 289,250, 0,000 


= = = 1,050,000 UNITS 
ey zy 


> 


a” 


1,140,000 UNITS 


g 
1,090,000 UNITS 


975,000 UNITS 


business belongs to the appliance 
dealer. According to NEMA figures, 
he sold 35.5 percent of the volume in 
1953 while farm implement and gen 
eral country stores, his single biggest 
competitor, accounted for only 16.1 
percent—a ratio, incidentally, which 
has declined from a 1949 high of 
24.6 percent as the freezer has moved 
more and more into the bigger com 
munities. Direct sales by distributors 


ind manufacturers to builders, apart 
ment houses, the government, and 
contractors took 7.5 percent of th 


business, which represents, in accord 
with the trend for othe: 
appliances, a considerable in 
from 3.8 percent in 1952. The 
share of department stores and furni 
ture stores was relativel 3.6 
percent and 8.3 percent, respectivel: 
in 1953, as compared with 3.4 percent 


ance som 
major 


cTcas¢ 


constant, 


ind nine percent in 1952. 


Spring Is the Season 


Most of thi freeze iles wert 


made during the second and _ third 
quarters of the year, according to thi 
magazine’s annual survey of retail 
The first quarter of 1953 a 
counted for 22.57 percent of the total, 
the second jumped to 29.38 percent 
the third grossed 28.19 percent, 
the fourth fell off sharply to 19.86 
percent. The best single month in 
1953 was July, with 10.84 percent and 
this same month has been at or nea 
the top ever since 1949 

Although the freezer is generally 
assumed to be a highly seasonal appli 
ance, the swing between the lowest 
(December, 6.13 percent) and high 
est months in 1953 was only 4.7] 
percentage points—considerably less 
than the 7.45 point swing in 1952 

(Continued on page 312 
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FREEZER SALES by states, 1948-1953 






































TOTAL 
STATE 1948 1949 1950 1951 1952 1953 SIX % 
YEARS 
en re ety 3,967 2,914 4,862 5,059 4,137 4,094 25,033 48 
New Hampshire............ 2,189 1,528 2,829 2,891 2,125 2,730 14,292 27 
Wee eth, iectsicere 1,368 1,003 2,033 2,065 1,677 1,680 9,826 18 
Massachusetts.............. 9,439 5,350 13,348 15,178 14,872 19,841 78,028 1.49 
tS Spee 2,394 1,194 2,564 3,200 2,125 2,624 14,101 27 
TON ack ticles vaca 8,345 4,586 9,459 11,048 8,946 11,653 54,037 1.03 
New England......... 27,702 16,575 35,095 39,441 33,882 42,622 195,317 3.72 
Whew Yes. cs ss ebeee as 39,125 23,979 48,531 59,782 14,474 66,243 312,134 5.95 
WO BNR Foss 5 ica cee 12,585 8,455 16,531 18,792 31,534 24,355 112,252 2.14 
Pennsylvania............... 42,887 29,186 51,714 59,988 59,266 61,098 304,139 5.80 
Middle Aflantic...... 94,597 61,620 116,776 138,562 165,274 151,696 728,525 13.89 
lek Se eee 42,750 26,129 54,631 69,075 57,589 71,281 321,455 6.13 
i iss. sxe canpapeee 27,634 20,253 31,205 33,556 29,856 39,158 181,662 3.46 
ON ain ts ne os Bhs cee 41,245 31,335 50,830 62,879 41,1748 54,485 288,522 5,50 
Rey 25,513 15,716 32,443 36,654 40,032 40,522 190,880 3.64 
ee Aree ceo 21,272 13,327 22,631 30,975 23,483 24,775 136,463 2.60 
East North Central. ... 158,414 106,760 191,740 233,139 198,708 230,221 1,118,982 21.33 
Minnesota. Ps ee 19,015 14,617 23,249 28,704 24,377 23,831 133,793 2.55 
lowa.. idan 17,852 17,435 25,724 32,937 28,738 30,654 153,340 2.92 
Missouri....... app ees 20,657 14,235 29,968 36,241 36,790 39,053 176,944 3,37 
North Dakota.............. 7,319 6,114 9,194 14,145 10,735 9,658 57,165 1.09 
ee Ne Ee oe 4,583 5,971 9,105 13,732 10,064 9,658 53,113 1,01 
on I eee 9,371 7,834 17,591 24,367 20,128 26,140 105,431 2.01 
Kansas. . . ra See 7,798 7,022 12,730 17,449 17,333 17,846 80,178 1.53 
West North Central... 86,595 73,228 127,561 167,575 148,165 156,840 759,964 14.48 
Delaware ie a 1,163 1,099 2,033 3,304 2,124 2,624 12,347 24 
Maryland..... x 7,934 6,067 9,989 11,667 15,320 11,863 62,840 1.20 
District of Columbia........ 5,951 4,013 9,194 12,390 10,288 8,608 50,444 96 
Virginia........ Ls cee 8,824 7,308 13,348 15,591 17,109 17,952 80,132 1,53 
West Virginia... . Ra aS 9,166 5,684 9,370 9,706 9,952 12,808 56,686 1,08 
North Carolina. Pras. 12,722 11,225 20,332 24,883 28,738 28,555 126,455 2.41 
South Carolina.... s 8,755 5,541 9,813 10,015 12,524 10,603 57,251 1,09 
Georgia. . at 9,781 9,410 17,238 20,237 24,154 25,720 106,540 2.03 
Florida. 11,149 8,646 15,647 15,384 16,550 19,841 87,217 1.66 
South Aftlantic....... 75,445 58,993 106,964 123,177 136,759 138,574 639,912 12.20 
Kentucky. 8,071 6,353 10,254 12,493 13,978 18,896 70,045 1.34 
Tennessee. - 12,654 10,318 17,061 19,617 20,352 23,515 103,517 1.97 
Alabama. 8,277 5,828 12,907 13,629 15,655 17,952 74,248 1,42 
Mississippi... . ees 6,908 5,923 11,757 11,564 14,984 17,217 68,353 1.30 
East South Central. . 35,910 28,422 51,979 57,303 64,969 77,580 316,163 6.03 
Arkansas. . 8,619 7,595 11,669 12,700 13,531 14,487 68,601 1.31 
Louisiana. . 16,895 12,754 25,548 23,128 24,377 26,560 129,262 2.46 
Oklahoma ads 10,602 7,117 11,138 15,075 18,674 21,206 83,812 1.60 
Texas... ary 52,394 34,966 65,062 72,275 70,001 68,237 362,935 6.92 
West South Central 88,510 62,432 113,417 123,178 126,583 130,490 644,610 12.29 
Montana. . Sale Se Pil 5,130 4,490 7,426 10,428 8,498 8,818 44,790 85 
a PR ie ee ee 4,788 4,108 6,895 5,989 6,109 4,934 33,423 64 
Weeieite.. : 2 veo. ave seas 1,710 1,767 2,652 3,717 4,473 3,254 17,573 34 
RMN, okt uaes sv akeee 8,618 6,974 12,376 13,836 14,761 15,957 72,522 1,38 
New Mexico...........5.. 2,463 2,006 4,332 4,543 5,256 5,459 24,059 46 
Arizona... .. kao 4,378 2,436 5,746 4,543 9,281 4,619 31,003 59 
Utah... . 5,130 3,965 6,276 10,015 14,984 6,194 46,564 89 
Nevada ; 1,778 1,051 1,768 2,684 3,355 2,100 12,736 24 
Movuntain........... 33,995 26,797 47,471 55,755 67,317 51,335 282,670 5.39 
Welinitie, |< 66655 3 aks; 12,586 7,308 16,089 14,248 17,220 16,377 83,828 1,60 
Ce i Soest Sp 11,833 8,121 15,470 15,178 17,892 16,062 84,556 1,61 
California. wees 58,413 27,419 61,438 64,944 141,456 38,003 391 673 1,46 
Padtlie.; } cco 82,832 42,848 92,997 94,370 176,568 70,442 560,057 10.67 
UNITED STATES........ 684,000 477,675 884,000 1,032,500 1,118,225 1,049,800 5,246,200 100% 





























(Projected to Industry Totals by ELECTRICAL MERCHANDISING from State Figures Reported by Portion of NEMA Freezer Membership Based on Their Own Shipments) 
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Electric 








1950 Bitar ees ne 424,623,000 


16 


Built-Ins take five percent 


of a 1,165,000-units volume. 
Trade-ins jump to nearly 41 
percent of total sales. Units 
of 22-inches or less decline 


sharply in popularity 


ESPITE the fact that 1954 sales 
I) didn’t set any records, electric 
ranges have become an exciting 
product, partly because of the promise 
of things to come, partly because of 
things that have already happened. 

Both past and future are tied to 
gether in the range. Some of the 
things that have happened, like th 
burgeoning of built-in oven and su 
face units and the introduction of 
models in color, will develop even fu 
ther in the future. And other things, 
the allelectronic range, for example, 
may eventually take a place on display 
room floors. 

All of these product developments 
mean new sales and new problems for 
the industry. Most illustrative as an 
example is the built-in. According to 
four out of six manufacturers writing 
this magazine, this type of range ac 
counted for about five percent of 1954 
range sales and may eventually account 
for as much as 25 percent of the mar 
ket, particularly i new home con 
struction remains at a one-million-plus 
volume and the trend to open-vista 
kitchens runs its full course. 

This popularity of the built-in could 
mean trouble for the appliance deal- 
er. According to most of the manufac 
turers cooperating in this study, not 
more than 10 or 15 percent of the 
1954 built-ins were sold by appliance 
dealers. Most were installed by build 
ers. That would mean that only about 


5,800 of an estimated volume of 58,- 


000 built-ins were dealer sold. The im- 
plication is that if appliance dealers 
want their share of an eventual built 
in volume of 375,000-plus units a year 
they'd better start taking steps to get 
it, which means establishing installa 
tion facilities, advertising, promotion, 
and some concentration on the replace 
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1954 


ment and kitchen remodeling market 


Four major manufacturers estimated 


built-in range sales percentages by outlet 


as follows: 
Manufacturer A 
Builders 75 percent 
Dealers 10 percent 
Others 15 percent 
Manufacturer B 
Builders 60 percent 
Bidg. Supply Dealers 25 percent 
Dealers 15 percent 
Manufacturer C 
Builders 80 percent 
Manufacturer D 
Builders 90 percent 


Change in Sizes 


Built-ins and the addition of color 
weren't the only things that happened 
to ranges in 1954. ‘There also was a 
sharp change in sales by sizes. In 1953 
ranges of 22 inches or less, usually 


referred to as apartment house units, 


accounted for 6.4 percent of sales re 


ported to NEMA. But in the first nine 
months of 1954 this proportion was 
cut nearly in half to 3.97 percent. 
Ranges of from 22 to 32 inches 


en 


em 9, 
ee ae 


Lyoko clonelele 


$ 318,750,000 


§ 304,065,000 


which include the popular 30-inch 
models jumped their share from 
27.25 percent in 1953 to 31.38 percent 
in 1954, while ranges over 32 inches 
fell off a bit from 1953’s 66.35 percent 
to 64.65 percent in 1954 . 

There could be several interpreta- 
tions of these changes. One could be 
that builders of new apartment houses 
are installing fewer “apartment-size” 
ranges and improving the utility and 
attractiveness of their apartments with 
somewhat larger units. Another could 
be that more consumers are buying 
30-inch ranges which take less spacc 
than the time-honored 36 and 40-inch 
units. 

A decline in the sale of small size 
ranges (22 inches or less) doesn’t 
necessarily mean that any fewer ranges 
were sold to apartment houses or build- 
ers. In 1953, the latest year available, 
direct sales by makers and distribu- 
tors to these two markets and to the 
government accounted, according to 
NEMA, for 8.9 percent of total range 
sales, a slight decline from the previous 
year’s 10 percent. But in 1954, with 
building construction still at remark 
ably high levels, it is a safe assumption 
that direct sales took a similar propor- 
tion. Appliance dealers in 1953 main- 
tained their share of the market with 
34.7 percent, a figure to which they 
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Ranges 
1954 1953 
1,165,000 Units Sold 1,250,000 
$261 Average Retail Price $255 
$304,065 ,000 Retail Value $318,750,000 
Can. 1955) (Jan. 1954) 
12,086,000 Homes Owning 11,200,000 
32,701,000... Homes Without. 32,380,000 
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& 1,400,000 UNITS 





& 1,165,000 UNITS 


stuck pretty closely for four straight 
years. However, any appreciable rise in 
the sale of built-in units is likely to de 
press this percentage. 

Other types of outlets shared in 
1953 sales reported to NEMA as fol- 
lows: department stores, 10.1 percent; 
furniture stores, 14.1 percent; hard- 
ware stores, 7.2 percent; plumbing and 
heating dealers, 1.5 percent; farm im 
plement and country general stores, 
2.5 percent; lumber and building sup- 
pliers, 0.6 percent; automotive, 4.7 
percent; jewelry and music, 0.7 per- 
cent; all other, 7.8 percent. 


Best Markets 


In 1953, as in previous years, small- 
er cities and towns provided the big 
gest proportion of range sales. Com- 
munities of 10,000 to 25,000 were the 
single best market, perhaps because of 
their number, with 13.3 percent of 
the total. Cities of 100,000 to 250,000 
were second with 11.4 percent. Third 
and fourth were small towns of 1,000 
to 2,500 with 10.7 percent and 5,000 
to 10,000 with 10.5 percent. Even 
towns of 1,000 and under outdid the 
biggest cities with 8.6 percent of sales 
while urban giants like New York, 
those with populations of over a mil- 
lion, could account for only 6.5 per- 
cent of the total. 


The Sales Pottern 


During 1953, according to this 
magazine’s survey of retail sales by 
months, the volume swing in range 
sales was limited to a small 2.31 per- 
cent between the lowest and the high- 
est months. At the manufacturing 
level, according to NEMA reports, the 
swing was considerably larger, 5.5 per- 
cent between the lowest and highest 

(Continued on page 314) 
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ELECTRIC RANGE SALES by states, 1947-1953 





















































ee ook or ee 
TOTAL 
STATE 1947 1948 1949 1950 1951 1952 1953 SEVEN % 
YEARS 

Melnins. ais. on’ Aas. 8,169 10,788 7,241 11,868 7,069 5,641 7,157 57,933 62 
New Hampshire............ 6,157 7,139 4,828 7,668 5,682 3,970 5,495 40,939 44 
Vemnetis. O65; s roeessks. 3,078 3,490 2,204 3,286 2,356 1,985 2,684 19,083 20 
Massachusetts.............. 25,693 30,461 26,657 55,504 45,738 36,874 46,392 267,319 2.86 
Rhode Island.............. 7,459 7,774 6,087 12,416 11,088 8,670 12,652 66,146 7 
Connecticut............00+ 18,944 21,418 15,428 30,308 28,829 18,070 26,327 159,324 1.70 

New England........ 69,500 81,070 62,445 121,050 100,762 75,210 100,707 610,744 6.53 
Now MARS. oso. ccc. oe 56,003 74,566 52,895 99,142 86,348 53,901 71,440 494,295 5.98 
New Jeney.............5. 21,431 23,797 16,372 33,412 26,472 16,923 22,365 160,772 1.72 
Pennsylvania............... 86,432 110,579 68,322 124,154 98,545 71,242 90,355 649,629 6.95 

Middle Atlantic... ... 163,866 208,942 137,589 256,708 211,365 142,066 184,160 1,304,696 13.95 
OWe:... 3 ee 86,314 94,238 54,994 104,071 81,497 59,960 78,725 559,799 5.98 
OS EEN as Sh 44,400 58,383 35,053 . 54,956 41,857 29,354 39,874 303,877 3.25 
Wii. cs; coe 67,843 71,075 38,621 66,277 49,064 30,189 43,452 366,521 3.92 
Sidibaeie:'<. .<coicscadesds 71,987 71,393 42,610 82,709 70,548 43,456 62,366 445,069 4.76 
Wheenhs. ¢. a2 BA 31,021 41,566 25,398 42,358 33,541 21,101 29,266 224,251 2.40 

East North Central... 301,565 336,655 196,676 350,371 276,507 184,060 253,683 1,899,517 20.31 
Milnbeaie.....<. sn cteeeees 30,310 38,552 19,101 30,856 22,730 15,042 19,170 175,761 1.88 
RU. die ix atoos ce 24,272 32,840 19,836 28,482 19,265 12,953 15,975 153,623 1.64 
Plan: <casscoccdeouen 36,467 45,691 26,447 46,740 32,017 23,294 26,327 236,983 2.53 
North Dakota.............. 6,159 12,851 8,396 10,955 9,286 7,312 7,924 62,883 67 
South Dakota............. 6,155 11,740 7,346 10,407 7,623 5,014 6,007 54,299 58 
Nebraska... .. it ale 13,735 24,591 13,119 23,188 15,662 10,655 12,524 113,474 1.21 
Meno. 2. cade oe ed 11,485 17,610 9,236 18,258 12,613 8,566 10,607 88,375 95 

West North Central... 128,583 183,875 103,481 168,886 119,196 82,836 98,534 885,391 9.46 
Ciliates kath «a deek 2,647 3,173 2,414 4,565 3,603 2,403 3,962 22,167 24 
Maryland............. ets 13,271 14,754 9,446 16,432 13,999 10,969 13,163 92,034 98 
District of Columbia......... 10,840 10,630 6,717 13,876 15,385 9,610 11,119 78,177 84 
Welds od scchkidide cavdis 24,272 36,490 27,602 45,097 34,373 31,861 33,484 233,179 2.49 
West Virginia.............. 16,576 26,653 18,051 31,291 24,255 18,594 21,470 156,820 1,68 
North Carolina............. 33,862 62,191 54,994 89,100 65,696 58,915 66,967 431,725 4.62 
South Carolina............. 14,682 31,413 26,552 43,454 31,739 27,264 28,116 203,220 2.17 
Georgia. ... csvab 30,547 54,258 38,412 64,633 46,015 43,352 42,302 319,519 3.42 
OY REY ee MEE $e 35,047 53,465 43,029 77,962 56,965 49,096 60,577 376,141 4.02 

South Atlantic....... 181,744 293,027 227,217 386,340 292,030 252,064 281,160 1,913,582 20.46 
Kentucky... .. Wieck 11,366 25,067 19,521 31,404 24,255 22,042 26,582 160,237 1.71 
Tennessee. fi 42,624 75,359 60,766 95,672 60,568 54,598 59,555 449,072 4.80 
ee I 92,614 38,710 32,010 51,305 33,126 31,337 33,995 243,097 2.60 
Mississippi. .............- 7,696 12,692 10,285 15,519 10,256 10,342 10,991 77,781 83 

East South Central... 84,300 151,828 122,582 193,900 128,205 118,249 131,123 930,187 9.94 
Abbie vinkiiccicads oe 6,275 9,995 7,661 9,312 6,930 6,372 6,006 52,551 56 
L culintihs «<1: keucia: sd 4,499 5,235 3,568 8,033 4,296 3,865 4,601 34,097 % 
Chlshatae. . tiksndcosuis 6,157 10,630 5,457 8,581 5,683 5,223 6,518 48,249 52 
Texas..... 14 alee arn 28,416 38,552 24,244 47,106 31,462 24,234 29,905 223,919 2.40 

West South Central... 45,347 64,412 40,930 73,032 48,371 39,694 47,030 358,816 2.84 
Montene... ossa0 ehs he 7,933 10,471 6,507 10,590 7,623 6,163 7,285 56,572 61 
Widnes i 5, : Pega 11,011 20,149 11,649 18,806 11,227 9,296 9,968 92,106 99 
Winellie. «ives Tuc ucued 1,895 3,014 1,889 3,286 2,633 1,880 2,556 17,153 18 
oS RE RID: oil Fi 9,109 15,072 9,131 15,154 10,950 7,835 10,096 77,947 83 
New Mexico......... Sai 1,302 2,221 1,784 4,199 3,465 3,029 3,962 19,962 21 
Adbatiie, So Jskeks i 3,670 4,442 2,414 4,382 2,772 2,403 2,556 22,639 24 
ids cc is un. ees a 13,379 16,341 9,550 16,797 14,414 10,968 11,246 92,695 9 
Mowatt. «iss ce ev cheas ean 4,026 4,442 3,149 5,478 4,297 4,074 5,751 31,217 33 

Mountsin............ 52,925 76,152 46,073 78,692 57,381 45,648 53,420 410,291 4.38 
Washington.............-. 56,122 69,806 42,820 75,223 52,668 37,605 46,902 381,146 4.08 
9 NMI RE SERIF hs 39,427 54,417 32,115 53,861 37,145 29,667 31,439 278,071 2.97 
Clilitttins senisdiioce nema 60,621 66,316 37,572 67,737 62,370 37,501 49,842 381,959 4,08 

~~ 

EARS. b> 156,170 190,539 112,507 196,821 152,183 104,773 128,183 1,041,176 | 11.13 

UNITED STATES........ 1,184,000 1,586,500 1,049,500 1,825,800 1,386,000 1,044,600 1,278,000 9,354,400 100% 

















(Projected to Industry Totels from State Figures Reported by the NEMA Renge Membership Based on Their Own Shipments) 
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Electric 
Water Heaters 








RETAIL VALUE $ 131,175,000 
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[| 720,000 UNITS 


- $ 95,040,000 


Continuing building boom 
and stable distributional 
base help keep sales dip con- 
siderably smaller than for 
most other old-line appli- 
ances. Sales of 775,000 units 
only one percent off 1953 


HANKS to a continuing high level 
of home construction and _ its 
own stable distributional base, 
the electric water heater maintained a 
fairly high rate of manufacturers’ sales 
in 1954-—a feat which was not dupli 
cated by many other major appliances. 
The first of these two reasons, while 
good for the industry as a whole, does 
not necessarily mean that appliance 
dealer sales improved or even stayed 
at the previous level, because many 
units are sold to and by home builders. 
In 1953, the most recent year for 
which there are figures, NEMA mem- 
bers reported that direct sales by dis 
tributors and factories to builders, 
apartment houses and the government 
accounted for 8.5 percent of water 
heater volume, more than any previous 
year and a considerable jump from 
the percent reported in 1948 
However, in the same year appli 
ance dealers recovered some of the 
business they had lost the year before, 
selling 30.2 percent of the appliance 
as compared with 26.7 in 1952. This 
was a reversal of a four-year downward 
trend, but there is nothing to indicate 
that it is a permanent reversal while, 
on the other hand, there is every rea 
son to believe that builders will con 
tinue to take a larger and larger share 
of the business so long as home build- 
ing continues to boom and it is prob- 
ably a good guess that builders in 
creased their share to about 9.4 percent 
or better in 1954 
The stable distributional base en 
joyed by water heaters is both an ad 
vantage and a disadvantage—an advan- 
tage because sales are fairly constant 
but a disadvantage in that it accompa 
nies a relatively small volume. Some 
kind of a water heater is essential in 
every home, but people don’t replace 
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them except when they are worn out 
and, in the case of new homes, con- 
sumers too often have little or nothing 
to say about what size or type of heater 
they want. 


Competitive Odds 


The chief competition, of course, is 
the gas water heater, which, with esti- 
mated 1954 sales of around 2,225,000 
units, outsells electric models at a rate 
of about three to one. Unfortunately, 
it’s not always competition in the pure 
sense that implies remedies through 
greater or improved sales efforts. Even 
though tests conducted at the Dept. 
of Agriculture’s Beltsville station in 
1952 produced pretty conclusive evi- 
dence that electric heaters are more 
efficient, there are areas where fuel 
costs favor gas units. And, of course, 
cheaper initial prices for gas models 
exert a strong influence over specula 
tive buikders, apartment house owners 
and the like who are interested pri 
marily in the smallest possible invest- 
ment, 

Perhaps the single biggest reason 
why many gas models have been 
cheaper is that they are generally 
smaller in capacity. Since there are no 
“off-peak” rates for gas and it is not 
necessary to heat the water at night for 
use during the following day as in the 


$ 100,750,000 


case of electric heaters, there is no need 
for large tanks. However, this is one 
competitive advantage which gas may 
not perpetually enjoy. 


Higher Wattages Coming? 


One electric water heater manufac- 
turer, writing to this magazine about 
the industry, says “two things could be 
done to improve the sale of electric 
water heaters—(1) active promotion 
by utilities and (2) standardization of 
utility requirements as to wattages, 
with increased wattages over present 
standards to give the user better serv- 
ice. In my opinion, the old NEMA 
standard of 20 watts per gallon in the 
bottom (of the tank) and 30 watts per 
gallon in the top is old fashioned and 
extremely unrealistic.” 

Another manufacturer sees this pro- 
gram already in progress. He says, 
“1954 saw the start of a program 
which could double or triple the pres- 
ent volume of this appliance. Briefly, 
this program provides for a smaller 
size eo with higher wattage ele- 
ments. Thus you accomplish low in- 
itial cost to the purchaser plus better 
performance, because the higher watt- 
age elements would provide recovery 
the equal of gas. Performance rather 
than the cost of operation has been 
one of the deterrents to the electric 
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1954 1953 
775,000. Units Sold 780,000 
$130 Average Retail Price $132 
$100,750,000 Retail Value $102,960,000 
(an, 1955) Can. 1954) 
6,805,000 Homes Owning .». 6,359,600 
37,982,000.. Homes Without... . «37,220,400 
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water heater reaching a much higher 
volume. The industry problem yet to 
be accomplished is in getting the elec- 
tric utility in agreement and win their 
approval for the sale of a high wattage 
heater for installation on their lines.’’ 

There is the rub—“getting the elec- 
tric utility in agreement.” It’s during 
the day when power demands are at 
their highest that people use the most 
hot water. Fast recovery, high wattage 
electric units would add to this drain 
on utility resources, further unbalanc- 
ing their transmission load. It is not 
immediately likely that combination 
utilities (selling both gas and clectric- 
ity) or electric utilities with inade- 
quate reserve capacity are going to 
rush to stamp the program with ap- 
proval. But as utilities increase their 
reserve capacities and become more in- 
terested in residential load building 
there should be some progress made. 


Saturation in Three-Wire Homes 


Inadequate wiring is also a handicap 
to electric unit sales. Homes with 120 
volt service can’t install electric water 
heaters (or replace gas units with 
them) unless they have some addi- 
tional wiring—which runs up the cost. 

Oddly enough, there is still a lot 
of room for improved acceptance even 
among those homes which do have 
220 volt wiring, but there is no statisti 
cally accurate figure on how many 
Manufacturers estimate electric water 
heater saturation in homes with three 
wire service anywhere from seven to 
50 percent. Even if it averages 20 per- 
cent, that leaves many millions of 220- 
volt homes without electric water heat- 
ers—-which would seem to be an obvi- 
ous market for intensive promotion. 

Installation costs, despite inadequate 

(Continued on page 316) 
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WATER HEATER SALES by states, 1947-1953 









































TOTAL 
STATE 1947 1948 1949 1950 1951 1952 1953 SEVEN // 
YEARS 

Maine....... 6,492 10,352 5,407 6,496 5,969 4,309 4,945 43,970 73 
New Hampshire... . ' 3,246 5,125 3,217 3,445 3,399 2,331 3,043 23,806 39 
WI oad 5 es ss 3,246 2,665 1,164 1,476 2,155 1,342 1,369 13,417 22 
Massachusetts. ep 8,656 11,992 16,976 28,247 17,575 18,292 17,952 119,690 1.97 
Rhode Island. . . 2,164 3,178 2,601 3,346 3,316 2,472 2,358 19,435 .32 
Connecticut. . . 15,148 17,425 10,815 15,747 15,088 10,030 11,867 96,120 1.58 
New England. «2 38,952 50,737 40,180 58,757 47,502 38,776 41,534 316,438 5.21 
New York..... pte ee 40,034 42,127 32,172 44,486 40,206 34,044 37,807 270,876 4.46 
New Jersey. ... 22,722 17,835 13,553 19,290 15,917 14,197 13,845 117,359 1.93 
Pennsylvania, ..... . ae 78,986 78,105 53,254 81,590 68,227 57,422 57,965 475,549 7.83 
Middle Atlantic... ... 141,742 138,067 98,979 145,366 124,350 105,663 109,617 863,784 14,22 
Ohio... ea oea 68,166 52,993 32,925 57,773 52,559 42,589 48,989 355,994 5.86 
Indiana , cae 55,182 43,768 28,133 44,682 36,310 27,405 34,155 269,635 4.44 
Illinois... hs abe cat 58,428 44,075 29,707 40,352 32,082 24,156 29,591 258,391 4.26 
Michigan +p 42,198 41,410 24,710 32,282 31,999 29,029 36,285 237,913 3.92 
Wisconsin. . ete. 38,952 39,360 27,859 37,695 32,497 24,650 27,842 228,855 3,77 
East North Central... . 262,926 221,606 143,334 212,784 185,447 147,829 176,862 1,350,788 22.25 
Minnesota... .. ee 41,116 34,339 16,497 22,735 17,326 16,881 17,268 166,162 2.74 
lowa... ee 34,624 32,082 23,684 31,298 24,787 18,858 20,843 186,176 3.07 
Missouri . vs 35,706 29,110 19,166 27,164 24,704 19,705 18,485 174,040 2.86 
North Dakota.............. 4,328 8,098 4,723 6,102 5,803 4,591 4,945 38,590 63 
Souths Dane. s.<. 5 navies oc 6,492 7,892 6,571 8,661 7,378 6,922 6,314 50,230 83 
LORE Ee 16,230 14,555 9,104 11,909 9,451 7,487 7,683 16,419 1.26 
On es ee ae 8,656 7,277 4,312 5,019 4,062 2,825 2,586 34,737 57 
West North Central... 147,152 133,353 84,057 112,888 93,511 77,269 78,124 726,354 11.96 
RING 5 a5 SK a ines 2,164 2,768 2,053 2,953 2,901 2,189 1,902 16,930 .28 
Maryland........ as 11,902 9,942 6,366 12,499 11,855 10,595 10,346 73,505 1,21 
District of Columbia... .. . 8,656 5,228 3,902 5,610 4,394 5,227 4,336 37,353 61 
RE ss iwc tas 25,968 28,700 21,972 29,329 22,714 26,204 25,179 180,066 2.97 
West Virginia.............. 11,902 14,145 8,214 11,712 11,026 9,606 9,813 16,418 1.26 
North Carolina............. 35,706 46,432 39,222 58,461 48 662 45,697 50,054 324,234 5.34 
South Carolina............. 18,394 27,060 16,770 26,967 25,782 21,401 21,908 158,282 2.61 
SOO cvs ose ss vs bebe e 32,460 32,698 19,645 33,660 33,326 29,736 24,494 206,019 3.39 
Florida. . . Vannes jes 45,444 47,253 31,008 54,328 51,481 44,215 50,891 324,620 5.35 
South Atlantic. . 192,596 214,226 149,152 235,519 212,141 194,870 198,923 1,397,427 23.02 
Kentucky...... eab ie hake, % 11,902 14,042 8,556 13,090 12,103 12,078 12,247 84,018 1,38 
Tennessee. +s pa oeae 40,034 37,310 23,204 33,266 26,279 23,095 22,365 205,553 3.39 
epee... . <, - .ise dab e 22,722 21,628 14,854 21,062 15,171 14,126 13,540 123,103 2.03 
Wises... 6000s eS 5A10 7,277 3,765 4,232 3,399 3,249 3,119 30,451 50 
East South Central... . 80,068 80,257 50,379 71,650 56,952 52,548 51,271 443,125 7.30 
Pibatie. xsicas 43808 5,410 5,330 3,902 3,937 3,233 2,260 2,054 26,126 43 
LeOERS. . sc radhanaee 2,164 2,767 2,327 2,263 2,321 1,625 1,902 15,369 25 
NN Re 2,164 3,280 2,122 1,575 1,244 1,130 989 12,504 21 
Ws vice o> > cide: Ga 15,148 16,605 10,131 14,763 11,440 8,757 9,357 86,201 1.42 
West South Central... 24,886 27,982 18,482 22,538 18,238 13,772 14,302 140,200 2.31 
Noeaiinas. ss) a Sia 5,410 5,535 3,560 4,035 2,653 2,401 3,347 26,941 AS 
Idaho..... saxcd bite es os 14,066 13,838 8,556 8,956 5,471 4,520 5,477 60,884 1.00 
Pe es re 1,082 1,537 890 886 663 565 609 |. 6,232 10 
Colorado... ick ait 12,984 10,250 7,872 9,645 7,130 5,192 5,173 58,846 97 
New Mexico « uhoks 1,082 1,333 1,232 1,476 1,492 1,271 1,293 9,179 15 
Arizona... ay eo eae 5,410 3,690 1,848 2,067 1,658 1,413 1,597 17,683 29 
Utah... .. ast cter 15,148 12,095 7,803 11,220 7,627 7,557 7,531 68,981 1.14 
Nevada... wi ae 5,410 3,177 2,943 4,429 4,228 5,227 5,021 30,435 50 
____Mevuniain. . ss 60,592 51,455 34,704 42,714 30,922 28,746 30,048 279,181 4.60 
Washington.............. 40,034 38,437 23,821 27,754 19,067 15,115 24,114 188,342 3.10 
Oregon. .. Pas Y 28,132 36,490 20,740 27,066 15,834 13,420 14,073 155,755 2.57 
OS Se ee 64,920 32,390 20,672 27,164 25,036 18,292 21,832 210,306 3.46 
SL, 1 6» alounaias 133,086 107,317 65,233 81,984 59,937 46,827 60,019 554,403 9.13 
UNITED STATES........ 1,082,000 | ¥ 1,025,000 684,500 984,200 829,000 706,300 760,700 6,071,700 100% 





























(Projected to industry Totals from State Figures Reported by Portion of NEMA Water Heater Membership Based on Their Own Shipments.) 
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Room Air 
Conditioners 


The industry hits all time 
highs in production, sales 
and in inventory on hand at 
the end of the season. De- 
spite this, many firms expect 
sales to hit new peak in 1955 


RODUCTION and sales of room 
| air conditioners reached an all 

time high last year that’s 
only half the story. 

While factory shipments climbed to 
1,2 million units (compared to 1.045 
in 1953) and retail sales edged over 
the million mark (750-850,000 in 
1953) inventories also jumped to 
record-breaking levels. By the end of 
the season there was some difference 
of opinion on how many units re- 
mained unsold but most people were 
willing to accept 600,000 as reason 
ible. 


but 


How It Happened 


In 1953 manufacturers underesti 
mated the market and production con 
tinued virtually all year long, first to 
try to squeeze some units out to meet 
the summer demand, then to get an 
early start on stockpiling for 1954. 
rhe size of the industry stockpile on 
January 1, 1954, was unprecedented 
and was tangible evidence of the 
trade’s optimism over the year coming 
up. By the end of the first quarter 
565,000 units had been shipped 
and at the end of May factory sales 
stood at 903,000. By then, however, 
most firms had begun to realize that 
sales were not materializing as ex- 
pected and shipments in June were 
only 160,000 units. This fell to 106, 
00 units in June and July combined 
and August sales were less than 8,000 
units, 

The fact that production has been 
cut back so much in the final months 
of the year has produced one surpris 
ing result. Despite the heavy carry- 
over inventory, the industry is likely 
to go into 1955 with lower stocks on 
hand than it did last year. That's be- 
cause there was heavy advance produc 
tion on 1954 models during 1953 


PAGE 112 


@ 200,000 UNITS 
1950 RBM eetaic vatue $ 62,646,000 


evsescccoceee o- ici a 237,500 UNITS 


1951 BRR § 80,393,000 





Ge) Ge) @ 380,400 units 





1952 FI «5 «129,703,000 


ee & & SS & |,044,700 units 
1953 


1,230,000 
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while advance output on 1955 units 
during the year just ended has been 
extremely limited. 


What About 1955 


All this leads many people in the 
industry to think that next year may 
produce another sell-out on room air 
conditioners. The troubles of last sum 
mer completed a four year cycle in 
which the industry has regularly over 
estimated or under-estimated the mar 
ket. If this pattern continues 1955 
could be an exceptionally good year 
for the industry. 

All sorts of projections are being 
made on this point and all of them 
combine a number of variables. As an 
example of what could happen con- 
sider this sample projection: Since the 
industry sold slightly over a million 
units at retail this year, it’s reasonable 
to assume that the 25 percent increase 
wil} continue and that 1.3 million 
can be sold in 1955. For an adequate 
carry-over stock from 1955 into 1956 
you would need about 300,000 units 
That means the industry would have 
to have 1.6 million units on hand 
during 1955, About 600,000 of these 
are already available from this year’s 
carry-over and this means that a mil 
lion units would have to be produced 
during the year. Many sources in the 


industry think that production will be 
much lower than a million units. 
Some guess as low as 400,000, others 
as high as 1.2 million. But the group 
guessing less than a million is sizable. 
If their thinking is correct the industry 
will face a sell-out condition again in 
1955. 
The Retail Picture 


If sales edged past the million mark 
last year it means that the industry 
chalked up a 25 percent gain over 
1953. This is a remarkable improve- 
ment when viewed by itself but loses 
some of its glitter when you remem- 
ber that many in the industry were 
pegging their hopes on a 50 percent 
increase. 

As predicted in last year’s market 
study, three factors furnished the ma- 
jor headaches for the industry during 


1954. They were price cutting, in- 


creased competition, and dependence 
on weather. Of the three, the abnor- 
mally mild summer enjoyed by most 
parts of the country during 1954 was 
probably the principal villain. In one 
Middle Atlantic city, evening tempera- 
tures did not go above 70 degrees 
once during the summer. As the mild 
weather continued into the summer, 
price cutting (complicated by the in 
tense competition for a share of the 


TWO YEARS STATISTICAL SUMMARY 


Air Conditioners, Room 


1954 1953 
1,230,000 Units Sold 1,044,700 
$340.. Average Retail Price . $335 
$419,298, 000 Retail Price $349,514,000 
(an. 1955) (an. 1954) 
2,006,300... Homes Owning 1,150,000 
42,780,700. Homes Without 42,430,000 

JANUARY, 


market) began to demoralize the in- 
dustry. 

(There were exceptions to this 
weather pattern, notably in the mid- 
west. In these regions extended hot 
spells produced temporary sell-outs but 
surplus stocks from other areas soon 
poured into these regions.) 

The seasonal selling problem has 
plagued the industry ever since its 
birth and most manufacturers have 
now decided that, within limits, they 
must learn to live with it. They reason 
that relatively few people are going to 
invest in an air conditioner ahead of 
the season. All they can do, say these 
manufacturers, is to make every effort 
to convert everyone of these prospects 
into customers before the hot weather 
hits. Beyond that, the bulk of sales 
will be made during warm weather— 
as they always have been. 

A modest improvement in seasonal 
selling was apparent in 1953 (the 
latest full year for which monthly 
reports by dealers are available.) In 
1952 almost 87 percent of the year’s 
sales were registered in the four 
months from May through August. 
In 1953 only 71 percent of sales were 
registered in these four months 
Month by month the two years’ retail 
volume compares this way: 


1952 1953 
January 1.00 1.31 
February 1.45 2.98 
March 1.92 6.78 
April 428 10.6) 
May 12.60 20.94 
June 32.48 26.77 
July 26.89 16.55 
August 14.83 6.88 
September 2.18 2.48 
October 80 1.84 
November 58 1.17 
December 9 1.69 


Comparable = for 1954 will 
(Continued on page 320) 
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ah Aere'’s WAY... 


* today’s most powerful sales-feature, “NO LUGGING, NO 
TUGGING!” Puts Lewyt in a class all by itself! 


2 ONLY LEWYT GIVES YOU 15 MORE BIG FEATURES! 
® New Power Dial! Instant dust disposal! Automatic deodor- 
izing! 5 dust filters! Carries all tools! 4-way rug cleaning! Plus 
many, MANY more! 
ONLY LEWYT IS PRE-SOLD BY A MULTI-MILLION 
* DOLLAR AD DRIVE! Color ads every week in America’s 
biggest, best-read magazines! 15,000 outdoor posters! 98,168 radio 
and TV spots! 
4 ONLY LEWYT BACKS YOU WITH A COMPLETE MER- 
* CHANDISING PROGRAM! Market Place demo-display! 
Window, store displays! Use-the-user plan! Newspaper mats! 
Folders! Radio spots! TV films! 
5 ONLY LEWYT GIVES YOU 21 TESTED PROMOTIONS! 
* Traffic-boosters like the “Free Hostess Apron!” Sales 


builders like the “Free $29.95 Knife Set” that let you show a 
profit on trade-ins! 


fa ..- AND LEWYT HAS THE ENDORSEMENT OF THE 
® PROFESSIONAL RUG CLEANERS... official association of 


professional rug cleaners, owners and operators of professional 
rug cleaning plants. 


VACUUM YOUR RUGS DAILY. Have them pro- 


e NIR y fessionally cleaned at least once a year by a professional 


rug cleaner. 


LEWYT CORPORATION, Dept. M-1, 84 Broadway, Brooklyn 1), N. Y. 
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Furniture Mart « Chicago « Jan. 3 thru 14 









SEE US IN OUR NEW QUARTERS 
SPACE 536-B - 5th FLOOR 








Also sold through leading Canadian Distributors 
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The industry 


seven million; 


300,000 color sets 


HE. television industry last year 
produced 7.3 million sets and 
sold, at retail, something in ex- 
cess of seven million units. 

‘The latter figure is probably an all 
time record for the of era while the 
a total is the second best in 
story 
hese accomplishments were regis 
tered in a year which began with 
manufacturers looking forward to an 
output of only five million units and 
with dealers extremely pre-occupied 
with the damage color 'T'V would do 
to their black and white business 
Relatively early in the year, how 
ever, retail sales picked up encourag 
ingly and by early summer the in- 
dustry was raising its sights. It wasn't 
until fall, however, that it became 
clear just how good a year 1954 actu- 
ally would be. 


Production Picks Up 


You can see evidence of this reversal 
of thinking by examining the year's 
production figures. Early in the year 
monthly totals were as much as 40 per- 
cent off comparable 1953 figures. By 
the end of June cumulative production 
was lagging more than 25 percent be 
hind 1953. In June, however, the 
turning point was reached and output 
in that month was slightly better than 
in June of 1953, The July figure 
dipped slightly below 1953 but begin- 


ning in August the monthly totals 
moved out strongly ahead of 1953 
levels. 

September output was 23 per 


cent ahead and by November the in 
dustry was setting all-time production 
records. 

For the week ending November 20 
production hit 243,000 units, some 
5,000 better than the previous record 
established just three weeks earlier. The 
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confounds 
everyone by turning out 7.3 
million units and selling over 
in the year 
ahead output should hit 6.6 
million black and white sets, 











is a Te 


1954 ,~37,400,000 


243,000 total was almost 100,000 
better than the corresponding week in 
1953. Since cumulative produc tion at 
that time was only 400,000 behind the 
1953 figure it was obvious that three or 
four more weeks would move the in 
dustry right back on a level with 1953, 
until this time the second best year in 
industry history. 


The Other Side 


Left right here the industry’s 1954 
picture is an encouraging one. ‘There 
are aspects of the 1954 picture, how 
ever, which must be considered to put 
the year in perspective. For one thing, 
much of the business was done on 
low-end sets and profit margins were 
in many cases hardly satisfactory. Sec 
ond, UHF telecasting, on which the 
industry had pinned many hopes for a 
broadly expanded markets, experi- 
enced a very rough year in 1954. 
Finally, some people are afraid that the 
industry may close out the year with 
an inventory problem similar to (but 
»robably not as bad as) last year’s. By 
fate November some trade sources 
were expressing concern over the in 
ventory level at that moment.’ Good 
Christmas sales (or possibly some slow 
down in production in December) 
may well have prevented this from be 


coming a real headache at year’s end. 
Color Moves Slowly 


While consumer demand last year 
alleviated one of the industry's two 
January headaches, consumer apathy 
did much to relieve the second—color 
television. It’s by no means certain 
that color at any time exercised any 
real restraint on black and white sales— 
but few dealers would have accepted 
any such statement a year ago. Re- 
tailers were worried that widespread 
publicity on color would drive many 
people out of the market. The lack of 
consumer interest, the small screen 
sets at first available, and the big price 
tags on these sets served finally to re- 
assure the dealer and by late summer 
when big tube sets made their bows 
dealers took them in stride. 

As far as production is concerned, 
color hardly got off the ground in 
1954. A figure of 35,000 is now 
garded as tops for the year’s output. 
Guesses on color output for next year 
vary from 50,000 to 750,000. Aver 
aged out, these guesses predict 300,000 
color sets for next year. 

Color’s problems are still fairly 
obvious. Price is certainly the most 
telling of the handicaps since the 19 
and 21-inch screens now available pro 


TWO YEARS STATISTICAL SUMMARY 


Television 

1954 wd 195 3 
7,300,000 Units Produced 7,215,000 
$238 Average Retail Price $280 
$1,737,400,000 Retail Value $2,020,200,000 
(Jan. 1955) (an. 1954) 
33,200,000 Homes Owning 27,666,000 
11,587,000 Homes Without 15,914,000 


*NBC Estimate 


include installations 


in restaurants, hotels, etc 
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vide adequate “big screen” color. Pro 
gramming has been stepped up con 
siderably but it is still limited, pal 
ticularly in the hours when stores ar 
normally open for demonstration. 

While color poses no immediate 
threat to black and white sales, each 
passing month brings the time closer 
and closer when the average customer 
is going to be able to weigh purchase 
of a monochrome set today against the 
availability of a reasonably-priced color 
set tomorrow. Realization of this 
should cause no panic in the industry 
but it should lead many people to give 
some thought as to how this transition 
can be best accomplished. 


UHF Problems 


There’s little to be said at the 
moment about the situation confront 
ing UHF telecasters. It became ob 
vious quite early that programming 
was the vital key to success. In those 
areas where UHF stations have been 
able to build up their programming 
the higher-channel stations have suc 
ceeded. In areas where they must 
compete with VHF without the ad 
vantage of top notch programming 
they have experienced tough going 
and a substantial number have gon« 
off the air. The problem affects the 
set makers of course, but is so much 
broader that there is little that can be 
said here as to its eventual outcome 
The economics of broadcasting and 
governmental actions will play a larg: 
part in the ultimate solution of th 
problem. 


Covering the Country 


The rate of new station building 
was slowed down considerably during 
the vear. There were about 
tions on the air on December 31, 

Continued on page 318 
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RADIO TELEVISION 
STATE 1951 1952 1953 THREE % 1951 1952 1953 THREE % 
YEARS YEARS 

Maine... ...... RGAE A TP 62,379 58,931 34,591 155,901 71 5,019 11,022 60,574 76,615 43 
New Hampshire............. 19,965 17,324 19,225 56,514 6 15,848 22,706 22,396 60,950 34 
PE te AE SER 15,403 14,619 15,797 45,819 21 3,062 7,311 12,511 92,884 43 
SE ae tBay oe 218,793 215,149 232,577 666,519 3.04 231,755 244 688 196,152 672,595 3.75 
Rhode Island. .;............. 37,493 29,759 42,477 109,729 .50 38,241 37,508 27,399 103,148 57 
Connecticut............-...- 88,632 90,461 100,840 279,933 1.98 122,815 126,876 94,194 343,815 1,92 
NewEngland.......... 442,665 426,243 445,507 | 1,314,415 6.00 416,740 450,111 413,156 1,280,007 7.14 
Mow Vadis. oii dn cekas 857,927 827,256 960,139 | 2,645,392 12.08 116,419 736 956 595,293 9,108,668 | 11.76 
New Settle oo. ck. alc e00e 993,146 236,798 271,332 731,276 3.34 237,171 242,864 180,112 660,147 3,68 
Pennsylvania “7 RDS et 3 566,780 524,971 563,553 1,655,304 7.56 540,489 531,021 548 845 1,620,355 9.04 
Middle Atlantic....... 1,647,853 | 1,589,025 | 1,795,024] 5,031,902 22.98 1,554,079 | 1,510,841 | 1,324,250 4,389,170 | 24.48 
Ohio. . i 6=6—s 408 AAD 428, 206 460,936 | 1,297,591 5.93 475,043 462,010 381,204 1,318,957 7,35 
indiond... iis idWece.. 203,711 158,429 169,487 531,627 2.43 160,176 220,355 229,601 610,132 1.41 
Ilinois ie, pe NA | 448 572 443,912 562,751 1,455,235 6.65 350,643 348,412 426,867 1,125,922 6,28 
Michigan . Ita es aaa’ 299, 940 249,130 347,308 896,378 4.09 281,515 262,525 264,703 808,743 4.51 
Wiecentl. livin cis tees ~~ 171,583 142,331 146,751 460,665 2.10 86,614 95,361 173,710 355,685 1,98 
East North Central... 1,532,255 | 1,422,008 | 1,687,233 | 4,641,496 21.20 | 1,353,991 | 1,388,663 | 1,476,085 4,218,739 | 23.53 
Minnesela,:; cresCibine cena 131,868 115,772 109,956 357,596 1.63 78,094 88,608 127,025 293,727 1.64 
lowe, . cre easisdever cee! 127,425 106,057 86,359 319,841 1.46 85,702 106,571 160,581 352,854 1.97 
RE Sg A ee 197,512 191,393 183,696 572,601 2.62 151,188 161,736 164,465 477,389 2.66 
North Dakota. .............. 44,608 34,157 21,438 100,203 46 42 338 20,698 21,078 12 
South Dekote.........-0-0+0: 41,400 32,581 29,719 96,700 44 922 1,574 91,071 93,567 13 
Mabaadittil f iiiak cess akeeeel 77,254 57,224 49,806 184,284 84 45,301 52,862 63,954 162,117 90 
Meson. ii tu, aids Ck oo deen 116,761 91,523 73,993 282,277 1.29 24,513 38,916 104,642 168,071 94 
West North Central.... 736,828 628,707 547,967 | 1,913,502 8.74 385,762 450,605 662,436 1,498,803 8.36 
Delon. ois hkees << <4 ; 20,848 21,200 22,246 64,294 29 15,796 19,756 15,685 51,237 29 
bieadiei ka 100,193 109,659 107,774 317,626 1.45 95,492 109,389 79,219 284,100 1.58 
District of Columbia. ......... 72,556 74,871 80,216 297,643 1.04 59,561 60,989 52,295 172,775 96 
Virginia... . i, 6 i i iin 119,724 122,004 115,667 357,395 1.63 71,920 112,652 128,776 313,348 1.75 
West Virginia............... 97,499 84,962 60,785 243,246 1.11 30,331 68,656 90,230 189,217 1,06 
North Carolina.............. 181,338 157,503 149,194 488,035 2.23 80,158 129,685 123,703 326,546 1,82 
Setth Corcling,:....cesvees’ 74,612 74,971 58,517 208,100 95 18,349 30,781 65,670 114,800 64 
Georgia.......... it, 866 169,096 184,989 132,097 485,482 2.29 65,898 109,508 118,731 294,067 1.64 
= re ere 170,923 178,503 156,071 505,497 2.31 51,305 97,232 137,402 285,939 1.60 
South Atlantic......... 1,006,789 | 1,007,962 882,567 | 2,897,318 13.23 488,740 731,648 811,641 2,032,029 | 11.34 
_Le Ca RE 106,616 109,963 99,647 316,096 1.44 31,004 83,054 90,999 335,530] 11 
Tennessee. ... fe ere 141,865 125,807 116,859 384,531 1.76 47,918 77,596 114,355 239,869 1.34 
Alabama...... pra ey tae 126,287 123,824 91,592 341,703 1.56 41,938 75,311 96,592 213,841 1.19 
Mississippl....s.c-ss0ees- 72,265 65,782 54,661 192,708 88 6,525 24,460 48,043 79,028 44 
East South Central... 447,033 425,376 362,759 | 1,235,168 5.64 157,665 260,621 349,982 768,268 4.28 

pe ee EE 74,575 68,629 59,969 196,173 89 8,681 16,394 50,777 75,852 0) 
Cauhiiiiie cg. Fetes cots soe’. 127,013 198,087 105,742 360,842 1.65 27,715 65,048 103,197 195,960 1,09 
re Oe” hes ee 108,574 96,835 75,351 280,760 1.28 45,717 101,056 114,426 261,199 1.46 
Tesiten tsi ctieis.<trvemesa 404,190 373,541 320,990 | 1,098,791 5.02 123,952 290,941 378,958 793,851 443 
West South Central.... 714,352 667,092 555,052 | 1,936,496 8.84 206,065 473,439 647,358 1,326,862 7.40 
Databank iad tes dies ones 39,367 26,165 25,619 91,151 “At 193 193 11,652 11,968 07 
Whe. Fash Sih nko os oni 31,056 24,090 16,021 71,167 33 59 1,452 26,301 27,805 15 
Wyenhiitie):ai5 s. Sekvades 17,518 14,994 11,598 43,340 20 77 2,507 4,058 6,642 04 
Chatting 84,692 53,290 52,313 190,295 87 64 98,216 71,456 169,736 95 
New Mexico... .4.0.--.00:. 33,699 27,661 24,728 86,088 39 4,225 9,425 21,875 35,525 20 
Atelitite: Fea eke. flees: 38,741 47,319 34,710 190,770 55 19,561 25,141 38,992 16,694 43 
Uealis «ot PMR cok wee 39,015 27,894 23,371 90,280 AI 22,673 38,554 38,683 99,910 56 
Novedse Sai i Abdio tes, . 9,221 8,925 9,278 27,424 13 129 111 11,483 11,716 06 
Mountain............. 293,309 229,568 197,638 720,515 3.29 39,897 175,599 224,500 439,996 2.46 
Washington. ..... ao §8§« 141,799 96,283 103,316 341,378 1.56 55,412 111,379 145,944 312,735 1.75 
Chet ccb erin cs 104,999 67,968 56,500 229,467 1.05 40 44,413 86,691 131,144 13 
b Coltbeatitiiiee, iim... tek. 520,948 506,562 609,150 | 1,636,660 7.417 437,172 577,186 514,512 1,528,870 8.53 
Pelle ck. cs. 767,726 670,813 768,966 | 2,207,505 10.08 492 624 732,978 747,147 1,972,749 | 11.01 

| "F666, 794 | 7,845, 115 | T1898, 17 | TOOT 89S, SET | S174, 808 | S,886,858 | 17,996,683 | 100 




















Radio and Television Set Shipments to Dealers as reported by Radio-Electronics-Television Mfrs. Assn. 
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Both unit sales and dollar 
volume drop sharply in 1954 
but most people in the indus- 
try look forward to a better 


year in 1955 


ADIO sales, which took a step 
R ahead in 1953, took two steps 
backward in 1954, 

Factory sales of home, portable and 
clock sets totaled only 6.4 million last 
year, as against almost 8.2 million an 
1953. This drop, coupled with a some 
what lower average price, pushed the 
industry's volume at estimated retail 
value > ll to $193.1 million, com 
pared to $268.8 million in 1953. 

On the brighter side it must be 
noted that radio began to show some 
signs of recovering as the year wore 
on and final figures are better than 
those at the end of three, four or five 
months would have indicated. 


Looking Ahead 


In addition, the annual “guessti 
mates” of sales in 1955 made by sales 
managers attending RETMA’s an- 
nual fall meeting show that the group 
looks for better radio performance 
in 1955. Averaged out, their guesses 
yegged radio output at 6.9 million in 
Yo8s (plus 3.8 million auto sets). 

Some long range guesses are even 
more optimistic. Frank Mansfield of 
Sylvania feels that from 1957 through 
1959 sales will average 7.8 million a 
year and that from 1960 to 1962 the 
average will be 8.5 million. In any 
such projection the job of merely re 
placing worn out radios provides an 
encouraging base for predicting future 
sales levels 

One more indication of how busi 
ness has slipped can be seen by refer- 
ence to a recent RETMA report show 
ing average dealer sales for the year 
ending June 30, 1954. The associa 
tion’s dealer census showed that there 
were 107,100 firms engaged in selling 
radio and/or television. In the year 
ending June 30 the average dealer 


1952 


@ 9,849,300 UNITS 


S$ 433,647,600 RETAIL VALUE 


ES @ ap & @ aw GB | 0,261,390 unis 


$ 261,377,100 


1951 
Ex BQ a Ea BD op E 7,692,000 UNITS 


@ ao ES @& aE «125,700 units 
1953 S$ 268,803,900 


A) oy Fa @AY) § 6,415,000 UNITS 
1954 $ 193,135,700 


sold 61 radios, exclusive of auto radios. 
This compares to a figure of 74 for 
the previous year ending june 30, 
1953. Although the census does not 
break dealers down as-exelusively radio 
or TV dealers, it does indicate that 
43.9 percent of the outlets selling 
radio and/or ‘I'V were appliance-ra- 
dio-TV stores, 18.9 percent were fur- 
niture stores, 11.1 percent were hard 
ware stores; 10.1 percent were depart- 
ment and ssneeil merchandise stores 
and 16 percent were classified as mis 
cellaneous types. 


Sharing the Market 


Although all types of radio suffered 
setbacks in 1954, portables performed 
relatively better than the home or 
clock sets. Portable production was off 
only 12.4 percent while clock, home 
and auto types were all off by more 
than 30 percent. This change ac- 
counted for a slight shift in the share 
of total business done by each type. 
Home sets accounted for 48.95 per 
cent of the 1954 total; in 1953 these 
sets made up better than 53 percent 
of the total. Portables climbed from 
21.2 percent of the market at 23.77 
percent and clock sets also increased 


their share of the market (from 24.93 
to 27.28 percent). 

Thus the 1954 and 1953 figures 
show little significant variation. If you 
go back three years, however, you will 
find that the complexion of the mar- 
ket has changed quite rapidly. In 1951 
clock radios accounted for less than 
nine percent of the total, portables 
took only 15 percent and home sets 
accounted for almost 77 percent. 


Penetration vs. Saturation 


In radio, where a 90 plus “satura- 
tion” has prevailed for at least eight 
years, emphasis nowadays is on “‘pene- 
tration.” A study conducted last May 
(for the Advertising Research Foun- 
dation by Alfred Politz Research, Inc.) 
showed that 94.7 percent of house 
holds had radio sets in working order. 
That meant a total of 100,920,000 
sets in working order, including 26,- 
180,000 auto sets. In TV households, 
97.1 percent have at least one radio 
in working order, 75.6 percent have 
two or more and 42.8 percent have 
three or more. In radio-only house- 
holds 52.5 percent have two or more 
and 20 percent have three or more. 

Of particular interest is the fact 
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Radio Receivers 


1954 


1953 





3,140,000 
$28.75.. 
$90,275,000 


1,525,000. . 
$31.83.. 
$48,540,700 


1,750,000.... 
$31.04.... 
$54,320,000 


HOME Units Produced. . . 
.. Average Retail Price. . . 
... Retail Value 


PORTABLE Units Produced 
.. Average Retail Price. . 
Retail Value 


. CLOCK Radios Produced. . 
.. Average Retail Price. . 
Retail Value 


4,403,000 
$31.50 
$138,694 500 


..1,741 600 
$34.86 
$60,712,000 


.. 2,041,100 
- see. $34.00 
$69,397,400 


that in radio-TV homes about 80 
percent of the radios are not in the 
same room as the TV set. Radio has 
moved all over the house in these 
proportions: 


Automobiles 

Living rooms 

Bedrooms 

Kitchens 

Dining rooms 

Dens, studies, libraries 
Other locations 


26,180,000 


Other breakdowns in the study in- 
dicate that 98.8 percent in the upper 
economic brackets own radio while in 
the lowest income group only 85.7 
have sets. Ownership is highest in 
the North Central region (96.9 per- 
cent) and lowest in a. South (90.8 
percent). Metropolitan areas have a 
95.6 saturation, rural areas (popula- 
tion under 2500) have only 92.1 pe: 
cent. 


Where They Go 


Once again the Middle Atlantic re 
gion (including New York, New Jer- 
sey and ogy megs led all other 
areas in its share of the national 
market. Calculations based on factory 
shipments show that the Middle At- 
lantic area last year accounted for 
29.23 percent of the national total, a 
gain of five percent over the 1953 fig- 
ure. This gain, coupled with a loss 
of two percent of the national total 
suffered by the second-ranking East 
North Central region put the Mid 
dle Atlantic well out in front. Only 
other region to show a gain was New 
England (up from 6.33 to 7.20 per- 
cent of the total). 

Broken down by states, these figures 
show that New York once again took 
the biggest share of the national total. 

(Continued on page 318) 
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SLO .. THE LINE ! a4 


All Sizes 68 All Styles | ey. 5 | 


and Priced to Sell! 
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Accessory window panel for 
Models 2046, 2047 Model 1769 Wheelobrecse 
ee " 





THE NEW FASCO 
MODEL 2047 PORTABLE 





® ELECTRICALLY REVERSIBLE! 
® PUSH-BUTTON CONTROL! 





® 3-SPEED OPERATION! 


® SAFETY GUARDED BACK AND FRONT! 

















Model 169 
Model 124 
* 
NEW! VERSATILE! 
MODEL 2069 WheelaBreeze FASCO brings you a complete new line of fans to ts every 
prospect's need. Versatile portables that can be used with accessory 


A 20” fan of many uses. , ‘ : 

nnesiiie wialiie panels in windows, floor stand fans, oscillators, floor fans and 
use in front of window 
for intake or exhaust. ; i : E 
Wheel it easily to any ’ with FASCO! New features, new styling, new eye-appealing color, 
room. Swivel fan toward 


pedestal fans—let your customer name it and you've got it... 


a “seal right prices .. . plus a 5-year guarantee on most models make 
ceiling for air circula- 


tion. 3 speeds, push- FASCO fans for '55 easier than ever to sell! 
button control, safety 
guarded back and front. 





SEE THE COMPLETE FASCO LINE AT THE 
HOUSEWARES SHOW—BOOTHS 229-23] 





1215 Augusta Street 
Rochester 2, N. Y. 





TALL Tr = =INDUSTRIES, INC. SEE 
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VISIT US 


IN SPACE 510-A 


Profit 6 
from the only 
Exclusive 

Washer in the 
Business 








Sure...you handle both A 

But you don't have a COMPLE 
Twin-A-Matic. No other home 
The Dexter Twin-A-Matic i 

and protit-maker that hb 


510-A at the Americz 


DEXTER 


TR AR DE], 


PHILCO CORPORATION FAIRFIELD, IOWA 











lik’ remarkable growth of the 
magnetic recorder industry con 
tinued unabated throughout 
1954. Sales raced ahead to an esti- 
mated 470,000 instruments, a gain 
of more than 70 percent over 1953 
unit sales of 275,000. While this 
was a tremendous and heartening in- 
crease, it was not nearly as great as 
it might have been had the brakes 
been taken off production and the 
marketing wheels sent to turning 
more smoothly and efficiently. 

For radio-T'V appliance dealers, 
1954 was the year when they defi- 
nitely took the lead in sales. Camera 
stores and music stores still are im- 
portant dealer outlets but nearly all 
manufacturers surveyed relegate them 
to second and third positions, at least 
in terms of sales of units used in 
homes 


What Held Them Back 


Three things, principally, kept the 
industry from even greater sales gains 
last year 
@ Production slowdowns—all manu 
facturers surveyed said their produc 
tion had been decelerated somewhat 
during the year by lack of com 
Reason, apparently, was that 
ome component manufacturers placed 

higher priority on orders from other 
industries. 

e Distribution although some re- 
corder manufacturers made other con 
umer electronic products for many 
cars and simply use their well-estab 
lished distribution channels for mag 
netic recorders, there are others that 


have not yet achieved mass distribu 


ponents 


tion. 

@ Lack of merchandising 
dealers actively merchandise tape re 
orders in comparison to the job 
they do on some other appliances 
Those that did concentrate on re 
racked up some healthy sales 
So far, most manufacturers have given 
little help to dealers except through 
itional advertising 


too few 


orde TS 


Will This Change? 


Yes, all three of these factors will 
indoubtedly change, and for the bet- 
ter, this year. Component manufac- 
turers seem to have gained confidence 
in the industry. One reason for this 
may well be that more “big names,” 
ompanies long established in the 
radio-television-phonograph_ side of 
the appliance business, are now mak- 
ing magnetic recorders. 1955 will 
probably see even more of them enter 
the race And the success of re 
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corders, especially in the home mar- 
ket, thus far made its influence felt, 
too. 

Distribution is bound to improve, 
just as it did last year. In the first 
place, manufacturers are working hard 
to fill already existing pipelines, Suc- 
cessful dealers haven’t hidden their 
lights under bushels, either, and suc- 
cess frequently breeds success. 

Once production problems are min- 
imized—and manufacturers think they 
will be this year, at least in terms of 
supply—there’ll be more and more 
promotions and merchandising de- 
vices to aid the dealer. One major 
manufacturer, for example, developed 
a “tape recorder center’ for use on 
the dealer's floor late last year and the 
display aroused considerable enthusi- 
asm among dealers, many of whom 
bought them. 

Manufacturers will throw more em- 
phasis on sales training, better dis- 
plays and more demonstrations this 
year. ‘They'll make stronger efforts 
to show dealers how and why they 
should sell magnetic recorders. They 
all tout recorders in their advertising 
and printed matter on the strength 
of its great variety of uses but they 
agree, for the most part, that at the 
dealer level this story is weak. 

Several makers admitted, frankly, 
that they have been at fault. ‘The 
dealer can’t be expected to sell if he 
hasn’t been properly trained, they 
said. 


What About Prices? 


In common with most other indus 
tries, magnetic recorders carried price 
tags that kept them out of the reach 
of the mass consumer market for sev 
eral years. Prices declined sharply, 
then leveled off and, until last year, 
most lines started at well over $150 
Now, however, that picture is chang- 
ing. There are recorders on the mar- 
ket for under $100 and this year 
will probably see a spate of units made 
to sell for even less. 

Low-priced units will undoubtedly 
give a big boost to mass market sales, 
this is traditional in marketing any 
product. But there’s no proof yet 
that low price alone is the keystone 
that will capture and keep that mar 
ket. 

What about quality? — It’s 
proven repeatedly that tape is su 
perior to a phonograph disc if 1 
corded and played on an instrument 
of high fidelity. If low cost units 
can be made without sacrificing qual- 
itv, fine, but if not, the consumer 
may lose some of his interest in tape 


been 
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Magnetic Recorders 


Sales hit a record 470,000 units as appliance stores take the sales lead. 


tapes and lower prices make for a bright future 


And then there is the problem of 
profit to the dealer. Will he be will- 
ing to merchandise and spend demon- 
stration time on a low-profit item? If 
he can make more profit on a rela- 
tively costly instrument and still find 
plenty of takers, the low end merchan- 
dise is bound to suffer. 

Some manufacturers insist that, 
with today’s production methods, 
some components are high-priced and 
prohibit low-cost, high-quality units. 
All, of course, constantly experiment 
with new production ideas and the 
future of pricing may well lie in the 
engineering laboratories rather than 
in any other department. 

It seems likely that a price struc- 
ture and line of merchandise closely 
akin to that of phonographs today 
will finally emerge. ‘There will be 
low-cost units of relatively inferior 
quality ranging up to high-cost units 
with excellent quality. ‘The buyer will 
decide how many of each will be sold. 


Play-back Units 


There's been lots of talk but not 
much done, nationally, about play- 
back machines—units that cannot re- 
cord but simply play a pre-recorded 
tape. Last year saw this phase of the 
industry take great strides and it will 
likely go still farther this year. 

The units themselves have 


be en 


Better distribution and merchandising, play-back models, pre-recorded 


on the market for some time and their 
cost is, understandably, lower than 
the complete recorder-play-back in- 
struments. ‘Their sale was ny eran 
however, because of the fact that too 
few pre-recorded tapes were available. 

Now, with more companies than 
ever releasing pre-recorded tapes, in- 
cluding some of the biggest names in 
the phonograph record business, de- 
mand for play-back units is steadily 
mounting. ‘There are some 700 per- 
cent more tapes available today than 
there were a year ago and they appeal 
to all types of music lovers. Selections 
range from Dixieland Jazz through 
modern compositions and traditional 
“longhair” symphonies and other clas- 
sical music, 

The play-backs, however, throw a 
sizable monkey wrench into the whole 
marketing concept used so far, They're 
not versatile, since they can’t im- 
mortalize Junior's early gibberish or 
other “precious memories.” So they 
have to be sold on a completely dif- 
ferent basis that puts them in direct 
competition with dise phonographs. 
It’s probably too early to forecast 
their popularity but no one in the 
industry discounts their importance 
in the market and some go so far as to 
predict that they will eventually re- 
place, to a large degree, the dise- 


(Continued on page 123) 
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“NOTE ESPECIALLY THE FULL SOUND AND LACK OF DISTORTION—EVEN FROM LIPPY THE 
LION’S ROAR.” 
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Take a good look at the new °55 electric ranges! And 
note especially the top of the ranges! Once again you'll 
find MONOTUBE Surface Cooking Units on more models 
. .of more manufacturers, and these include most of the 
industry leaders. 
Good basic features sell ranges, and MONOTUBES 


give you such features. Smart dealers will remember this 


( 


and will remember that for three straight years, ranges 
equipped with single-coil surface units have outsold all 


others) when they pick their own ‘‘best sellers” for °55. 


Monotube's single-coil (with all-over heat at Monotube's “swing-away” hinging means easier 
every cantrol setting) is easier to use and un cleaning of the unit and pan. Note the sim- 


derstand; cooks foods faster, more uniformly. plicity of construction, complete safety. 





Booat Your. 


ee .Monotubes 
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lead the fteld! 





easter to SELL! 


L 


— 


Monotube’'s easily demonstratable features 
appeal to women. Play up these exclusive ad- 
vantages and you'll sell more ranges this year. 





TUTTLE & KIFT, INC. 
Ce dubsidiany of V8 Coyoridtion 


1835 N. MONITOR AVENUE ° CHICAGO 39, ILLINOIS 
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Magnetic Recorders 





playing machines. 

This will surely be a red-letter year 
for pre-recorded tapes. Demand for 
them is growing and the addition of 
more low-cost playback machines 
should press the recording companies 
to build their libraries as fast as pos 
sible. 


Who Buys and Where 


The east coast still seems to lead 
in sales with the midwest, west coast 
and south following, in that order. 
For some years the heavily-populated 
urban areas soaked up most of the 
recorder sales but many manufac 
turers and dealers, alike, now report 
that small towns and have 
caught the urge to buy 

While the upper income group 
led the sales parade until last year, 
with the middle and lower income 
groups trailing, the emphasis has 
shifted. Most reports place the bulk 
of home recorder sales in the huge, 
influential middle income group— 
heart of the mass market. Next is the 
upper group with the lower category 
still in third place. 


cities 


Any Storms Ahead? 


The industry is still plagued with 
problems and some of them won't 
evaporate overnight. From a straight 
entertainment point of view, the in 
struments are still too complicated to 
appeal to one and all. ‘True, most 
anyone can learn to operate a recorder 
in a few minutes but, at best, it’s a 
more involved procedure to thread a 
tape than it is to flip a dise onto a 
turntable 

Then there’s the question of easy 
selection, Discs are, or at least can 
be, brief and selection is a cinch. But 
tapes run for much longer 
of time, usually, and the novice is 
annoyed and irritated by having to 
wind off yards of tape to find what he 
wants to play. 


periods 
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No one yet has the answer to sim- 
lification of selection—or if he has, 
1¢e’s not talking about it. Cartridges 
that also eliminate threading have 
been tried but they offer additional 
problems of snarling and tangling. 

Many dealers don't like to handle 
the service operation because there's 
little or no standardization of parts. 
They're not troubled by any particu 
lar technical problem but they're jus 
tifiably annoyed that they must carry 
huge inventories and treat as many 
different ailments as there are brands 
on the market. 

Varving tape speeds are another 
headache, particularly in respect to 
pre-recorded tapes and playback units. 
Until the industry standardizes speeds, 
thev'll have droves of discomfited 
users 


After the Storm, Blue Sky 


he newly formed Magnetic Re 
cording Industry Association should 
do much to clear up many of the 
serious problems. One of the first 
entries on its agenda is that of stand- 
ardization of speeds and of equaliza 
tion curves 

I'he association is too new to r 
ort much actual progress but it is 
ieartening to know that the industry 
leaders have finally gotten together 
for the betterment of the total mar 
ket 

Despite handicaps and problems, 
magnetic recorders now offer a lucra 
tive line for appliance dealers and 
they are in the happy position of 
being in the driver's seat. Predictions 
for sales this year range as high as 
600,000 units and the manufacturers 
haven't even cracked open their bag 
of surprises 

Some of the new uses, applications 
and radical equipment still in’ the 
drawing board stage sound as zany as 
jet-propelled planes did 15 years ago 
But they're real now, End 








) REFRIGERATORS Home FREEZERS ( 





cael 




















bebe! 


“THIS 1S OUR INFLATION SIZE MODEL 














HOLDS WHAT YOU CAN AFFORD TO BUY.’ 
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Dishwashers 





1951 


Sales rise 16.6 percent to 
210,000 units although port- 
able units take a slightly 
smaller share of total volume. 
Industry estimates sales of a 






i952 


1953 


million units a year in early 


1960's. 


ERE it not for the fact that 

the dishwasher will eventually 

and inevitably sell at the rate 
of over one million units a year—and 
do it, probably, by 1960 or, at the lat 
est, 1964—its Resternad halting prog- 
ress since the end of World War II 
would hardly justify the cost of manu 
facture, 

Once again in 1954 it resumed an 
upward course toward the million-a 
year mark with an increase of 16.6 per 
cent for sales of 210,000 units and 
a retail value of $63,000,000. In only 
three other years of its history have 
sales topped 200,000—1948, 1950 and 


195l—and saturation today is only 
3.5 percent of the nation’s wired 
homes. 


However, as Hotpoint's John M« 
Daniel has pointed out, the acceptance 
pattern of the dishwasher has increased 
100 percent in the last four years. If 
that rate continues there should be 
3,000,000 of them in use at the end 
of 1958, which would put saturation 
above the mythically magic 10 percent 
point at which sales are theoretically 
supposed to start booming 


Chences for Boom 


I'wo important developments in ré 
cent years er enhanced the possibil 
ities for a rapid increase in oF sacw- ee 
sales. First is the development of the 
mobile or portable dishwasher, which, 
although it is decried by those manu 


facturers who don’t have one and 
praised by those who do, has had 
some effect in introducing the appli 


ance to people who either can not or 
will not buy a permanently installed 
unit, According to some makers the 
portable pre a less important rok 
in 1954 than it did the previous year, 
accounting for somewhere between 10 
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1954 


and 15 percent of total sales, but the 
fact remains that more manufacturers 
are producing portables than ever be- 
fore. 

The second important development 
is the expansion of some manufac 
turers into pump-drain models, ‘These 
simplify and reduce the cost of plumb- 
ing and therefore open the market a 
little wider. 

Portable models, of course, must in- 
clude pump drains since they empty 
directly into the kitchen sink. A pump 
(plus casters, hoses, etc.) raises the 
cost somewhat so that in actual pur 
chase price a portable frequently rep 
resents little or no saving 
plumbed-in model. 

Plumbing costs continue to be a 
sales obstacle, although one manufac 
“this has been 


over d 


turer says, and will be 
successfully met through the auto 
matic pump-out models. This, to 


gether with agressive dealers finding 
ways and means of packaging the pric 
to include installation will make ‘the 
installation bug’ less of a factor.”’ 
Another maker says flatly, “Installa 
tion cost is a major deterrent to sales 
We know of no place where substan 
tial progress has been made to over 
come this obstacle.” But, says another 
maker, in Philadelphia plumbers 





$ 78,000,000 


S$ 52,500,000 





oT 010100) 018 


charge a flat installation fee of $25, 
which is far below the national aver- 


ages estimated by Hotpoint as between 


$65 and $70. 

According to still another manu 
facturer, “The high cost of installation 
obstacle does not exist in most rural 
areas, ‘There are many dealers in small 
towns who will install dishwashers at 
no charge. The high cost of the in- 
stallation is an obstacle that exists only 
in the larger markets where union 
codes practically prohibit the sale of 
this appliance. 


Who Sells Dishwashers? 


In some quarters of the industry 
a suspicion exists that builders sell 
more dishwashers than any other type 
of outlet. It doesn’t need to be a sus- 
picion. It is a fact. One maker breaks 
down the distribution as follows: ap 
pliance dealers, 25 percent; depart 
ment stores, three percent; plumbers 
12 to 15 percent; furniture stores 
about five percent; builders around 35 
percent. A second manufacturer says, 
“Probably 65 percent of dishwasher 
sales are made to home builders.”” And 
a third says, “I would estimate that 
75 percent of the dishwashers being 
sold are being sold to builders to be 
included in new construction. The 


TWO YEARS STATISTICAL SUMMARY 





Dishwashers 
1954 1953 
210,000 Units Sold 180,000 
$300 Average Retail Price $300 
$63,000,000 Retail Value $54,000,000 
(Jan. 1955) (an. 1954) 
1,572,500 Homes Owning 1,380,000 
43,214,500 Homes Without 42 200,000 
JANUARY, 


230,000 UNITS 





wi @ ry ¢ 260,000 UNITS 
mf Es @ ge ro & 175,000 UNITS 
ee LK a 

# Sy cd cd cl s 180,000 UNITS 

Re aE ee 

cl @ & 210,000 UNITS 


remaining 25 percent is sold by appli- 
ance dealers and department stores.” 
The comment most favorable to deal- 
ers comes from the manufacturer who 
says they sold 54 percent of 1954's 
dishwashers while builders got 45 per- 
cent and department stores and others 
got one percent. This healthy dealer 
percentage, he says, represents a gain 
from 47 percent in 1953. 

So long as home building continues 
at its million-or-more a year pace, the 
dishwasher is going to be a natural 
promotional feature for the builder 
and so long, too, as installation makes 
problems, it’s going to be easier and 
cheaper for the builder to install a 
dishwasher than anyone else. How- 
ever, even if, as one manufacturer esti- 
mates, dishwasher sales to old homes 
account for only eight to ten percent 
of sales, the builder is doing the ap- 
pliance dealer and the manufacturer a 
service. He, better than anyone else, 
can help keep production high enough 
to make the appliance worth produc- 
ing and can build the acceptance that 
eventually will develop a substantial 
volume in both original and replace- 
ment sales for the dealer. 

As things stand now, the consumer 
has to make his own a arrangements 
for installation 48 percent of the time, 
according to Hotpoint surveys. This, 
says Hotpoint, represents an increase 
of 12 percent over last year, despite 
the fact that installations by appliance 
dealers increased eight percent in the 
same period. 


Pattern of Sales 


The monthly sales pattern at the 
manufacturer level, which in 1953 
showed March and June as the top 
months with 13.80 and 10.61 percent 
Continued on page 128) 
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PRICED to give you volume and 


realistic profits 


PRODUCED by a company that 


has specialized in electronics for 








over twenty-two years 
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market, where promotions pay off! 
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‘Ifyou would like... 


fullest coverage with a shorter line 





full price protection 





90-day free floor plan 





special low-cost financing 





quality backed by 124 years’ experience 





+ Re 


write, wire or phone 











- for franchise information 
Fe INTERNATIONAL HARVESTER 


Refrigerators ¢ Freezers * Air Conditioners 































Refrigeration 
Merchandiser 


International Harvester Company 
180 N. Michigan Ave., Chicago 1, Illinois 


(Refrigerators, Freezers, 
Air Conditioners !) 











Ronald Colman on CBS-TV 


Wins Friends — 
and Customers 


Fan mail is pouring in for ‘The 
Halls of Ivy” and its popular 
stars, Ronald Colman and Benita 
Hume. International Harvester, 
the sponsor, receives hundreds of 
letters from potential refrigerator 
customers, and dealers from coast 
to coast are reporting increased 
traffic. This comedy-drama is tele 
cast over 87 of the nation’s lead- 
ing CBS-TV and affiliated stations 
Tuesday nights at 8:30 (EST) 
and sends refrigerator, freezer, and 
air conditioner commercials into 
millions of homes. 


A Big 12-Footer That 
Fits in the Space of an 8 


(And sells for the price of a 10!) 





(You can’t lose 
if prices change!) 





(No heavy cash 
| investment needed !) 








(Wholesale and retail— 
through IH Credit Corporation!) 


The new International Harvester 
A-120-D is finding a ready market this 
year, as families everywhere go in for 
bigger refrigerators. This one is large 

12-cubie foot capacity—yet only 
29'% inches wide, so it fits in any 
kitchen. And the price is suprisingly 
low for a completely automatic re- 
frigerator! Tops in the new IH fuller 
(but shorter ) line for 1955 








(International Harvester is 
one of America’s 10 largest 
manufacturing companies!) te ae 


. uprights—cover the bulk of the 
freezer market! And every model is 
a true IH “flavor saver.” With an 
International Harvester, the flavor 
you put in is the flavor you take out 
—food can’t change because the tem- 
perature never varies more than a 
single degree or two. The finest 
freezers—and the most powerful sales 
story—for 1955! 


New ‘‘No-Draft’’ Cooling 


IH brings you the big news in air con 
SSS ditioners, too—with new designs that 
a: : send air up and out, gently, from the 
top, so there’s never any draft. Health 
ier, more comfortable, more saleable! 
A complete line including All-Seasons 
models that heat as well as cool, Pre 
season terms and sales-getting promo 
tions for volume all through the year 
If you’re not in on this volume item, 
call your IH Distributor or District 
Office now 





Six New Flavor-Saver Freezers! 
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hot water in a hurry! 
new... 


TEA KETTLE 
automatically whistles when water boils 


eee 


weats 2 ways 
© as an electric appliance 


© on surface unit of range 


(without plug-in) As VAPORIZER Ro r 


® 


ELECTRIC TEA KETTLE = 


Start early to spark sales for ‘55 with 
the new West Bend Speedmaster 
electric tea kettle that provides hot 
water FAST wherever there’s an electric 


ATA 


— 
STEAMING OF FABRICS 
(with spout cap propped open) 


Pes 

| 

LEAVES AW EXTRA L 
RANGE UNIT FREE 


outlet. Self-protecting tubular immersion- 
type element heats a full quart of water in 
less than six minutes. Element is encased in 
nickel alloy to resist corrosion. Black plastic 
handle, Trigger operates spout cap to fill or pour. 
Made of gleaming chrome on solid copper with 
natural copper bottom. 2% quart capacity. 
Makes the perfect range sale give- 
away item — write today for details. 


$1995 CZ 


WEST BEND ALUMINUM CO. 


DEPT. 181, WEST BEND, WISCONSIN 


includes cord and excise tax 


WUMEROUS USES IN 
area AT LAKE COT 
OR CITY HOME 


FOR SICKROOM AND NURSERY | 
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Dishwashers 





of total sales, might be taken. to re- 
flect big sales to builders in these big 
building months. Retail sales, on the 
other hand, were biggest in December 
(9.58 percent) and September (9.34 
percent) and lowest in January (6.81 
percent), August (7.56 percent) and 
May (7.83 percent). In the past four 
years the dishwasher has established 
no set pattern of retail sales. In 1952, 
for example, the best month was July. 
In 1951 it was October. In 1950 it 
was December. 


Future Sales 


One of the criticisms most often 
leveled at the dishwasher by non- 
owners is that “it won’t do the job” 
and perhaps the lack of agressive mer 
chandising by dealers indicates that 
they’ve been infected by a similar be- 
lief. For certain it is that the dish- 
washer must be sold, sold by real spe 
cialty techniques, including both home 
and store demonstrations. If the dealer 
wants to sell dishwashers he’s got to 
do it himself, because industry vol 
ume does not yet justify the large ex- 
penditures for national advertising 
which supports big-volume appliances 
like refrigerators and clothes washers 
His customers are not going to come 
in pre-sold. 

As for the doubts about dishwasher 
performance, a recent test study made 
by the Ohio Agricultural Experiment 
Station and Ohio State University in 
cooperation with NEMA = should 
scotch them all. The experimenters se 
lected 10 houswives with families of 
four to six and for 30 days watched 
them do dishes by hand. Then they 
installed dishwashers. After giving 
them four to six weeks to get used to 
the machines they watched them for 
another 30 days. They found that 
their human guinea pigs washed an 
average of 127 items a day when doing 
them by hand, 114.5 per day by ma- 
chine (less because it was in the sum 
mer when meals were lighter). Hand 
washing—which included all the time 
from clearing the table to the final 
wiping of the kitchen counters—took 
an average of 73.2 minutes a day. Ma- 
chine washing—covering all the same 
activities—took an average of 35.6 





“WE KEEP THEM FOR SENTIMENTAL REASONS. 
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minutes a day, a saving of 51.3 per- 
cent. Weighting the figures to allow 
for the smaller number of items 
washed by machine, the surveyors 
came up with a computed saving of 
44.2 percent. 

This time and labor saving should, 
of course, be the biggest argument in 
favor of the dishwasher, but the ob 
servers found other advantages which 
are important sales arguments. They 
found, for example, that bacteria count 
on machine washed dishes was signifi- 
cantly lower than on hand washed 
dishes. They found that the number 
of tea towels used in a 30-day period 
dropped from 42 used when dishes 
were washed by hand to 24 when a 
machine did the job. And, finally, the 
women who cooperated in the test 
commented on their feelings of free- 
dom, savings of work and time even 
before they knew how much time they 
had saved. 


Using the Dishwasher 


One point the survey emphasizes 
which p wee be taken by heart by 
anyone in the business of selling disk- 
washers is that the new dishwasher 
owner must change her habits of work 
if she is going to get the most out of 
it. She must be taught to use the ma- 
chine to its fullest capacity, to wash 
everything possible in it. Further, the 
appliance should not be oversold. The 
ten women who participated in the 
Ohio test found it necessary to pre- 
rinse certain items, even though the 
directions said they didn’t need to. 
“Badly stuck or charred food on uten- 
sils always needed special pre-treat- 
ment,” in the words of the report by 
Elaine Knowles Weaver and Clarice 
E. Bloom. Admitting the things that a 
dishwasher won't do, as well as em 
yhasizing the things it will do, will 
1elp keep the appliance sold in con- 
sumer homes. And until it gets to the 
magic million-a-year mark when na- 
tional advertising can take over part 
of the job, the appliance dealer will 
have to do the selling, do it in a spe 
cialty manner and do it so that his 
strongest advertising, word of mouth, 
works for him not against him 


End 
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-.eand it’s only the beginning!” 
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R. C. CONNELL HAROLD BULL WILLIAM C. CONLEY JACK S. PETTERSEN 
Vice-President— Sales Director of Distribution Director of Product Managers Manager — Dealer Development 
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B. H. MELTON E. N. GUILD ROBERT F. McINTOSH 5. A. LININGER 
Product Sales Manager — Ranges Product Sales Mgr.—Home Freezers Product Sales Manager — Product Sales Mgr.— Built-in Ranges 
Conventional Washers 
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| red-hot NORGE Franchise today! 


NOW NORGE FOR’55 
COMING JANUARY 10" 


THE BIG NEW LINE 





See these and all the rest of the Great New Norge Line 
at your Distributor’s Open House! Watch for the date! 


BETTER SEE ABOUT A RED-HOT NORGE FRANCHISE TODAY! 
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NORGE HAs ALREADY 
ANNOUNCED THE FIRST 
Red Hot = for 55 
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SENSATIONAL COMBINATION 


RGE TIME-LINE AUTOMATIC WASHER SPECIAL! NORGE TIME-LINE AUTOMATIC DRYER SPECIAL! 


a. hycrnyy 4 “pane ag —— Exclusive Time-Line Control, 5-Way Venting, 
a Volume Blower Fan, Extra-Large Knee- 


ing, other deluxe features. $279.95 value. 


IT’S JUST THE BEGINNING! 
More coming thru the year! 


BETTER SEE ABOUT A RED-HOT NORGE FRANCHISE TODAY! 
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Food Waste 
Disposers 


® ® © & © ® § 320,000 units 


1950 Hi icag-\itee 7 \me) nee Pe celemelele) 


@) 5 3 I 8 2 @) 352,000 uNITS 


i951 $ 47,520,000 


An increase of 10.7 percent 


gives disposers a new record 
volume of 360,000 units and 
a second-best retail value of 
$46,800,000. The outlook for 


1955 is a further increase to 


over 400,000 sales 


JY OU can mark down the dis- 
poser as well on the way to the 
big time. Sales of 360,000 units 

in 1954 were the biggest in the appli- 
ance’s history and make the second 
increased year in a row—encouraging 
evidence that it won’t be long before 
appliance dealers all over the country 
find them a profitable item and no 
longer a specialty appliance. 

The 10.7 percent increase is smaller 
than the 25 percent jump disposers 
made in 1953 over 1952’s weak 260,- 
000, but the 1954 record is 8,000 
units above the previous all-time high 
of 352,000 units established in the 
Korean boom days of 1951. At an 
average retail value of $130, 1954's 
volume meant a business to the in 
dustry of $46,800,000, slightly less 
than the record set in 195] when the 
average price was $5 more. 

Behind the two-year gain in disposer 
sales was the continuing boom in the 
home building industry. Five out of 
five manufacturers writing to this mag- 
azine credit it with being one of the 
important, if not the most important, 
facto 

These same manufacturers estimate 
that builders accounted for anywhere 
from 51 to 80 percent of 1954 indus- 
try sales while dealers got between 15 
and 20 percent. Plumbers also got a 
substantial share, according to two 
makers, One says they got 32 per- 
cent; another says they got 20 percent. 


Dishwashers and Disposers 


Once again the sales figures have 
proved that the dishwasher and dis- 
poser don’t necessarily sell together, 
even though they are natural partners 
in the home. Dishwasher sales this 
last year were 210,000 which, while an 
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’ “8 5 3: s { 260,000 UNITS 


1952 


“6 3 3 ul ul ul @ 325,000 uNITS 


1953 


i ‘s i : 4 3 “6 ¢ 360,000 UNITS 


1954 


increase, is far below disposers’ 360,- 
000. Companies which make both 
products naturally sell more of them 
together and perhaps succeed in en- 
couraging more double sales at the 
retail level. Firms of this type esti- 
mate that between 25 and 44 percent 
of 1954 disposer sales were accom- 
panied by dishwashers. However, a 
company which makes only the dis- 
poser estimates that only 10 percent 
of disposer sales included dishwashers. 

Ever since 1949 the disposer has 
outsold the dishwasher and the cur- 
rent sales ratio seems to have estab- 
lished itself with some permanence. 
A cogent factor, of course, is the price 
differential. A disposer for $130 is a 
lot more of a mass market item than 
a dishwasher at $300, Furthermore, 
ever since 1947, when Jasper, Ind., 
started the studies that eventually 
resulted in adoption of the units as a 
means of garbage disposal for the 
whole town, disposers have been get 
ting the blessings of civic authorities 
in a growing number of communities. 
No city yet, to our knowledge, has 
introduced ordinances or resolutions 
to the effect that to preserve the 
public health every home should have 
a dishwasher. 

The health aspect is, of course, one 


of the biggest selling arguments in 
favor of the disposer. As manufac- 
turers dramatically (and sometimes too 
graphically) point out, you don’t at- 
tract flies and rats to an empty, unused 
garbage can. 

Along with the great growth of 
disposer use in new homes goes a 
smaller but also significant spread in 
older homes. Manufacturers estimate 
that anywhere between 8 and 30 per- 
cent of 1954 volume was comprised 
of such sales, The average seems to be 
about 20 percent. Since most of these 
sales are made by dealers and plumbers 
it is likely that around 72,000 units 
were sold to older homes in 1954. 


Best Markets 


According to our annual survey of 
electric utilities, disposers sold nation 
ally in 1954 at the rate of six per 
1,000 domestic and rural power cus- 
tomers, the same as reported the pre 
vious year. Nevada led the nation 
with a rate of 39 per 1,000 customers, 
followed by the District of Columbia 
with 21 and Kansas with 18. Mich 
igan was fourth with 15 per 1,000 cus- 
tomers, while Oklahoma was fifth 
with 14 and California sixth with 12. 
The worst states were Vermont, Maine 
and Mississippi. 


TWO YEARS STATISTICAL SUMMARY 
Food Waste Disposers 


1954 


1953 





360,000. . 
$130.. 
$46,800,000. . 
(Jan. 1955) 
2,021,000... 
42,766,000. .. 


1955 


. Units Sold. 
Average Retail Price. . 
. Retail Value 


Homes Owning. 
Homes Without. . 


325,000 
$130 
$42,250,000 


(jan. 1954) 
1,679,000 
41,901,000 


As with the dishwasher, installation 
costs have, in the past, been one of 
the bugaboos of disposer sales growth 
Some manufacturers still mention it 
as an obstacle with statements like, 
“In my opinion, the single biggest 
obstacle to greatly increased disposer 
sales is plumbing codes and the high 
cost of installation.”’” Others mention 
“lack of aggressive merchandising ef 
fort in many areas, misunderstanding 
about the effect of disposers on sewer 
lines, septic tanks, etc. 

The installation cost factor, how 
ever, is being reduced, if a Hotpoint 
estimate is correct. John F, McDaniel, 
vice-president of the company, told 
this magazine recently that 1954 saw a 
drop for the first time in several years 
to an average of about $25 throughout 
the U.S. as compared with $35 in 
1953. Along with this, says McDaniel, 
went an 11 point drop in the per 
centage of installations made by deal 
ers, as a result of which more owners 
had to engage their own plumbers. 

Few oahele declares McDaniel, ac 
tually go out shopping for a disposer 
Seventy percent of them have no idea 
of how much they should pay, but at 
the same time if one is included in a 
new house they'll accept it 
questioning any extra pricing. 


without 


Sales by Months 


Like dishwashers, garbage disposers 
have not established a very consistent 
or pronounced retail sales pattern. Ac 
cording to this magazine’s annual 
study of retail sales by months, the 
best month in 1953 (the latest year 
available) was December with 9.62 
percent of the year's volume, but this 
was only a swing of 2.79 percentage 

(Continued on page 14} ) 











Announcing a NEW 


TOASTS ANY BREAD /2 FASTER! 
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TOASTING SPEED! OU) TOASTING ACTION! 


New heating element and insulation eliminate Reflector Control, sensational new principle 
warm-up period, start toasting immediately. Even eliminates old-fashioned timer, uses reflected 
the first slice toasts in only 60 seconds. Fast heat heat from toast to give same accurate color to 
rewarms toast without darkening color. any type of bread without changing the control. 


Now SILENT, AUTOMATIC CONVENIENCE 


* NEW HIGH RISE RACKS % NEW SILENT ACTION * NEW HINGED CRUMB TRAY 


* NEW SINGLE SLICE TOASTING *% NEW FINGER-TIP RELEASE *% NEW CLASSIC DESIGN 
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TOASTING MIRACLE! 


% 


Manufacturer's suggested 

Retail or Fair Trade Price 

> 
' 


ae 
. 
now TURN THE PAGE ror universat’s sic SELLERAMA BONUS 


ONLY THE GENUINE UNIVERSAL 
TOASTAMAGIC CARRIES THIS DESIGN... 
YOUR ASSURANCE OF 

QUALITY CRAFTSMANSHIP 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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ANNOUNCING THE 


New UNIVERSAL HOT POT 
Se 


CHILDREN'S LUNCH INSTANT COFFEE HEAT BABY FOODS STERILIZE BOTTLES WARM LEFTOVERS BOIL EGGS 















Something new has been added to the Universal 
line. It’s Universal's versatile new, automatic Hot Pot 
that fills the bill for modern speed-cooking, Its 


hundreds of home and travel uses — for hot foods or 





drinks — assure it a real sales potential in every 
home, Holds a full quart, boils in a jiffy and features 
Hi-Lo control for warming or boiling. It’s a 


natural on your housewares counter all year ‘round. 


gree! WWE, Sa) 


Get inthe Sales Swing forSpringand pick ~— Hle@re’s Your BIG BONUS OFFER! 


up a free $9.95 Hot Pot in the bargain. 


Universal's Spring Sellerama is a sales- 





building drama packed with promotion GET A NEW 10-CUP COFFEEMATICS @ $18.87 

power for you and | niversal Electric UNIVERSAL 8-CUP COFFEEMATICS @ 15.72 

Housewares, Exciting new products — a 

barrage of 4-color national ads; a smashing HOT POT TOASTAMAGICS @ 13.83 

local Sunday Supplement program; new 
IRON @ 

“Stopper” displays and a sensational plus FREE STEAM TRAVEL IRO 9.42 

profit plan. See your Universal Distributor when you buy this HOT POT @ 6.27 

now for all the details, fast-selling assortment. 





your cost $112.53 


See your Distributor TODAY! 
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Food Waste 


Disposers 





CONTINUED FROM PAGE 137-————— 


points away from January, the worst 
month, which accounted for 6.83 per- 
cent. You can’t even count on De 
cember being the best month. In 1952 
and in 1951 and 1950 March and June 
were the big months. 

At the manufacturing level the 
swings are larger and the best months 
different. In 1953, for example, Jan- 
uary was the best month with 11.20 
percent for producers, 5.60 percentage 
points above a poor July’s 5.60 per- 
cent. In 1952 manufacturers enjoyed 
their best month in November; in 
1951 March led the parade; in 1950 


December was best. 


Electric Incinerators 


Because there are still very few man- 
ufacturers actively producing electric 
incinerators, this relatively new type 
of waste disposer has not yet begun to 
sell in any substantial volume. At this 
writing there were, according to one 





Never forget: It’s far better to be 
a well man with a sick business than 
a sick man with a well business. 
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manufacturer, only four electric in- 
cinerators on the market and fighting 
for sales with some 48 gas incinerators. 
It is reported also that some other pro 
ducers are about to enter the electric 
field. Electric sales increased some- 
what in 1954, but sales are still under 
10,000 units and this type of unit has 
a long way to go to catch up with the 
grind-up type of disposer. 

Electric incinerator sales will prob- 
ably increase in 1955, but so will dis- 
posers. Manufacturers of the latter 
appliance estimate increases anywhere 
from six to 25 percent. The average 
is about 16 percent. Even a conserva- 
tive guess would put 1955 sales over 
the 400,000 mark which, against the 
background of the disposer’s long 
struggle for acceptance, begins to look 
like real volume End 





“MIDTOWN TV SERVICE... TO FIX YOUR 
COLOR SET, MA’AM!” 
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the range that guarantees 


you MORE PROFIT! 


Look to Enterprise, Mr. Dealer 








_.. the range that fills every 










retail price bracket, fits every 
budget... the range that sells 
itself, because it guarantees 

more value per dollar than 





any other range! 
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ri | PHILLIPS & BUTTORFF MANUFACTURING COMPANY 

Look to Enterprise, | NASHVILLE, TENNESSEE ; 

Mr. Dealer eeee Please rush full information on Enterprise, America’s first line of profit! ; 

i i 

e ame ! 

‘It’s America’s ie ! 

. 7 ° ! Address 

First Line of Profit! | ; ! 
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Why are the 
Crosley Electric 











BOIL FAST 


FRY SLOW 


Exclusive new Tel-A-Speed dials any degree of heat... Amazing Therm-A-Touch! 


and the heat is uniform over the entire cooking surface. Banishes burned foods and scorched pans. 


Nothing new to learn with Tel-A-Speed!—the miracle that simplifies cooking— She puts the pan on—dials the exact cooking heat she wants 
makes it easier than ever before! At the turn of a dial you've got not 5 or 7 —and forgets it! “Magic finger” thermostatically keeps food 
rigid cooking heats, but a “thousand and one” different degrees of heat at cooking at exactly the heat chosen. No matter how long 
your finger tips, Gives you a pertect sales pitch to your prospect. No more the pan is on the unit, Therm-A-Touch controls the heat, 
guesswork—she selects exactly the right heat for the food she’s cooking—heat making sure that food will not burn, that the pan will not 
that stays at the same temperature until she turns the dial again. scorch. It is ideal for waterless cooking. 
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Fabulous Fry-R-Bake! 


Actually means that this range has three ovens! 
For versatility in cooking, there’s nothing like this 
great Crosley top-of-the-range unit. It can roast, it can 
cook, it can deepfry—it can even bake a cake, or turn 
out complete meals—all with automatic thermostatic 
control! Fry-R-Bake is the new concept in cooking 
that means economy, convenience — and sales for you! 
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Model CTG-40 





Crosley offers more ways to 
better cooking—bigger sales! 


Actually, this Crosley Range offers so many features it’s im- 
possible to list them all—features that mean sales for you, 
convenience for your customers! For instance, two large-size 
“Bake-Best” ovens; “charcoal-heat” broiler unit; self-sealing 
oven doors. All in all, this is the most completely convenient, 
completely automatic electric range on the market today! 
Any housewife will see in Crosley’s efficient, functional styl- 
ing, the answer to her kitchen cooking problems. And you'll 
see sales... sales... sales! 


771% 


S 
% 
% ona 


There is a new Crosley Electric Range for every purse and every 
purpose, but they must be seen to be believed. Contact your 
Crosley and Bendix Distributor today, or write to Dept. EM-15. 


CROSLEY..: BENDIX 


HOME APPLIANCES DIVISIONS 


(AVCO CINCINNATI 25,0HIO 
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ARE YOU OPEN-MINDED 
ABOUT MAKING MUNEY 


N YOUR 





TV BUSINES 


N 0! 


Strombe rlson Company 
Radio & Television Division) 





We at Stromberg-Carlson don’t think we have all the 
answers to the problems of television merchandising. 


But the stability and profitable operation which so 
many Stromberg-Carlson dealers have enjoyed this past 
year certainly indicate that we have some of the answers 


Here are a couple of facts that bear us out: 


], In 1954, Stromberg-Carison TV unit sales 
were ahead of 1953 by a solid 31%. 


2, Dollar value per TV unit sale by Stromberg- 
Carlson dealers was $50 higher than the 
industry average. 


In other words, we were able to do some things for 
Stromberg-Carlson dealers that enabled them 


@ to make a percentage gain in unit sales far ahead 
of the industry 


@ to do it at prices that gave them a living chance 
to make a profit 


If that kind of operation looks better to you than just 
swapping dollars, there may be a place for you in the 
Stromberg-Carlson picture for 1955. 


We are planning a substantial increase in unit production 
to take care of additional dealer franchises in uncrowded 
markets. 


We will again give our dealers a compact but complete 
line — to enable them to meet the price and style demands 
of their markets with minimum inventories, 


We will again give them a price structure that offers 
sound value to the consumer and a solid margin for the 
dealer. 


We will again give them a “service man’s dream” of a 
chassis — one that protects the profit margin by minimiz- 
ing service costs. 


And again, we will give them a line that will appeal to 
the market that is more interested in quality than price. 


You've just been through a rugged year. Now a new one 
is opening up. Wouldn't this be a good time to talk to a 
Stromberg-Carlson distributor and get the whole picture? 


You have nothing to lose — except maybe a headache. 


There's a coupon down in the corner. Tear it out now 
while you are thinking about it. 


a ranchive to start you. oft night in oe 


hester 3, New York Tt} - : 
1 am open-minded, Who is your nearest iS nd 9 


distributor? 
Name 


Address 








City State 
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Vacuum 
Cleaners 





1950 





Cannister models take a big- 
ger share of the market as 
sales slip a little to 2,650,000 
units worth $251-million. Ap- 
pliance dealers get more of 
the industry’s volume 


MAGINE an automobile industry 
where some manufacturers put 
out cars with four wheels, others 
with three wheels and still others with 
engines on the roof and you get some 
kind of picture of the competitive 
confusion that actually exists in the 
vacuum cleaner business. 
lor the vacuum cleaner, despite the 
fact that it has just one purpose, just 
as the automobile has one purpose, 
is three different products. It’s the 
traditional upright with a dust bag 
and revolving brushes; it’s the cylin- 
drical tank with an air intake at one 
end and an exhaust at the other, the 
type which got its very substantial ac- 
ceptance primarily through the ef- 
forts of manufacturers’ house-to-house 
salesmen and which is still very likely 
owned by more American homes than 
any other; and, finally, it’s the cannis- 
ter or pot cleaner which has the suc- 
tion hose at or near the top and which 
in the last few years has been added 
to the lines of more and more manu- 
facturers and which today may well 
be outselling the other two types. 
Of the 2,650,000 cleaners sold in 
1954, cannister cleaners accounted 
for, according to the estimates of five 
manufacturers, between 45 and 60 
percent. ‘Tanks took anywhere from 
10 to 45 percent and uprights had a 
share 10 and 30 
Even with the wide variance 
s, it’s easy to see which type 
lion’s share of the market. 


somewhere between 
percent 
of rucsst 


got th 
Rise of the Dealer 


The change in the relative sales 
of the three basic types of cleaners 
is underlined by the facts revealed in 
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a 1954 survey of readers of the 
Woman’s Home Companion. Eighty- 
five percent of 2,042 respondents ad- 
mitted to vacuum cleaner ownership. 
As might be expected, the os 
of tank and upright types, 44 an 
43 percent, respectively, far exceeded 
the ownership of cannisters, which 
was only 14 percent, because a good 
many of them bought their cleaners 
before cannisters became popular. 
But of those who bought their clean- 
ers in 1952 and 1953 some 40 per- 
cent had bought cannisters, while 
only 22 percent bought tanks and 
15 percent bought uprights. It is 
also significant that in answer to the 
question, “If you were to buy a 
vacuum cleaner today, what type 
would you buy?” that 74 percent of 
the present owners of cannister clean- 
ers would again buy cannister types, 
while 64 percent of tank owners 
would repeat and 63 percent of up- 
right owners would again buy up- 
rights. However, buying habits are 
not easily changed, and among those 
who said they actually planned to 


$ 251,087,500 


buy cleaners in the next 12 months, 
36 percent would buy uprights, 35 
percent tanks and 32 percent can- 
nisters—almost an even division, in 
which the only surprising factor is 
the slight preference for uprights. 
Two manufacturers, at least, wouldn't 
find it surprising because both have 
prophesied a resurgence for the up- 
right, probably at the expense of the 
tank, 

As one of them expresses it, “In 
my opinion the pendulum will swing 
back toward upright cleaners in the 
near future... . It is quite evident 
that... you can do a much bette: 
job on floor covering than you can 
with straight suction.” 

The rise of the cannister reflects a 
distributional change, the emergence 
of the retail dealer as the most potent 
merchandising force. So long as tanks 
outsold all other types outside sales 
men working directly for manufac 
turers were the boys who got the 
business. But the cannister, intro 
duced (or reintroduced) shortly after 
World War II, offered something new 


TWO YEARS STATISTICAL SUMMARY 


Vacuum Cleaners 


1954 


1953 





2,650,000 

$94.75 
$251,087,500 
132,000 

$30.10 
$3,973,200 

(Jan. 1955) 
27,865,000. . 
16,922 000 

* Floor Units Only 


1955 


FLOOR Units Sold 

Average Retail Price.... 
Retail Value 

HAND Units Sold 

Average Retail Price 
Retail Value 


. “Homes Owning 
*Homes Without 


2,771,750 
$94.72 
$263,121 ,800 
173,200 
$30.10 
$5,212,140 
(jan. 1954) 
26,370,000 
17,210,000 


rat Yat va 


RETAIL VALUE $ 280,305,000 


to the dealer and he began to take 
his share of sales. 

The same makers who estimated 
sales by types also estimate that in 
this last year retail appliance dealers 
took anywhere from 50 to 70 percent 
of total cleaner sales. One estimated 
50-plus, two 55, one 65, and one 70 
This, too, reflects a change from the 
1953 pattern. In that year the best 
any one maker could say for the dealer 
was that he was getting half the sales 
while another put the dealer's share 
at 40 percent. 

Certainly the general public thinks 
of the appliance dealer as the place 
to buy its cleaners. In the Companion 
survey mentioned above, 32 percent 
of the people who expect to buy said 
they will go to their appliance dealer, 
15 percent will go to the furniture 
store and 15 percent to the depart 
ment store. 

Looking to the future role of the 
dealer, one manufacturer says, “It 
seems inevitable that the percentage 
of the business going through retail 
dealers will steadily increase and that 
it will increase very rapidly, In the 
marketing place of the future, Mrs 
Consumer is thoroughly sold on the 
concept of self-selection and self-serv- 
ice. She wants to do her buying easily, 
but, above all, she wants to buy and 
not be sold, and more and more she is 
going to decide to buy her vacuum 
cleaners at clectric appliance stores just 
is She buys all other appliances, Be 
yond that is the historical fact that 
the entire appliance industry, with 
the exception of vacuum cleaners and 
ewing machines, has shifted to a 

(Continued on page 146 
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Motor Repairman 
Finds KLIXON Protectors 
Help Keep Customers Happy 


WESTBROOK, ME.: H. W. Virgin, head of the Stutz 
Electric Works, the largest motor repair shop in Maine, 
knows first hand how Klixon Protectors keep motors 


from burning out. 


“We handle thousands of repair jobs every year. We 
have found Klixon Protectors prevent motor burnouts 
and major repairs and keep our customers happy with 
fewer breakdowns. Our customers are now demanding 
Klixon protected motors in their purchase of new motors, 


as well as the motors serviced by us.” 






Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer, In 
such equipment as refrigerators, oil burn- 
ers, washing machines, etc., they keep 
motors working by preventing burnouts. 
If you would like increased customer-prefer- 
ence, reduced service calls and minimized 
repairs and replacements, it will pay you 





Aqpomesto well to ask for equipment with KLIXON 
Protectors. 
€3 SPENCER THERMOSTAT 
wy Division of Metals & Controls Corporation 





2501 POREST STREET, ATTLEBORO, MASS. 
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Vacuum Cleaners 





distribution pattern involving local 
retailers, and it is inevitable that the 
vacuum cleaner industry will go in 
that direction. By the same token, 
the presently reported 60 percent satu- 
ration (62.2 in 1954: Ed.) will start 
to increase rapidly once the industry i 
dominated by dealer distribution 
where broad coverage and selling ef 
fort are possible 


Forced vs. Store Sales 


Another maker predicts that “deal 
ers will take over completely the sale 
of the vacuum cleaner within the next 
five years, just as they did the sales 
of the electric refrigerator some years 
ago House-to-hous« selling is forced 
selling, but it does not thrive in an 
industry which conducts aggressive ad 
vertising.”’ 

Concomitant to the rise of the 
dealer as a merchandising force has 
been a growth in the use and power 
of national advertising. As many man 
ufacturers ruefully admit, large num 
bers of appliance dealers are not the 
least bit interested in giving cleaner 
prospects elaborate demonstrations 
And, to some extent, at least, they 
may be right. One manufacturer even 
ilmits it with this statement: “It is 

true that demonstration is no 
where near as important as it used 
to be.” As evidence he cites the 
case of a cleaner demonstrator in a 
department store who told him that 
she seldom even turns on the demon- 
stration cleaner, that most sales are 
made simply by enumerating the fea 
tures 

Of course, not all manufacturers 
are in agreement on the lack of need 
for demonstrations. One says, ‘““There 
is very little, if any, live and active 
demonstration by the dealer in anv 
of the appliance industries. The 
demonstration of a vacuum cleaner, 
while a very desirable thing, is far 
from being as complicated as the 
demonstration of a washing machine 
or an electric range And yet re- 
tailers today by and large do not 
demonstrate ranges, washers, or clean 
crs We are forced, therefore, to 
subscribe to the belief that preselling 
the consumer through national adver 
tising is the only effective avenue for 
growth of the cleaner industry.” 





who are ready for it. 


in time. 





You'll find industry statistics, a report on 1954, the out- 


CONTINUED FROM PAGE 145 


HOT SALES WEATHER COMING 
When the weather gets hot so do air conditioning and 


fan sales and 1955 could be another boom year for dealers 


That’s why air conditioners and fans are featured in 
the February issue—to give retailers help in getting ready 





Several makers radiate a general feel 
ing that they would prefer to build 
sales and acceptance by advertising 
and demonstration together, but, 
since they can’t get demonstration, 
they will have to try to do it with 
national advertising alone. 


Sales by Months 


l'raditionally, the vacuum cleaner 
enjoys its best sales during the first 
four months of the year, but 1953 
(the latest year available) showed, 
according to our annual survey of re- 
tail sales, a more level pattern than 
in the previous year. In both years 
December was the best retail sales 
month, accounting for 10.84 percent 
of total volume in 1953, 12.57 per- 
cent in 1952. But there wasn’t the 
big difference between the best and 
worst months in 1953 as in 1952. In 
the later year there was a percentage 
point difference between August’s low 
of 6.93 and December’s high of 10.84 
of only 3.91. In 1952 the difference 
between a February low of 6.81] and 
1 December high of 12.57 was 5.76. 
Next to December, the best 1953 sales 
month at retail was May with 10.31 
percent, followed by April with 9.54 
and March with 8.54. In 1952 the 
second best month was November 
with 9.79, followed by March with 
9.30 and May with 8.94. 

At the manufacturing level, Janu 
ary, March and October have been 
consistently the best sales months 
over a four-year period March is 
pethaps the single best month, ac 
counting in 1953 for 11.85 percent 
of total sales for the vear. 


Replacements and Trade-Ins 


Ever since the end of World War 
II the vacuum cleaner has been in a 
replacement market and, in fact, it 
wasn’t until 1950 that any other 
appliance could claim the dubious 
pleasure of selling more units as re 
placements than the cleaner. Now, 
although 58.9 percent of all cleaners 
sold in 1954 were sold as replace 
ments, both refrigerators and washers 
have higher replacement ratios As 
far as the proportion of trade-ins to 
total sales is concerned the cleane1 

(Continued on page 148 





and distributors do a good job on fans and room coolers 


} 
look for 1955 and, as usual, stories on how other dealers 
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OF KITCHENS 
SOLD ARE STEEL 
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SELL I1O00% wi | 
D0-COPPER: STEEL 


The Whole market is Your market with the 
warmth of natural birch, charm of antique cop- 
per, strength of steel. “Pioneer” line or the 
white all-steel line... American Kitchens have 
more exclusive quality features...offer you 
400% more sales at a full 40% profit. 
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Fan Mobile 


We've added a 20” model to 

our popular Fan Mobile line 
and increased the blade 

size of the FM16 to 17° 

Bath models re-styled for 

a slimmer, neater, more at- T 

tractive appearance. Fan- 

Mobile housings tit a full 

1so0” can be raised or 

lowered or are easily 

removable for separate use 

GUARANTEED FOR 5 


FM20 $74.95 FM16 $60.06 


YEARS vat , 
4 


Seeeerereeee eee ee eee eee eee eeeeeeeeeeeee 


BERNE MFG. CORP. Dept. EM 
3050 N. Rockwell St., Chicago 18, tI! 


Rush your new Catalog showing the 
Berns Air King fan line for 1955 


Your Name 

Firm Name 

Address 

City Zone State 


My Wholesaler is 


PAGE 148 





ALL PURPOSE Fay 
4 rhn mode ly 


z 


signed for all pyr 


Cc 


SWIVEL STAND 
able for ait models! 













NW gc 

} 

Us f 
LS een 
All models can 

be 

'n Regular Windowst 
SIDE ANELS STAND 


ARD on 20° . 
models and 22 





eeeeeeeee 
> 


Seeeeeeeeeeeeeeeeeeeeeeee 











14” Model (RAIA) de 


fits in CASE 
WINDOWS. too! can! 
with mounting bar. 


Fawn used as TABLE 


dete wrt | 


meme 


Nave 
<QWrar vr 


or 


\\ 


a —,£, 
pete 


dt te 


iit 
What ih ant ah sa OE 


eis al 


ee 


» 


“REVERSE-AIR” 


Another Berns Air King achieve- 
ment that makes your fan selling 
easier! Color-coded push button 
controls provide 3 speeds on exhaust 

3 speeds on intake. Available in 
20” model with famous Berns Air 
King slimmed-down styling; smart, 
safe grill, lustrous ivory finish. 5 
YEAR GUARANTEE! 
No. AV20PB. List price $64.95 


No. AVI6E, 2 speed, switch con- 
trolled model. List price $57.95 
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Vacuum Cleaners 
————ONTINUED FROM PAGE 146 


is in an even better position than 
several other appliances. In our 1954 
Replacement and Trade-In Survey, 
only 32.7 percent of sales involved a 
trade-in, while refrigerators, ranges, 
and washers all had higher ratios. 

The percentage of trade-ins ac- 
cepted in 1954 doesn’t even represent 
a high water mark for cleaners. In 
the three years of 1949 through 1951 
considerably higher percentages of 
cleaner sales involved trades, although 
the percentage dropped to 30 in 1952 
and 26.7 in 1953. 

The pattern of disposition of trade- 
ins that dealers accept continues to 
vary from year to year. The table 
below makes it apparent that the 
high percentage of units junked, 
which was established in 1953, is 
still high, but that the percentage 
of units rebuilt and resold has climbed 
closer to where it was before 1953. 


Disposition of Cleaner Trade-Iins 


Rebuilt Resold On 

Junked & resold “as-is” hand 

1950 23.5% 31.2% 229% 22.4% 
1951 34.7 27.3 20.1 17.9 
1952 36.4 23.9 16.9 22.8 
1953 57.0 13.4 18.8 10.8 
1954 54.0 22.8 13.0 10.2 


It’s also apparent from the table 
that the percentage of trade-ins re- 
sold as-is has declined continually 
since 1950, meaning (1) that con 
sumers are demanding better cleaners, 
even though they are second-hand, 
than they did in the early post-wai 
days and (2) that more people are re- 
fusing to buy old cleaners at all. 

As with other major appliances, 
the problem of price-cutting and fair 
trade affects vacuum cleaners. And, 
also as with other major appliances, 
nobody yet seems to have an answer. 
G-E, of course, has been fair trading 
its cleaner and, apparently, been suc 
cessful at it. However, another maker 
tried it in 1952 and apparently couldn't 
make it work. Of five manufacturers 
offering opinions on fair trade, three 
think it can be made to work, two 
don’t believe it has a chance. As one of 
those who believes in fair trade puts 
it, “It seems to be rather hard to han- 
dle in today’s market. In our 
opinion fair trade is still possible 
One of the big troubles being that 
when only a few companies in an 
entire industry are interested it is very 
difficult to keep the market clean.” 

The price-cutting that prevails in 
the absence of any enforced fair trade 
doesn’t seem to have hurt industry 
sales nor manufacturers’ outlook for 
sales in 1955. Three manufacturers 
look for unit increases of up to 10 
percent; two others expect to at least 
maintain 1954 levels. Several, how 
ever, point out that costs are rising and 
that price reductions are unlikely 

As for 1955 features and design 
you can, as one maker expresses it, 
expect that “the mobility of vacuum 
cleaners generally will be the trend 
on which manufacturers will concen- 
trate. Developments calculated to 
make vacuum cleaners easier to use, 
handle, and above all, easier to move 
about, will dominate the picture.” End 
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BY TODAY’S WOMEN! 


FEATURING 


Handee-Hi Broiler 
Exclusive Signa-Dials 
Handy Top-Center Griddle with a 


Glass Oven Door Model illustrated 
is #552-3 





Automatic Clock Controlled Oven 
Extra-large Chrome Oven 


Exclusive Top-Vue Oven Window WE ARE EXPANDING OUR DEALER FRAN- 
And Many More Sales-Closing CHISES ee FOR COMPLETE INFORMATION 


Features 


Detroit-Michigan Stove Co. 
Gentlemen: 


| am interested in learning the complete details of a Detroit Jewel 
Dealership 


COMPLETE LINE 


Name 


Tithe Company 


* Budget Priced 36” Models 
Range Series * Built-In Model 
* Popular 31” Ranges *% Dual-Action Incinerator 


Type of Business 


Street City & Zone 


| 
| 
| 
| 
| 
* Big 39” Range Series *% Space-Saver Compact 
| 
| 
| 
| 


DETROIT h JEWEL 


PRODUCTS 
Products of the Detroit-Michigan Stove Co. . Makers of the eeeneeenmnneend 


Detroit 31, Michigan Famous Detroit Jewel Incinerator 
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ever used,” 


says KAL RUBIN, owner of KAL RUBIN APPLIANCES, Tucson, Arizona. 


Maytag demonstrations were increased 
100% 
sales jumped a full 400% in one month, when 


Mr. Rubin took advantage of the Tide Premium 


traffic doubled, and automatic washer 


Plan, Here's how he put it to work in his store 

First, the stage was set with colorful window 
and in-store displays featuring Tide and Maytag 
Then, Radio and TV spot announcements were 
used to build store traffic. The Tide Premium 


Plan was brought into full play by making this 


compelling offer: (1) A free box of Tide to every- 
one who watched a demonstration; (2) A year’s 
supply of Tide with the purchase of a new 
Maytag. This offer was the heart of the entire 
promotion it capitalized fully on Tide's over- 


whelming popularity 

Dealer after dealer has reported outstanding 
success with this Tide Premium Plan. Versatile 
and inexpensive, it can do a real job in your store, 


too put it to work today! 


TIDE is your best tie-in bet because... 


MORE WOMEN USE TIDE IN AUTOMATIC WASHERS 
THAN ANY OTHER WASHING PRODUCT SOLD! 
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SOLD thanks to 


aggressive merchandising and TIDE! 


another Maytag 
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WASHER SALES 4007! 


Tide’s tremendous popularity doubles traffic, 
increases Maytag sales for Arizona dealer 


THIS 1S THE TIDE PREMIUM PLAN 


It Worked In Tucson—It Can Work For You! 


Here are the terms: As a dealer, you can get Tide at the regular Procter & Gamble 
Sales Department prices* less a special advertising allowance of $1.75 per case 
(net cost to you approximately $5.25 per case—minimum order 5 cases). And, with 
your Tide, you also get a traffic-building free display kit imprinted with the name 
of any washer brand you designate. In return, you agree to use all of the Tide you 


order in any or all of the following ways: 


1. Bonus offers of Tide. Offer a supply of Tide with the purchase of a washer 


(minimum offer % of case per washer sold). 


>, Build traffic with Tide. Offer a box of Tide to each prospect who comes in 


Shei 
/ , 4 
to watch a washer demonstration. WASHDAY MIRACLE 


@ . 
3. Demonstrate with Tide. Get top performance from your washers. Tide gives 7 ( 


you a dazzling clean wash—leaves no soap film. Laboratory tests prove it! 


You also agree to feature Tide merchandise offers in your advertising and to display 
the Tide packages with your washers. 


Prices subject to change without notice. Shipped C.O.D., freight prepaid. Offer good only in Continental 


United States (including Alaska) and Hawaii A Product of 


Procter & Gamble 


CLIP COUPON BELOW-—ORDER YOUR TIDE TODAY! 


Tide Home Laundering Bureau 
1117 Enquirer Building 
Cincinnati 2, Ohio 
Please arrange to have shipped to us cases of Tide (minimum order 5 cases ) 


We agree to use all the Tide on this order in accordance with the terms of the Tide 


Promotion Plan described above 
Store Name 
Street Address 


City State 


Ordered by 2 
(Please check boxes below for promotion material desired. ) 
( ) Please send us at no cost a washer promotion display kit containing wall poster 
es window streamers, and counter cards bearing the name of 


washe T 


Also include at no cost the following newspaper mats for the purpose of advertis 


i ing our washer promotion, 
M3i/ the AYA NOW- ) 2 cols. x 3” ( ) 2ecols. x 6” 3 cols. x 5” ; 


cols 
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Floor Polishers 





TWO YEARS STATISTICAL SUMMARY 





1954's record of 325,000 units will look like a small 
pile of peanuts if 1955 promotional plans result in 


estimated one-million sales 


N the 1953 statistical issue, Exec 
I TRICAL MERCHANDISING reported 

that floor polishers appeared to be 
“trembling on the brink of popular 
acceptance.” Now, after two years 
of “trembling,” the appliance is ap 
parently ready to plunge into the big 
selling list in 1955, 

The necessary shove is expected to 
come from a big-money, national pro- 
motion—the frst truly large-scale 
push in the history of the machine 
If present plans are carried through, 
floor polisher manufacturers will spend 
almost ten times as much on adver 
tising and promotion in 1955 as they 
did in 1953. 

One company, in particular, has set 
an ambitious goal for itself in 1955 
the sale of one million floor polishers 
This figure is more than triple the 
whole industry output in 1954, when 
sales exceeded 300,000 for the first 
time in the appliance’s history. In 
previous years, sales have inched up 
slowly, from 275,000 in 1951, to 
287,000 in 1952, and up to 295,000 
in 1953 

(Dollar volume for 1954 should 
reach $19,500,000 with unit sales set 
at 325,000, Average unit price 
— $5 this year due to the larger 
number of sales in the low-priced, 
single-brush models. ) 


Bare-Floor Potential 


Industry observers have long pre 
dicted that a tremendous potential 
market exists for floor polishers. ‘Total 
saturation is very small—well under 
five percent. And, with the modern 
trend toward bare-floor living, there 
should logically be an increasing need 
for floor machines 

A recent survey shows that the av 
erage housewife now spends 102 hours 
a vear on floor care, not 
vacuuming and cleaning rugs 
of this is hard, menial labor-—mop 
ping, scrubbing and manual waxing 
A floor machine can cut the time 
spent on these jobs by one tenth, a 
fact that should spell big popularity 
with the modern, appliance-minded 
housewife 

So far, the housewife has never been 
educated to the advantages of floor 
machines, the manufacturers explain 
In a McCall's magazine survey of 1000 
brides, only two percent had a floor 
polisher, Only eight percent specified 
this appliance when asked to name 
the three appliances they would most 


including 


Most 
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like to have. Floor polishers ranked 
11th among 19 appliances in order of 
preference. 


Competition from Wax 


According to manufacturers, inter- 
est is now growing in floor polishers, 
however—partly because housewives 
are beginning to realize that “self 
polishing,” or water emulsion, waxes 
are not a cure-all to floor care. These 
heavily advertised waxes have lead 
housewives, initially at least, to believe 
that the “simple, wipe-on” waxes have 
eliminated the need for the traditional 
polisher waxes, according to one 
manufacturer, While the self-polish 
ing waxes are excellent for asphalt, 
rubber and vinyl tile floors, the manu 
facturer said, their use on wood floors 
can lead ultimately to unsatisfactory 
results 

Another manufacturer commented, 
“After using self-polishing waxes on 
wood floors for a year, the customer 
needs a re-finishing job that costs 
more than a floor polisher would cost 
in the first place.” 

Present floor polishers, of course, are 
more than just waxers. The modern 
appliance will scrub, buff, polish and 
even sand floors. When housewives 
realize the versatility of floor ma- 
chines, and when they realize the 
truth about self-polishing waxes, the 
appliance will attain high popularity, 
the manufacturers say. 


Promotion for Revolution 


It is for this reason that the indus 
try is carefully watching the plan of 
5. C. Johnson & Sons, Inc., to pro 
mote floor polishers. Johnson, the 
ompany which hopes to sell a million 
machines in 1955, has charted a pro 
motion campaign that could revolu 
tionize the floor polisher industry. 

Che campaign has been tested in 
the North East since October and, in 
late January, the drive will be carried 
to the national level, with extensive 
promotion, magazine and _ television 
advertising (on the company’s Robert 
Montgomery Show, Life With Father 
etc.) 

Initial industry reaction appeared 
to be favorable to the Johnson cam 
paign and manufacturers were opti 
mistic that the drive will help rather 
than hurt the sales of other companies 
in the field, The feeling seemed to be 
that a big education job is needed and 
Johnson has the budget to do it. Sec- 








1954 1953 
325,000.. le . 295,000 
$60..... _ avarege Retell Price... 5.0 sc ccccves $65 
$19,500,000.... .. Retail Value.... $19,175,000 


ondly, manufacturers seemed to think 
that the campaign, coming from John- 
son, a wax manufacturer, would un- 
derscore the fact that self-polishing 
waxes have not replaced conventional 
waxes, that both have their proper use 
and can “co-exist” in the floor care 
field. 

While Johnson will be promoting 
its single-brush machine, one manu- 
facturer of a popular two-brush model 
said he expected that, if the Johnson 
campaign 1s successful, public interest 
in floor polishers will mean increased 
sales for two and three-brush machines 
as well, Traditionally, the two-brush 
model has been the most popular 
version of the machine. 

The campaign has not started yet, 
of course, and many manufacturers 
felt it was too early to tell just what 
the Johnson drive will mean to the 
industry. The top producers in the 
field (including, among others, Regina, 
General Floorcraft, Hoover, and Shet- 
land) generally agreed that 1955 
would be a good year, however, even 
if no new, special promotion devel 
oped, And at least one new company 
(Fillery, which introduced a combina- 
tion polisher, vacuum cleaner late in 


1954) will enter the field this year 
with a floor polisher. 


No Shift in Price 


Manufacturers also agreed that 
prices will be “about the same” in the 
coming year. Again in 1955, appliance 
stores and hardware stores are expected 
to be the main outlets for floor ma- 
chines. Department stores will be an- 
other important outlet, and, as one 
manufacturer observed “As floor pol- 
ishers are advertised nationally, be- 
come popular and are ‘pre-sold,’ they 
will, of course, be a good item for dis- 
count houses to pick up and start 
selling.” 

As a matter of fact, at least one 
brand which is advertised nationally 
has already become popular with some 
discounters. 

Generally speaking, however, the 
future looks “shiny-bright’’ for the 
floor polisher industry. One manufac- 
turer noted that, “Every appliance 
has a sudden, big-growth period long 
after its initial introduction.” And, if 
big promotion pays off, 1955 could 
easily be the “big-growth” year for 
floor machines. End 
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You get more 


tf @ An easy-to-sell demand product @ No extras to sell! 








@ Your profit is protected 









@ Fair Traded to eliminate price cutting 










@ No trade-ins—no tie-ins 


THIS ALL ADDS UP TO HIGH VOLUME SURE PROFITS 
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‘Se Roll Around 
Swivel-Top 


CLEANER 


Around Cleaner 


custemera Get MOre 


Now G.E. offers “Roll-easy” cleaning, the successor to famous “Reach-easy” cleaning, at 
a new retail list price $20 lower. The ultimate in whole-house cleaning — rolls easily, 
cleans easily, stores easily, is always ready for action. When this new all-purpose cleaner 
is rolled out with its 2-in-1 floor and rug cleaning unit attached, it’s ready to clean rugs, 


carpets, floors in every room of the house (and that’s 85% of all the cleaning women do)! 


ONLY G-E HAS THE FAMOUS 2-IN-1 RUG AND FLOOR TOOL 


One side cleans rugs Lift—it turns itself over The other side is perfect for floors 
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® G.E. outspends competition 2-to-1] in national advertising preselling G-E Cleaners. 


® G.E. has the largest local advertising program backing up dealers. 


only GE features its cleaner 
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4PRE-SOLD secs 


We're going to ‘‘showcase”’ the completely new G-E Roll-around Cleaner in an important 


way to the biggest audience we’ve ever had! 
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TV really sells G-E Cleaners 


Cleaners need demonstration to sell, and television is the answer 
That is why General Electric backs their cleaner with the strong 
est T'V support behind any cleaner—over 180 million ‘‘in-home”’ 
demonstrations next year on G.E.’s increasingly popular Ray 
Milland Show! 


Call your G-F distributor now—chalk up the biggest vacuum 
cleaner sales in your neighborhood with the hottest thing on 
wheels—the new G-E Roll-around Cleaner! General Electric 
Company, Small Appliance Division, Bridgeport 2, Connecticut. 

Come to Room 11—102 Merchandise Mart. See the Famous 
Roll-around Cleaner in Action! 


THE EASIEST SALE IN THE CLEANER BUSINESS! 


GENERAL ELECTRIC 


















with the greatest of ease! 


Roll-around Cleaner-69™ ! 


Ob eee te — 





pe Praggrees ee Meas mgpartoms Pens 


CLEANER — GENERAL @D ELectaic 








Selling for you in national magazines 





Selling for you on network television 





Steel 
Kitchen Cabinets 





Industry achieves 


best year in history despite 
growing problems of com- 
petition, rising costs, demand 
for color and built-ins. Deal- 
ers sell 65 percent of 3,372,- 


000 cabinets 


HE year of 1954 was a good one 

for the steel kitchen cabinet in- 

dustry. Some 3,372,000 units 
were moved this year for a total dollar 
volume of $174,440,000. Roughly, 
1954 finished up about two percent 
under 1953. 

Despite a slight dip in both unit 
ind dollar volume, the industry 
seemed pretty well satisfied to end up 
with a year which equaled, but did 
not pass, the highest figures ever 
racked up in the steel kitchen cabinet 
field—1953 is 3,441,000 units and a 
dollar volume of $178 million. This 
is a long jump from the $83 million 
plus done in 1949. ‘The constant up 
grading of the market, both in units 
and dollar volume, is encouraging. 

Although the industry hit the same 
pace as last year, a few firms did vary 
somewhat from the industry average. 
Several showed some drop in their 
volume, ranging from five to ten per 
cent. Others climbed up the sales 
chart by a “slight bit over” or by vary 
ing figures of five, ten and up to 
twenty percent improvement 


A Sliding First Quarter 


The first two quarters of the year 
howed some signs of a letdown, cor 
responding with generally 
across the country and backing up the 
common talk of a But a 
spurt in the final two quarters brought 
1954 almost even with 1953 

When talking of the future and 
sales for the coming year, the steel 
kitchen. cabinet industry definitely 
feels bullish. Estimates vary accord 
ing to the specific markets and the 
lines handled, but most of the cabinet 
makers feel that 1955 should go down 
on the books next January as about 
ten percent above the volume of this 
year 


business 


recession. 
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“1955 looks like a good year,” is a 
typical comment, with others adding, 
“We would expect industry sales to 
increase dollar-wise and _ percentage- 
wise in 1955.” The increased amount 
of building and remodeling on the 
books is one encouraging sign for the 
year ahead, 


No ‘54 Inventory Problem 


Inventories presented no particular 
problems during 1954 and_ there 
seems to be a feeling that the stock 
piles are in good shape for the start 
of the new year. If any change at all 
is indicated it is probably that of a 
lower total inventory, not higher 
stocks. Normal was the most common 
way of wrapping up the problem. 
Generally speaking, the industry 
ended 1954 with its inventories lighter 
than in the preceding year. 

As one company spokesman summed 
it up, “At factory level, the in 
ventory situation is very satisfactory 
At distributor level, inventories are 
low and at retail they are non-exist 
ent.” The average dealer, most manu 
facturers feel, does not stock kitchen 
inventory other than his floor display, 
and perhaps his model or display 
kitchen. Because each kitchen is varied 
and each job calls for a different ar 
rangement of cabinets, the average 
dealer does not order his merchandise 
until the kitchen is sold. Distributors 
are handling the warehousing for most 
of their accounts 


There were not too many price 
changes of importance during 1954. 
Generally the picture remained stable 
and most of the industry stated that 
there was “no marked change” in the 
situation. The industry, it appears, is 
beginning to stabilize in this respect. 


Prices May Inch Up 


But prices may show a slight up- 
ward adjustment during the coming 
year of 1955, according to the manu 
facturers surveyed by ELecrricat 
Mercuanpisinc, ‘The basic reason for 
this change seems to hinge on in- 
creased material and labor costs. 
Much of this is dependent upon the 
level of steel prices, so it is hard to 
make any definite predictions beyond 
a general “upping” at list. Steel prices 
did show some rises during the past 
year, but practically all the cabinet 
makers absorbed this at the time. 
here has been some instability on 
new construction in some areas and 
this is expected to continue for an- 
other year. 

Markups in the kitchen field, al 
ready one of the highest in the major 
appliance field, show little evidence of 
change during the year ahead. And 
the chance for any drop seems slim 
due to the fact that steel kitchen cabi 
nets require large margins for the skills 
and the costs involved, The kitchen 
field is definitely a specialty field and 
requires this extra bit for doing the 
job well. 


TWO YEARS STATISTICAL SUMMARY 
Kitchen Cabinets, Steel 


1954 


3,372,000 
$51.73 
$174,440,000 


1955 


Units Sold 
Average Retail Price 
Retail Value 


1953 


3,441,000 
$51.75 
$178,000,000 
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The financing end of the kitchen 
cabinet business shows little change 
with one notable exception. This is 
the open end mortgage, ‘This 
phase of the financing picture was r 
viewed during the past year and has 
been spelled out for those fields having 
things literally nailed down or invols 
ing installation work. And the kitchen 
field is one phase of the appliance in 
dustry which can get benefit 
from this service. 

Most of the manufacturers ques 
tioned felt that there had been little 
real effect on the industry during the 
past year. ‘They felt that it did not 
seem to be used widely as yet but that 
it has “unlimited possibilities.” 

Ihe industry looks forward for an 
increased use of the open end mort 
gage, resulting in more remodeling as 
homeowners become aware of the 
existence of such a financing feature. 
Some feel that it will be a consider 
able time before its use is increased 
to the point where it can affect the 
market to any great extent, But it is 
felt that this can have specific sales 
advantages and should produce addi 
tional volume provided it is acceptable 
to a sufficient number of lending in 
stitutions. 

The open end mortgage is 
to have some 


one 


great 


bound 
favorable influence and 
will become increasingly effective as 
dealers get better acquainted with it 
and use it as a sales tool 


Dividing Up the Market 
The kitchen cabinet market seems 
to divide fairly evenly between new 
construction and remodeling. There 
is some feeling in the industry that the 
steel cabinet field has lost ground in 


new construction but has gained in 


remodeling 
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We said it on April 21st—a little more than eight months 
ago. 


It foretold the coming of the now famous Raytheon 
“Challengers”—with an entirely new idea in TV. 


It preceded the introduction of the Raytheon “Aristocrat” 
series—finest television values ever to bear the Raytheon 
name. 


It heralded an upsurge in sales that multiplied Raytheon 
production figures—and made Raytheon a factor to be 
reckoned with in the field of TV production and mer- 
chandising. 


It led to the addition of numerous nationally known and 
respected distributors—and hundreds of forward-looking 
dealers. 


Visit Us During The Market 





191 3607 
| MERCHANDISE SHERATON 
MART HOTEL 


Sa a ee 


Then—Deeds followed Words—thereby earning the respect 
of those who read and remembered—as well as the thanks 
of those who profited by responding! 


Now we say it again! “When a Giant Decides, Something 
Happens! 


You who followed the events that took place on the heels 
of our first announcement, will read significance in this 
repetition! 


And you will do something about it! 


You will not want to ignore opportunity a second time! 
This second time, you will realize something is brewing 
at Raytheon that is definitely worthy of your serious and 
immediate interest. 


a ae 


RAYTHEON MANUFACTURING COMPANY = Television and Radio Operations * 5921 West Dickens Avenue * Chicago 39, Illinois 
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This page ingen 
from Retailing Daily 
of April 21, 1954 


OS€ Products 4nd services com- 
Patronage of Nearly two hundred 
Million dollars 4nnually, 


ous Fesources and ca. 
Some Months 480, such a decision was made. Pacities, including &nBincering talent and 


Te was made by Raytheon—anq its results will manufacturing facilities “NSUrpassed in the 
$00n be apparent ina new Raytheon television world, 
line whose impact wil} be felt by the entire 

industry, 


for twenty-five 
Of those eventful years, Supreme in 1S field. 


Raytheon! One of the few Major Producers 
Of the television Picture tubes required by 


form himself IM about what 
SCores of Manufacturers of Ty Sets, ! 


wil] fome from Raytheon — SOO 


RAYTHEON tv 


The Gold Standard of Values in Television 
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profit from the 
sales appeal of 


appliances powered with... 


Lam Electric 


rr [AL APPL 


mac crower OR 
FRACTIONAL HORSEPOWER MOT S 


; 


a 


Pd 


“ 


Compacily designed turbine 
provides dependable opera- 
tien fer canister-type 
vacuum cleaner. 


a 
— 
- 


Series motor parts engineered 
for floor polisher; adaptable 
te feed mixers and other 
household appliances. 


Lightweight universal motor 
for portable devices requir- 
ing @ self-ventilated, high- 
speed motor. 


e The quiet, 
dependable operation of 
appliances equipped with 
Lamb Electric Motors 
makes them easy to sell 

. assures fast turnover 
... builds customer good 
will — all factors which 
result in increased store 
profits. 


This is one of the reasons 
why more and more 
dealers are featuring 
Lamb Electric motored 
appliances. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 
In Canada: Lamb Electric — Division of 
Sengamo Company Lid. — Leaside, Ont. 


cece nericatton MOTORS 


worserOwer 


7, Electric 


PRA! 
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Steel Kitchen Cabinets 





It is estimated that 20 percent of new 
teel cabinet Dh 
industry wide promotion, backed by 
the Steel Kitchen Cabinet Manufac 
turers Assn., plu the introduction of 


onstruction uses 


tec] units in a wide range of colors, 
textures and finishes are vital factor: 
Ihese units are still competitivel: 
priced against factory-built wood cabi 
nets in the aim to hold and recapture 
the market shar 

But the division of the market is 
not always pegged at even. ‘The most 
mentioned breakdown sets some 65 
percent of the market in remodeling 
and the remaining 35 percent for new 
construction. Much of this depends 
on the individual lines marketed by 
the various firms. Top quality lines 
or lower priced promotional units ma‘ 
go in different directions. 

Distribution shows little evidence 
of change during the past year, but 
there is a trend toward a more selec- 
tive pattern in the coming year. Full- 
line manufacturers, those backing up 
with appliances, may put more em- 
phasis on cabinets and work for the 
package sale. Distributors are begin- 
ning to show more interest in the 
cabinet lines and may place them in a 
higher position as far as sales and pro- 
motional effort go. 

The appliance dealer remains high 
on the list of preferred dealer outlets 
handling steel kitchen cabinets. Many 
consider him the major outlet for the 
market. The increase of modular type 
appliances, along with ensemble sell- 
ing tend to make or create a specialist 
in the appliance field itself. 

The plumbing retailer is showing 
an increase as a factor in the field, 
along with the kitchen specialist. The 
latter, still small in numerical strength 
in the national picture, .is gaining 
stature because of the service he can 
offer. Limited mostly to the remodel- 
ing field, he often concentrates on the 
custom lines. Builders still handle a 
great share of the cabinet business go- 
ing into new construction and with 
the great number of housing starts 
continuing to spiral upward, will con- 
tribute greatly to the industry's unit 
volume. 

Competitive Factors 


Competition during the past year 
was unchanged, according to some in 
the industry. But beneath the surface 
much was stirring. Actually this past 
year showed only the signs of an in- 
creasingly competitive market. It is 
one which should really open up dur 
ing the coming year. 

Much of this boils down to the 
healthy supply of raw materials which 
are available in unlimited supply for 
the first time in some years. The 
strikes which had effect the year be 
fore were not present in 1954 and 
steel is now in abundant supply for 
all who are willing to buy. 

Clearly, competition has begun to 
shape up. Already some firms are fea 
turing low priced specials and package 
promotions are increasing 

One of the big pushes behind the 
promotional activities of the field has 
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been the Steel Kitchen Cabinet 
Manufacturers Association. With its 
membership claiming ninety percent 
of the business in this field, they have 
launched industry-wide promotions on 
which many have hung their advertis 
ing and promotional budgets 

Initiation of “Steel Kitchen Cabi 
net Month” this past October showed 
the start of effective, combined pro 
motion from an industry viewpoint 
This month-long joint effort kicked 
off activities which involved consumer 
advertising, direct mail, trade space, 
in-store displays and demonstrations, 
plus specific area advertising in news- 
papers at the dealer level. Television 
was used and package or impact pres 
entations, including editorial coverage. 
were used in leading newspapers. 

Additional Steel Kitchen Cabinet 
months are in the planning stage right 
now, with September of 1955 and 
June of 1956 on the schedule. 


Color Problem 


The biggest and most noticeable 
changes in the steel kitchen cabinet 
industry are two in number. Both are 
factors that come from without the 
industry and present problems over 
which the industry has little direct 
control. But they are vital ones and 
can have far reaching effects in the 
sales and production goals during the 
coming year. 

First is the bugaboo called color. 
This is not new to the kitchen field 
and has had its ups and downs for 
quite a few years. But once again it 
is becoming more of a problem and 
has definitely entered the competitive 
end of the business. 

But the terminology of the word 
color is misleading. A better way to 
nail it down in considering the pres- 
ent and coming market picture is to 
talk in terms of finish. While color 
is a part of finish, it is not the whole 
thing. New materials have entered 
the scene and even the word wood is 
heard these days. Texture is important. 

Color itself is becoming more pop- 
ular on the consumer front. And it 
not only shows a trend toward more 
use of color, but that of more and dif- 
ferent colors in the lines themselves 
1954 saw the increased introduction 
of color in steel kitchen cabinets, but 
it also saw the use of textures, plus 
new and different materials. It saw 
the use of wood with steel cabinets 
Copper appeared in some lines, Peg- 
board is being used. 

Actually, many of the manufac- 
turers feel that they are working 
toward color because of materials and 
not color itself. Wood, often con- 
sidered a “nasty word” by many, is 
now heard and some of the folks are 
facing the problem directly. 

It is a question of whether the con 
sumer wants a material itself or just 
the appearance of this material. 
While wood and steel have battled it 
out since kitchens first started, much 
of the thought today boils down to 
“What does it look like?” 

(Continued on page 165) 
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. A ree he Window-Type Ventilators — 


Manually and Electrically 


1 SBe55 oe 
‘ 





* ThesPrestige Line of Profit-Builders— 
a fan for every purse and purpose. pO 


size and type 


f 
New colorful years-ahead styling— hep 
designed with built-in customer satisfaction. 


Sell the best for more and easier sales— 





Air Circulators—oscil- 
lating and non-oscil- 
lating. 





Table Air Circulator 
—serves a dual use, it's a fan, 
it's a table. 








Ventilating Fans—ring mount- Exhaust Fans — types to meet 


Desk and Bracket Fans—resi- Kitchen Ventilators — both 
practically every need, 


dential, commercial and in- wall cabinet and window ed, direct drive. 
dustrial types. models. 














DIEHL MANUFACTURING COMPANY 


Finderne Plant, SOMERVILLE, WN. J. 
District Offices: Atlanta Baltimore Boston Chicago Detroit New York Philadelphia 


Well balanced : 
warehouse states Atlanta * Boston * Chicago * Detroit * New York * Philadelphia 
SEE US AT BOOTH 1122 NATIONAL HOUSEWARES SHOW JANUARY 13-20 DRILL HALL—CHICAGO, iLL. 
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“Ore EUREKA Sales in 54 than in ahy 


AMERICA’S FASTEST GROWING FAVORITES IN VACUUM CLEANERS 


~y ie. 
SO 


‘++ With the HOUSEWIFE oy 








Obie filer / 


Over 3000 Eureka Vacuum Cleaners § 
sold at retail in 1954 by the } January 3-14, 1955 
Consolidated Gas & Electric Co. y 


Baltimore, Maryland re 
i —— AMER 


taty 





FURNITURE MART-CHICAGO 














In Baltimore, a great city with one million population, the Consolidated Gas & 
Electric Co, sold over 3000 Eureka cleaners at retail to their own customers in 1954. 
Think of it! An average of 60 sales per week for 52 weeks, all sales in their stores 
and not one with a trade-in allowance! 


Here is terrific proof that Eureka retail promotions on both the Eureka 
Roto-Matic and Automatic Upright at $69.95 produce record sales week after 
week, They produce for dealers both large and small who feature Eureka 
cleaners and use the amazingly successful Eureka Promotion Programs. 


Write, wire or see us at the Chicago Market. 


EUREKA WILLIAMS COMPANY 


‘3 FREE 
DIVISION OF HENNEY MOTOR COMPANY, INC. e BLOOMINGTON, ILLINOIS _- Sees > 
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wy Rated No. 1 Best Buy 
EUREKA 


“Ro Matie Lf FS 
Swivel-Top- ' | 
Cleaner. 5; A= =, the magic figures that , 


wos make promotions 
——— " pay : 





The FUREKO 
Promotion 
Winner! 


Cleaner 


Fa The TRADE-IN SPECIAL 
» Nationally Advertised 
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Citation for Creating 
Consumer Demand 








COMPANY 
NAME 


Look for this blue-ribbon emblem at the 
Furniture Market and Housewares Shows 
in Chicago this month. It will appear only 
on the booths of companies that advertise 


in The Saturday Evening Post. The Post 
has always been the advertising showcase 
for America’s finest household furnishings. 
They're the best in any show! 


— gets to the heart of America 
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Steel Kitchen Cabinets 





One manufacturer stated that, “It 
now appears that the homemaker did 
not want color in the first place. 
What she really wanted was a wood 
finish. It is entirely likely that she 
will again get tired of seeing every 
kitchen in the block with the same 
finish and that the wood finish will 
exhaust itself as quickly as the color 
trend has.” 

his trend toward wood finishes has 
caused considerable uneasiness in the 
steel kitchen cabinet industry. Many 
feel, as above, that it is a move to 
finish, not material. Much of this 
is behind the changes coming which 
both color and texture in the 
kitchen without sacrificing the advan 
tages of steel construction. 

he recent increase of color in ap 
pliances has complicated the picture 
somewhat. As one industry person put 
it, “Increase of color in appliances 
will only add to the confusion.” 


give 


Color As Color or Texture? 


But the trend is moving this way 
and will continue to do so in 1955. 
One major complete line manufac 
turer has introduced appliances in five 
colors plus white in 1955. These are 
mix-and-match offering which will be 
backed by similar setups in the firm’s 
cabinet line. Other appliance com- 
panies have brought out one color 
only, claiming it is a neutral or match- 
ing color which will go with almost 
anything. Many still believe that color 
as color has almost completely run its 
course in the cabinet field. 

The increase of color in appliances, 
some think, will only tend to add to 
this confusion as the kitchen cabinet 
manufacturers who paint their lines 
find they cannot match the shades in 
related appliances. 

Whether there can be any standard 
ization in this thinking of colors re 
mains doubtful. But it does scem 
possible that most will tend to do this 
on their own, sticking to basic hues 
which will be able to work with other 
lines to a limited extent. 

The influence of the appliance field 
will be strong and you can look for 


FREE TRIP TO 
FLORIDA fer THe 
SALESMAN WHO 
WINS THE SALES 

CONTEST 
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an increase in the color trend. A ma 
jority of the business will remain in 
white (some estimate this at 95 per- 
cent) but the swing will continue to 
widen. 


Built-ins and Sizes 


The second major factor which has 
troubled the steel kitchen cabinet field 
during the past year is that of com- 
ponent appliances, such as the built-in 
ranges and ovens. The introduction 
of these units during the past year has 
increased and will continue to increase 
in 1955. 

But the basic problem here is that 
there is a serious lack of standardiza 
tion in these units, particularly in 
oven widths. Each manufacturer 
makes his own size, often working 
with the dies from his conventional 
models, For the people who make the 
cabinet to house, hold or surround the 
ovens, this can be rough. It has, as 
one manufacturer said, “Created a 
problem for all concerned.” 

The Steel Kitchen Cabinet Manu- 
facturers Assn. approached this prob 
lem last March when they invited all 
the major oven and range manufac- 
turers, plus NEMA and GAMA, to 
sit down in New York and discuss 
this subject. The possibilities were 
outlined from all directions but no 
action has been taken as yet. 

At the start of this year, the com- 
mon solution seems to be one of two 
courses. Many appliance firms are 
tying-in with the cabinet manufac- 
turers to have the two lines coordi 
nated. The two can thus work 
together, which is in effect, standard- 
izing on a different level. The other 
approach is for steel kitchen cabinet 
people to bring out their own lines of 
built-in ovens and ranges. 

The result of this lack of standard 
ization at the present moment is a 
serious limitation of the market po 
tential. It is one which should be 
solved through a joint appliance 
kitchen cabinet effort for the efficient 
use of the whole market potential. It 
remains a stumbling block in the path 
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BIG YEAR ’ROUND SALES 
FOR BIG YEAR-END PROFITS 


WV ‘A Power Mower 
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XP.160 
20” Self-Propelled 
Trimmer Gas 





aes A Leaf Mulcher 
is Available for 
Every HOMKO 
Rotary Mower 
as an Accessory 

















Accorsory: Sweeper Hitch  — Accessory: 
(Hitch only~ to be used = Dual Wheels 











Get Complete information on HOMKO LAWN EQUIPMENT 
from your Jobber Today or Write for Catalog 


Manutactured by 


WESTERN TOOL & STAMPING CO. 


2725 SECOND AVENUE DEPT. 6) DES MOINES 13, IOWA 











PAGE 


165 








by 
Tedey, the picture w clowed 
2 surrounding mach all eles err 
except Syiveme Only Syiveme ie 
pres you the enue © « 








silver Coreen 85 with 


more , | 
most of 1959* | 
. brighter wn ott | 
. wre ies 

oy ee reason it all the - png 

on e we HaloLight aurround light 

ar television st 


‘abe , Bcreen BS" + HaloLight-Eye Fidelity! 











= ~ ae ny ober ogilve 
For or ar sieenantet for your eye! o up erer agreed contrast " the erin ans 
_ brilliance far 8” Ad utes ed design of >Y vania picture tubes has ee 
television aw res o with Hialotaght It a" yew ine nv widely used of any “get The arwest Sylvania picture 
: a 7 
Watch oes again settle for the enel par with ar : apse pena? ann wri 
and you #* " They faceplate, 0 af: — 
oa vaste$e eve vere sures aber - —_, and woe bewwer® the white _ the —< a Sereen 45" 
pace . frame Lae dat" Jaght new intresduces Bye Fidelity in ve all 
4 glance at the Cte ded, Wumninert not show he Males 
vi 1 ar they a h {ramee 
cannot show bew 1 a 


and of e¢ 
prnitles the Sylvanee picture,” 

seree 
the Sylvan Siler OOF 


can tell your customers 
this profitable selling story! 


JANUARY, 











PAGE 166 


1955—ELECTRICAL MERCHANDISING 














” Shift” Tuning 
. TV's first No Shift 
pene fs wot 
in the US preeence to voice por 
. eo new 
eee nen in any other set made 
oo like all cate, are grey a 


you 


« Paooucts Inc 
eLecTaonit a+ ATOMIC ENERGY 


lo 7.) tn Canada, Made 

Deven. “Northern Hlectrie Compan 
Lid. for 

(Canada) 


WALOLIGHT brings Eye Fidelity 


Shown ot beft, the 1955 Lawese® 
y veneet ot 
14 ace 1955 Sytvene 
start at 9109.90, wnehudon 
Federal Tax ond warrenty Shaginely 
on the Far West end South 


horme 








Syieo® 


SYLVANIA’ .. fastest 
eon 
neeP your ey 


Here’s the first in the dramatic, new series 
of ads that sell HaloLight in ’55! 


This is how Sylvania demonstrates 
the remarkable facts about Halo- 
Light... what it does. 
And it proves no other television 


what itis... 


receiver can match the picture fidel- 
ity and eye comfort of this exclusive 
Sylvania feature. 

It’s part of the month-after-month 
series of new Sylvania advertise- 
ments that will reach the buying 


families of every major market in 
America through the pages of Life 
... plus some of the nation’s most 
influential magazines. 

Your local Sylvania distributor is 
prepared to prove that Sylvania 
HaloLight television is easier and 
more profitable to sell, too. Call him 
today. Be ready to take full advan- 
tage of this new dynamic Sylvania 


advertising program that will make 
HaloLight a household word that 
can translate itself into dollars. 





Syivania Exvectrric Propucts Inc, 


RADIO TELEVISION LIGHTING 


ELECTRONICS ATOMIC ENERCY 


Radio & TV Division, Buffalo 7, N. Y 
In Canada Made by Sylvania Electric( Canada) Lid, 
for Northern Electric Company Lid 


keep your eye onSYLVANIA....fastest growing name in sight! 
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Dil and Gas Space Heaters 





Three Years Statistical Summary 
Oil Space Heaters 





Oil unit sales level off at 520,000 despite efforts to eliminate sea- 
sonal factors. Gas units reach a volume of 383,750 and wall heat- 


ers score 300,000 


r ne year 1954 blew into history with an esti 
| mated sale of 520,000 vented oil space heat 
ers, selling at an average price of $96.00 ac 
cording to a panel of marketing experts in the 
industry. 

It was thought that approximately 25 percent 
were moved with thermostats, 45 percent with 
blowers. 

On the pricing estimate, there was the usual 
difference ot opinion between chains and manufac- 
turers, but more manufacturers dropped their fig- 
ures, Fully 35 percent of sales involved trade-ins, 
and agreement was that 66 percent of the oil space 
heater market is saturated (some said 80). About 
76 percent are sold on time. 


New Homes Without Central Heating 


About 18 percent of the oil space heaters sold 


‘go into new construction, and it is good news to 


the industry to know there were 1,128,314 more 
houses without central heat in 1950 than there 
were in 1940, 

This was revealed by the 1950 census, the latest 
information on the subject. It has always been 
the classic attitude of the industry that all new 
housing would have central heating, and that the 
space heater business was a dying industry. Truth 
is, high construction costs have forced the erection 
of smaller homes, and a space heater with a blower 
is the best short cut to reduce costs 

It is now the belief of manufacturers that the 
business is leveling off to sales of about half a 
million a year, and this annual volume should be 
good for a decade 


Wood and Coal Users Are Prospects 


Besides new construction and replacements, the 
users of wood and coal for home heating form 
the logical prospect lists for space heater sales. 
This group comes from the 20,294,625 homes 
without central heating reported in the 1950 cen 
sus of housing 


Wood as home fuel was dropped in 3,451,795 
homes in the decade between 1940 and 1950, and 
coal in 2,775,757. There were 1,220,243 homes 
with space heaters in 1940 (manufacturers say far 
more than this) and the number jumped to 4,628,- 
815 in 1950, a gain of 3,408,572 in the decade. 
(This is based on families reporting, not necessa 
rily the correct total). 

It may come as a surprise to know that the 
pace heater business has as many prospects in 
cities as on farms and rural non-farm homes. 
here were 10,064,880 urban homes without 
central heat in 1950, said the U. S. Dept. of Com- 
merce. ‘Towns over 10,000 buy 18.4 percent of 
the space heaters; 2,500 to 10,000, 11.1; towns 
under 2,500 (rural non-farm) 24.3; suburban, 
4.7; rural dwellers, 41.5. 

That the sale of space heaters for old construc- 
tion offers a much bigger market than new is evi- 
denced by the 1950 census, whose reports on 44,- 
229,845 occupied homes breaks down into these 


ages 


10 years old 9,174,635 (20.7%) 
10-20 years old 5,893,125 (13.3%) 
20-30 years old 8,893,715 (20.1%) 
30 years and over 20,263,873 (45.8%) 


Tempering the generous margins (40 percent) 
that make space heaters popular with dealers is the 
shortness of the season. Last year found that the 
plans to spread the space heater business over 
more months were not clicking. Thermostats, 
blankets and other premiums planned to bring in 
business ahead of cold weather did not seem to 
draw. One firm even gave dating up to January, 
and guaranteed prices throughout 1955, but in 
general the public seemed to feel that there were 
plenty of space heaters to be had quick, and waited 
until Jack Frost was nipping at their heels. Be- 
fore October 10, business was worse than 1953, 
after then, better. 

(Continued on page 170) 


How They Heat Their Homes 


1954 1953 1952 
Units sold 520,000 647,800 740,344 
Ay. retoil price $96 $96 $93 


Retail value 


$49,920,000 $60,892,700 $68,852,000 


The Space Heater Market 


Occupied Dwellings in U. S. 42,826,281 
1950 CENSUS OF HOUSING 
Non-central Utility Bottle Liquid 
Reporting in U. S$. heating Coal Wood gas gas fuel 
20,294,625 4,846,690 3,910,360 5,395,075 805,120 4,628,815 
Urban 10,064,880 2,092,580 531,495 4,462,440 167,455 2,451,445 
Rural Non-Farm 5,719,690 1,644,205 1,261,705 781,080 329,490 1,480,305 
Rural Farm 4,510,055 1,109,905 2,117,160 151,555 308,175 697,065 
1940 CENSUS OF HOUSING 
Non-central 
Reporting in U. S$. heating Coal Wood Gas Fuel oil 
19,732,355 7,622,447 7,362,155 2,728,381 1,220,243 
Urban 8,407,223 3,850,639 1,063,340 2,139,792 830,740 
Rural Non-Farm 5,088,930 2,288,754 1,837,154 484,962 286,691 
Rural Form 6,236,202 1,483,054 4,461,661 103,627 102,812 
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Homes 

Percent Homes Heated 
of 1953 with Non- with Oil 

U.S. Centralt Space 

Sales* Heating Heaters 
Alaboma ...  .25% 678,780 46,740 
Arizona .... 05 155,435 22,660 
Arkansas... .11 448,545 39,975 
Colifornia .. = .14 1,781,090 142,390 
Colorado ... 12 183,580 41,625 
Connecticut . 43 165,415 114,450 
Delawore .. 6] 30,716 12,440 
Dist. of Col... 67 19,690 5,285 
Florida .... 5.89 587,990 259,110 
Georgia .... 2.85 733,115 89,130 
RS 113,285 43,190 
WWinois .... 7.29 781,310 299,580 
Indiana .... 6.02 529,485 150,735 
re 3.26 327,295 165,085 
Kansas .... .24 334,470 47,945 
Kentucky .. 1.45 568,940 25,090 
Lovisiona .. — 611,655 59,685 
Maine ..... AY 127,350 64,110 
Maryland .. 2.20 183,500 61,050 
Massachusetts 52 346,765 245,160 
Michigon .. 8.54 558,510 246,315 
Minnesota . 2.52 330,670 182,590 
Mississippi .. 01 491,620 21,100 
Missouri ... 4.69 614,645 131,220 
Montana ... 33 103,390 26,165 
Nebraska .. 1.03 183,320 74,290 
Nevada .... .12 36,025 13,575 
New Hampshire .19 65,310 38,485 
New Jersey . .33 259,435 133,680 
New Mexico. 01 122,285 9,725 
New York .. 3.95 684,305 254,900 
N. Carolina . 11.65 814,260 202,835 
North Dakota .84 76,715 30,655 
ae 6.14 759,875 118,685 
Oklahoma .. 02 497,030 29,825 
Oregon .... 1.83 298,270 124,770 
Pennsylvania 4.01 695,605 66,485 
Rhode Island 24 89,030 67,345 
So. Carolina. 4.26 456,430 110,765 
South Dakota 1.01 105,125 49,365 
Tennessee 1.64 678,055 65,300 
Texas 02 1,826,160 154,290 
Utah 24 83,285 10,770 
Vermont 28 49,535 22,180 
Virginia 5.44 532,110 109,320 
Washington . 3.4] 406,400 218,220 
West Virginia .22 377,825 4,165 
Wisconsin 3.51 339,620 167,885 
Wyoming 02 51,370 8,475 
Total ... 100.00%, 20,294,625 4,628,815 


*Source: Institute of Cooking and Heating Appliance 
Manufacturers 
TSource: 1950 U.S. Census of Housing Equipment 
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, _ A.0.Smith wills more tae Riad water w bein 
eZ | than all others combined 


ony Oe Permaglas 


Tee A.0.Smith 


ie the only glass-lined tank proved by over 2,500,000 families 





the only water heater with amazing HEETWALL construction 


the only glass-lined water heater people know and own 
the only glass-lined water heater YOU know can’t rust—ever 


Through research Ey .a better way 


a haa 
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You haven't heard anything till you've heard | ° 3 6 


Space Heaters 


CONTINUED FROM PAGE 168———— 
The $64 question with the sales ex- 
perts is how much of a carryover in- 


ventory will they have to face in 1955. 
Belief is that at all levels—manufactur- 


ers, distributor and dealer—it will not 
run much over 150,000 units. 
Florida, said one manufacturer, is 
the best market for space heaters be- 
cause of the new construction. An- 
other named ten states which he said 
accounted for 63.9 percent of total 


industry sales on oil space heaters. 

They are North Carolina, Michigan, 

b C| t k f Illinois, Ohio, Indiana, Florida, Vir- 

°* ¢ « y emen Ss, mda er ©) | ginia, Missouri, South Carolina, and 
| Pennsylvania. 


vacuum cleaning equipment, | Gas Space Heaters Gain 


. Gas is one fuel which used to be the 
most expensive and now is the cheap 

exclusively, for A5 years. est, thanks to government regulatory 

bodies refusing to permit gas utilities 

to adjust prices to allow for money in 

VY 3 4 i T sfele) T ae ) flation. This situation, which will not 


last forever, is what has given gas 


1 4 ty, y ' ’ space heaters their zoom. 


OP BPD PPP PP PPP PPP PP PPD” 


at the January Market 


JANUARY 3-14 


A lot of salesmen these days only 
Model 888 b » 
come to work so they can go out for 


V/; coffee. 
Vestlalaels a tigsihitias utelal f —r—rr mia 2080060 8€£0 0 800 OOOOOOeeeae™=s~<S. 


QUIK-VAC 


Find out how Cadillac's lib- ' j $79» It is believed that 1954 saw 383,750 


gas space heaters marketed, and 300, 


eral discount policy gives tele low price 000 wall-type heaters (most of which 


hte ner burn gas). About 28 percent were 

° . REUSE @ WW used with bottled gas. 
you more p rofit per unit. set of attechments Selling gas space heaters depends on 
gas permits being issued by local utili- 


e 7 V4 ties. This stems back to the gas fields. 

‘emeinbe Where gas becomes available, it is 

R Woes ' thought there are more change-overs in 

Cadillac offers a complete line! = F a with central heating than with 
= ; 

See it on display at the January Market ol 


The Top Market 


The great market, of course, for gas 
space heaters, is in homes without 
furnaces. In a comparison with the 
1940 and 1950 U. S. census of hous- 

ing, it was revealed that 3,470,814 
Model 60 home owners swung over to gas space 
ay Oy encage . : heaters, the greatest change in the 

——— wee group. Incidentally, in 1950, there 

were 805,080 homes reported using 
bottled gas for heat. 

a e Ten states accounted for 67.5 per- 
lt's dirt-hungry ! cent of industry sales of vented gas 
¢ space heaters. They are: Illinois, 11.2 
Medel 1.080 ? percent; New York, 8.1; oe 
a 7.4; Missouri, 6.8; Ohio, 6.7; Pennsyl- 
~—— 2-speed control: vania, 4.6; Kentucky, 3.6; Indiana, 3.3; 

conte! 1D P Georgia, 3.1 and Minnesota, 2.7. 


The Wall Type Heater Market 
SWIVEL TOP 


Wall-type heaters, fairly new on the 
TOSS-AWAY DUST BAG market, sold around 300,000 units in 


“FLOATING BRUSH” FLOOR NOZZLE | 1954. Nearly all models burn gas. 
Pe» ae: , COMPLETE SET OF ATTACHMENTS Half of them were sold for new con- 


struction. Five states account for 654 


oiinkd come E-Z-ROLL DOLLY (Optional equipment) percent of the total industry sales, as 
= SUPER-SUCTION | follows: California, 40.7 percent; 
SS, | Texas, 13.9; Florida, 5; Arizona, 3.3; 
and Colorado, 2.6. Outlook for 1955 
CLEMENTS MFG. CO. Dept. A, 6650 S. Narragansett Ave., Chicago 38, Ill. __ is estimated at about 325,000 units. 
SEAR OR AK LLL SLR ae a 
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FIRST INDOOR ANTENNA DESIGNED FOR COLOR! 


ane COLORTENNA 


EXCLUSIVE NEW 

CHANNEL RESONATOR 

plus 6-POSITION ELECTRONIC 
PHASING. SWITCH 


provides widest adjustment range 











$9.95 ust 


JEY , MANUFACTURING Co., Inc., 6101 16th Ave., BROOKLYN 4, N. Y. 
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‘Tf you sell Irons and lroners- 
remember women buy them...and the Journal 
is the mightiest magazine for women 














PROOF: Vv The Journal is first in circulation among all magazines edited for 
women. ¥ The Journal is first in advertising revenue per issue 
in the laundry-equipment classification. That’s why in the Journal you'll 
find such leading advertisers of irons and ironers as General Electric, 
Universal, Arvin, Speed Queen, Ironrite, Whirlpool, Kelvinator. 


Never underestimate the power of iho 
the No. 1 magazine for women... | OURN Al, 
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~ THE WORLD'S LARGEST MANUFACTURER 
OF WASHERS, DRYERS and IRONERS 











HAS THE GREATEST FEATURES IN 


EULLY- AUTOMATIC 


SUDS-MISER ...the 
ONLY BUILT-IN, AUTOMATIC 


suds-saving feature! 


There's nothing like it. Suds-Miser is a Whirlpool exclu- 
sive... and it’s patented! It’s an integral part of the Whirl- 
pool washer .. . built-in and fully automatic. Suds-Miser 
saves over half the cost ‘A soap and hot water. 

And women want this washday economy. A recent inde- 
pendent, nation-wide survey reveals that Suds-Miser is most 
wanted ,.. and the reason for buying . . . by a margin of 7 to 
3 over any other washer feature! 

Although imitations may come and go, none equals the 
see dependability, efficiency and sales power of Suds- 

iser by Whirlpool. It is truly the greatest economy feature 
in automatic washing and one of the great sales advantages 
enjoyed by each Whirlpool dealer. 


7 RINSES 


cal Rinses 


yhiripool § 
Whirl cep Ag 


¢ 95) 
, all soil and 


water! \s the be 
‘ ; 


st rins 


cement 
15 years. 


FREE-FLOW DRAINING 


lothes 

| ter is dt sined away trom ~ < 

goer ws OU 
hein i through them! Wate! flo 

Aer les and bottom 


99 openings 1 sic Oo 
| is ever lett in clothes 


no 
through 1,1 


of the tub no soil 


WASHERS 


Fully automatic, Suds-Miser 
pumps hot, sudsy water from 
washer into laundry tub for 
storage after first load of 
clothes is washed. 





. *® 


For next load, only the clean, 
hot, sudsy water is pumped 
back into the washer automat- 
ically, This can be repeated 
for as many loads of clothes 
as desired. 





AGIFLOW WASHING 


A new high in gentle yet thorough washing is 
achieved with Whirlpool’s new Surgilator. 
Scientifically designed to balance with the size 
and shape of the tub, the Surgilator has wndu- 
lated vanes which create millions of energetic 
water currents. These swirling currents of 
busy water result in gentle, mu/ti-flex Agiflow 
action. They circulate clothes free/y and flex 
them gently thousands of times to loosen and 
remove the most stubborn soil from a big, 
family-size load of clothes. 


Guide Lite control tells washing cycle at a glance. 

3-Temp water selection with fabric guide. 

Select-A-Level control saves water on partial loads. 
Automatic filling regardless of water pressure. 

Delicate fabric washing guide protects those new synthetics. 
Porcelain top resists acids, alkalis, mars, stains, rust. 
Top-loading door with convenient finger-tip release. 

Giant capacity means fewer wash loads. 

Fiush-to-wall design for neater installation. 

Germicidal lamp helps sanitize clothes. 

Scientific damp-dry spin avoids straining of fabrics. 

Dual Cycle-Tone when wash is done saves tiring steps. 
Fully flexible. . 
Up to full 20-minute washing cycle. 


. repeat, shorten, lengthen or skip any cycle. 





HAS THE GREATEST FEATURES IN 


FULLY-AUTOMATIC DRYERS 











OFF wiayvy 
a 
‘ 


®@)} 
— 
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FULL RANGE HEAT CONTROL 
with 3 primary temperature settings DELICATE FABRIC CONTROL 
assures proper heat for all materials 


. is another great advancement in auto- 
from woolens to nylons. Colored light matic drying. Automatically, it pro- 
indicates temperature selected one GUIDE LITE centralized automatic vides safe drying temperature for the 
fabric guide eliminates all guesswork. control is beautifully colored, fully illu- new modern or delicate fabrics. 
minated to match panel on automatic 


washer. A turn of the dial selects the dry- 
ing time and immediately, a colored light 
follows the operation and tells at a glance 
how drying is progressing. 








GIANT-SIZE DRYING DRUM— 
solid—for controlled air circulation 
Enameled, rust-resisting, spacious drum with 
PLUG-IN DRYING solid circumference is satin-smooth to prevent 
tearing or snagging of clothes. Exclusive con- 
Whirlpool Deluxe Electric Dryer oper- trolled air flow directs tempered heat through 
ates on 115-V. current... extra wiring tumbling clothes in a scientific drying pattern 
is eliminated. All you do is plug in ordi- for maximum efficiency. A built-in Sun-A-Tiz- 
nary wall outlet. For even faster drying, ing lamp releases ozone to freshen clothes with 
it can be installed to operate on 230-V. co lecfees sunshine throughout drying cycle. 


plus alll those hociiinen.. 


Porcelain top resists acids, alkalis, mars, stains, rust. 
Built-in lint screen, right on top . . . easy to clean. 
Front-loading door with automatic finger-tip release. 
Drying capacity up to 20 Ibs. of wet clothes. 
Therma-Flow action assures fast, economical drying. 
Force-Flo exhaust removes moisture from cabinet. 
Sun-A-Tizing lamp gives clothes fresh-air fragrance. 
Convenient interior light when door is open. 
Automatic door shut-off provides extra safety. 
Flush-to-wall design permits neater installation. 
Lifecoat finish assures lasting beauty. 

Outdoor venting, if desired, can be installed easily. 
Fully-automatic ignition on gas dryer. 


Ps 
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A DRYER TO MATCH 
EVERY WASHER 
For each Whirlpool dryer there is a per- 
fectly-matching washer . .. in beauty and 
eficiency! With more and more pros- 
pects wanting both units, this matching 
feature is another sales advantage for you. 


UW 








WASHERS, DRYERS and 


FULLY-AUTOMATIC WASHER 


In styling, in beauty, in performance the Imperial 


Washer is truly a masterpiece! It has all these features 
that have made Whirlpool famous Suds-Miser, 7 
Rinses, Agiflow washing, Guide Lite control, 3 Temp 
water selection, Select-A-Level water control, auto 
matic filling, delicate fabric guide, porcelain top, finger 
tip release loading door, giant 9-lb. capacity, scientific 
damp-dry spin, flush-to-wall design, germicidal lamp, 
Free-Flow draining, Dual Cycle-Tone, fully-flexible 
operation, up to 20-minute washing time, Lifecoat 
finish, 5-year warranty On transmission. Honored by a 


host of imitations, the Imperial is equalled by none! 


FULLY-AUTOMATIC DRYER 


With its beautiful, fully-illuminated Guide Lite control 
and futuristic styling, the Imperial is today’s finest auto- 
matic gas or electric dryer. It combines all these great 
performance and convenience features women want 
and buy full range heat control, special delicate 
fabric temperature control, porcelain top, built-in lint 
screen, finger-tip release loading door, Therma-Flow 
action, 20 Ibs. of wet clothes capacity, satin-smooth 
drying drum, Force-Flo exhaust, Sun-A-Tizing lamp, 
Cycle-Tone signal, interior light, automatic door shut- 
off, flush-to-wall design, simple outdoor venting, Life- 


coat finish, and fully-automatic ignition on gas dryer 





IRONERS | 





, eo 
3 war naxe Whintpoot 


FULLY-AUTOMATIC WASHER 


New in beauty and performance 


the Supreme 
Washer has the great features only Whirlpool can 
offer. Look at all these selling advantages you have... 
Suds-Miser, 7 Rinses, Agiflow washing, 3-Temp water 
selection, water Saving on partial loads, automatic 
filling, delicate fabric guide, finger-tip release loading 
door, giant 9-lb. capacity, scientific damp-dry spin, 
flush-to-wall design, germicidal lamp, Free-Flow drain- 
ing, Dual Cycle-Tone, fully-flexible operation, up to 
20-minute washing time, Lifecoat finish and 5-year 
warranty on transmission. With its medium price, the 


Supreme will sell fast and produce big volume sales. 


REMEMBER ...IT’S EASIER TO SELL 


FULLY-AUTOMATIC DRYER 


Sparkling new with its beautiful gold-trimmed control 
panel, the Supreme gas or electric dryer incorporates 
the outstanding features that have made Whirlpool the 
LEADER in the home laundry field. It has full range 
heat control with 4 temperature settings, built-in lint 
trap, finger-tip release loading door, Therma-Flow 
action, 20 lbs. of wet clothes capacity, satin-smooth 
drying drum, Force-Flo exhaust, Sun-A-Tizing lamp, 
Cycle-Tone signal, interior light, automatic door shut 
off, flush-to-wall design, simple outdoor venting, Life 
coat finish and fully-automatic ignition on gas dryer 


Never has Whirlpool superiority been so obvious! 





THE WORLD'S LARGEST MANUFACTURER 
OF WASHERS, DRYERS and IRONERS 





worD-OF-MOUTH SELLING 


Most important se ’ 
Whirlpool is the ustomer satis- 
faction generated -g product. 


’ vou get with 


This creates se “w -ot- h’” sel 
ing, for you ¢ 
ucts! I HIS MA 


aA MODEL FOR EVERY NEED 


Nothing }5 “missing 1 the W hirlpool com- 
plete line of washers, dryers and iromers 
There's 4 model for each segment of the mar- 
ket... 2 pri € 4 . And, each model 
is the finest 19 its class. W ith Whirlpool home 


jJaundry appliances ee sale need ever be 
THIS 


lost! I MAKE> YOU A LEADER. 


you KEEP WHAT you MAKE 


Your proht is never “eaten up by costly serv 
ice calls. Records prove Whirlpool products 
are far more dependable _,. have greater serv- 


seE YOUR WHIRLPOOL DIST 





ice-free operaung efficiency: W ith Whirlpool, 
you are the dealer with the lowest service costs! 


THIS MAKES YOU A LEADER. 


COPIED BUT UNEQUALLED 


Whirlpool’s acknowledged engineering lead- 
ership creates the great * sdering features 
often copied but never equalled. You never 
struggle to sell something ‘almost 4s good” 
29 YOu always have the finest features to dem- 
onstrate. One example .-- Suds-Miser! THIS 
MAKE5 YOU A LEADER. 


MERCH ANDISING pOWER 


Asa member of Whirlpool’s great “merchan- 
dising team, you benefit from aggressive and 
conunuous national and local advertising «°° 
outstanding promotions pac ked with hard sell 
mr terrific sales tools. - - and effective mer- 
chandising help from the country > best dis- 
tributors! THIS MAKES YOU A LEADER. 


RIBUTOR 


Pd | he how to sell more, make more! 


(Whinkpoot CORPORATION, 5: JoseP 


h, Michigan 


Clyde, Ohio LaPorte, Indiana 


IN CANADA jJonn Ing!s Co., Limited, Toronto, 


THE WORLD'S LARGEST MANUFACTURER OF WASHERS, DRYERS and IRONERS 


ad 





FULLY-AUTOMATIC WASHER 


Worthy of Whirlpool’s great name, the Deluxe com- 
bines, in space-saving design, top performance features 
with glamorous beauty. It's America’s most beautiful, 
low-priced, fully-automatic washer. Look at these fea 
tures single master control dial in gold escutcheon 
plate, Agiflow washing, 7 Rinses, 2-Temp water selec- 
tion, water saving on partial loads, automatic filling, 
big 8-lb. capacity, scientific damp-dry spin, Free-Flow 
draining, fully-flexible operation, up to 20-minute 
washing time, 5-year warranty on transmission, hinged 
top and Lifecoat finish, Truly, the Deluxe washer is the 


most terrific buy on the market today! 


WHIRLPOOL THAN S$ 


FULLY-AUTOMATIC DRYER 


New, all-new, here's the beautiful, low-priced, space- 


saving, gas or electric dryer that value-conscious home- 
makers will want. And, the electric dryer operates on 
115-V. current... no extra wiring, just plug in to any 
convenient wall outlet. For even faster drying, it will 
operate on 230-V. In addition, the Deluxe features . . 

single master control dial in gold escutcheon plate, 
CTherma-Flow action, 16-lbs. of wet clothes capacity, 
satin-smooth drying drum, Force-Flo exhaust, auto- 
matic door shut-off, simple outdoor venting, conven- 
ient lint trap, casters (optional) for electric dryer and 


Lifecoat finish for lasting beauty. 


ELL AGAINST IT! 












nd PROFITS FOR YOU! 


+ 


SEMI-AUTOMATIC WASHER 


Here's your profitable solution for discriminating 
women who want the very best in semi-automatic 
washers. There's nothing like the Surgomatic for 
beauty, Convenience and performance, It features 
the exclusive Aquamatic Extractor with full-view 4 
rolls, automatic push-button controls for washing 
and draining, automatic timer with fabric guide, 
Agiflow washing, giant 10-lb, capacity, one-piece 


assembly for pump, motor and clutch plus many 





other Whirlpool exclusives! 


Supreme 


AUTOMATIC IRONER 


The beautiful Supreme Ironer combines all the great 
features known today for convenient, effortless, effi 
cient ironing. Your present washer and dryer cus 
tomers need this ironer to complete their time and 
work-saving, fully-automatic laundry. Demonstrate 
it you'll discover how easy ironer sales can be 


made with a W hirlpool 


~ ~.b 


< 
A 

Guaranteed by 
Good Housekeeping 





HERE'S WHY YOU 
ARE A LEADER WITH 





THE LEADER IN LAUNDRY APPLIANCES 


word-OF-MOUTH SELLING 


ice-free operating efficiency: With Whirlpool, 

Most important ‘plus feature” you get W ith you are the dealer with the lowest service costs! 

Whirlpool is the tremendous customer satis- THIS MAKES yOU A LEADER. 

faction generated by each W hirlpool product 

This creates powerful word-of-mouth” sell- COPIED BuT UNEQUALLED 

ing for you as 4 dealer 19 highest quality prod- 

ucts! T HIS MAKES YOU A LEADER. Whirlpool’s acknowledged engineering lead- 
ership creates the great jJaundering features 

A MODEL FOR EVERY NEED often copied but never equalled. You never 
struggle to sell something “almost 4s good” 

Nothing ' “missing ‘in the Whirlpool com- rs always have the finest features tO dem- 

plete line of washers, s and ironers onstrate. One example .-- Suds-Miset! THIS 

There's 4 model tot each segi the mar- MAKE5 YOU A LEADER. 

ket a price for each purse And, each model 

is the finest 19 its class Whirlpool home MERCHANDISING POWER 

laundry appliances ale ed ever be - 

lost! THIS MAKES yOU As a member of Whirlpool’s great merchan- 

dising team, you benefit from aggressive and 

contunuous national and local advertising --: 

outstanding promouons packed with hard sell 


you KEEP WHAT you MAKE 


Yout wer eaten up” by costly sery _. terrific sales tools --° and effective mer- 


ice calls , hirlpoo! products chandising help from the country > best dis- 
are far more depe have greater serv: tributors! THIS MAKE5 YOU A LEAD! R. 


jRLPOOL DISTRIBUTOR 


\| more, make more! 


(Whinkpoot CORPORATION, st. Joseph, Michigan 


Clyde, Ohio LaPorte, Indiana 


im 6 ANADA John Ing! Co., Limited, Toronto, Ontario 
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Power Tools 





A $200-million a year business attracts more and more appliance manu- 


facturers as “do-it-yourself” develops from a phenomenon to a national habit 


TAHE momentum which has car 
ried the power tool industry for- 
ward to increased sales year after 

year did not diminish during the year 
1954. While some manufacturers 
were cautious in their sales claims, and 
ome reported a slight dip in sales, 
most could look back to the year as 
one in which they had done as well or 
better than any similar period in the 
do-it-yourself’ decade. Better still, 
most were looking forward to a con 
tinuing upgrading of their sales, and 
me optimistic sales manager could see 
continually increasing sales for at least 
IX IOoTe VCaIs 


Straws in The Wind 


Perhaps the best indication of how 
industry felt with regard to the exist 
ing sales potential could be gained by 
in examination of the number of com- 
panies which had added power tools 
to their line during 1954. Among old 
line appliance manufacturers who had 
come into the field in the last twelve 
months names like Admiral, 
Oster, Dormeyer, and Toro (powes 
mowers); all of whom were either al 
ready in production, or planning to be 
shortly. 

These “Johnny-come-latelys” and 
those manufacturers who had been in 
the field for some time were gunning 
for a market which had become a na 
tional phenomenon during the short, 
postwar period. With an 
innual dollar sales volume estimated 
it well over 200 millions yearly it was 
easy to understand the increasing num 
ber of manufacturer 
ing the field 

l’o add to the enthusiasm generated 
by most male Americans at the magi 
word “power tools’’ many related in 
lustries have brought out allied ma 
terials which were helping to guide 
power tool retailer. 
Metals, with “do-it-yourself” 
S. Steel, with steel for 
iftsman; U. S. Ply 
wood, with newer, smaller handyman 
all doing their bit 
of the family tool 
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were reporting increased circulation, 
and sales of “How To” books had 
reached the status of important busi 
ness for many publishing firms. All of 
these factors were contnbuting to the 
continued healthy state of the indus- 
try, and sales were moving forward. 


The Tools Themselves 


It is probable that the most uni 
versally wanted of all the power tools 
is the electric drill. But the story does 
not end there. Once the home handy 
man has sampled the convenience of 
such a unit he has become a powet 
tool enthusiast. Like the pipe fancier 
who is forever bringing home a new 
pipe, the power tool enthusiast, once 
bitten, can be depended on to add to 
his equipment. Thus the buyer of an 
electric drill becomes more often than 
not the purchaser of a circular bench 
saw, and the owner of a circular saw 
will decide that a drill press, or router- 
planer, is necessary for the projects 
which he may have at hand. ‘The list 
of accessory attachments is important 
for the retailer, too, and the number 
of these available for both powered 
hand tools, and the heavier stationary 
machines is almost endless. Buffers, 
sanding and waxing attachments, paint 
stirrers, saws, and even hedge trim 
mers are available for use with power 
drills. On the market too were com- 
plete smaller shops powered by the 
drill itself, and offering the buyer 
miniature editions of the heavier sta 
tionary units, complete with circular 
saw, lathe and drill press. Attachment 
for the portable drill had even reached 
into the improbable realm of the hunt 
ing enthusiast with one New York 
department store offering a duck pick 
ing attachment designed to fit any 
power unit with a 3” or larger drill 
chuck. With it, according to the d 
scriptive copy, the skillful user could 
pick a Mallard duck in 


minutes 


five or six 


When Is a Drill? 


Popular Mechanics found in a 
cent survey that the four basic uses 
for small, portable electric hand tools 
were as follows: 83.1 percent of the 
respondents used for drilling; 58.6 per 
cent for grinding; 45.4 percent for 
polishing and 36.5 percent for sand 
ng. These however were just a fev 
of the uses of the smaller units, and 
the consumer was finding other typ 
of tool in the portable family equall 
useful. Representative of these wer 
the portable electric saw and the o1 
bital sander, both of which enjoyed 
great handy-man popularity a 
it} | lab WT SAVE 


tim 


1955 


In the heavier, stationary units one’s 
choice was limited only by the size 
of his pocketbook, One manufacturer 
was offering a kit designed to take 
the home workshop enthusiast down 
to a bed rock starting point in his “do 
it-yourself” career, The kit consisted 
of all necessary parts and plans needed 
for assembling a 10” tilt arbor table 
saw, and was priced at under $20. At 
the other end of the price scale a 
buyer might make an outlay of several 
hundred dollars for multi-purpose sta 
fhonary units whose versatility was 
limited only by the time necessary to 
make simple adjustments or change 
overs. These “Cadillacs” of the power 
tool field could, when called upon, 
perform as lathes, saws, sanders, and 
drill presses, and for such necessary 
operations as planing and jointing, 
One unit on the market, with an en 
closed motor, contained features such 
as a dial enabling the operator to select 
the correct motor speed for the work 
at hand; and a spindle by which power 
might be transmitted to available at 
tachments without the use of belts o1 
pulleys. 

Popular Mechanics readership panel, 
in a 1954 survey, replied to a question 
on ownership of larger power driven 
tools with a 64.6 percent affirmative 
response. Projected over the maga- 
zine’s entire readership this meant a 
total of 3,617,600 individuals possess 
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ing a unit of this type. A further 
breakdown showed that most popular 
of the stationary units fell in the fol 
lowing categories: 


40.6 Percent 
40.1 Percent 
38.6 Percent 
30.1 Percent 
26.5 Percent 
22.8 Percent 


Bench & Table Saws 
Lathe 

Drill Press 

Jig Saw 

Band Saw 

Jointer 


As with portable tools, the station 
ary units could boast of a long list 
of useful attachments, Manufacturers 
catalogs offered such items as combi 
nation disc and belt sanders; saw 
blades designed to cut through mate 
rials ranging from wood to marble; 
mounting stands, and a long list of 
other accessories. For the retailer 
these accessories provided one of the 
inore important aspects of power tool 
selling for they assured a continuing 
cycle of repeat sales 


What The Prospect Spends 


The Bureau of Advertising claimed 
that during the year 1953 “do-it-your 
selfers”” had made purchases totalling 
$3,900,000,000, a figure which would 
mean that in that year alone the aver 
age American family group had mad 
expenditures of nearly $80, Pinpoint 
ing this even further, Popular Mechan 
ics readers replied in the following 
manner to a question on the amount 

(Continued on page 182) 
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stronger than ever for ’ 


Complete Line 
HOME VENTILATION 


Family of sizes in the famous RTS 
line—two-speed, reversible, 22, 
26 and 30 inch, PLUS the 20 inch 
RDD direct-drive in both two-speed 
and two-speed reversible. EVERY 
window fan application covered — 
all Reed quality, power and 
big-load air delivery. 


ATTIC FANS 


Stock size range of seven models 
pin-points the exact attic fan 


requirements for every size home. 


Built-in power, quietness and 
BIG LOAD air delivery. Designed 
and built for permanent-installation, 
complete central comfort-cooling. 


’ PORTABLE FANS 


On-the-spot portable cooling, with 
the looks and safety features wanted 
in the finest homes and shops. 
Completely vibrationless, two-speed 
and reversible, 22, 26 and 30 inch. 
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FAN MERCHANDISING 


Reed also offers 
@ complete line 
of Exhaust Fans 
and Accessories. 
Write for com- 


- plete details. 


EVER OFFERED 


details of this fan 
_ and you 


with Reed! a Reed Unit-Fans, Inc., &M-1-55 
GO — * aler co-op in the 1001 Saint Charles Ave., 
ae 


EAL 


Get the 
promotion 


liberal dea wi “ New Orleans, La. 


ness, pac 
busin 1g across t Please send me full information 
ing aids about Reed Fans for 1955. 
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of money they had spent for power 
tools during a twelve month period 


Percent Amount Spent 


Under $95 
$95 to $204 
$205 to $504 
$505 to $1,000 
Over $1,000 


According to Department of Com- 
merce estimates 1954 had seen the 
spending of $331-million for additions 
to existing homes; $1.4-billion for im 
provements and alterations; and $1.3- 
billion for repairs and replacements. 
All of these outlays were in addition 
to money spent for new construction 
and while all of these repairs had not 
been made by the home tinkerer it is 
probable that in each a high percen- 
tage had brought with them equally 
impressive power tool purchases by 
the home handyman. 


The Present and The Future 


Ihe year 1954 has seen the entrance 
of increasing numbers of appliance 
dealers and distributors into active 
merchandising of power tools. Most 
old line manufacturers had belatedly 
swung from a viewpoint which toler 
ited the appliance dealer as a sales 
outlet, to a point where active and in 
creasing efforts are being made to cul- 
tivate him. With the entrance of 
the appliance manufacturers men 
tioned earlier into the power tool field 
it is evident that the appliance retailer 
will gain greatly in stature as an out 
let during the months ahead. 

Once the appliance retailer has en 
tered actively into the retailing of 
power tools he will find that few sales 
factors exist which differ greatly from 
those he may have encountered in 
appliance merchandising. Perhaps the 
greatest hurdle will be in familiarizing 
himself with sales techniques and op 
eration of larger stationary units. The 
manufacturer has realized this in 
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most instances, however, and factory 
courses, traveling demonstrators, and 
the like are constantly making the 
rounds to assist the dealer. Here too, 
the ingrained familiarity of the ma- 
jority of most men with the theory 
behind so many power tools has 
proved an invaluable aid to the dealer 
in simplifying the amount of demon- 
stration necessary. 

Unlike so many appliances the serv- 
ice picture with regard to power tools 
presents no problem. Basically, power 
tools show little tendency towards ills 
of any sort; for the few which do act 
up the dealer will find that servicing 
centers are near at hand in most sec 
tions of the country. 


Sales Repeat 


Perhaps the biggest and best of all 
the sales features connected with 
power tools is their ability to generate 
continuing sales. Whereas the sale of 
a major appliance will often be a one 
time shot, the power tool brings with 
it the ability for widening sales circles 
over long periods. The dealer whose 
stock contained accessories for the 
basic unit he has chosen will find 
that these will bring the customer 
back again and again as he adds to his 
home workshop equipment. 

E-LecrRicAL MERCHANDISING, in its 
study on the subject of power tools 
which appeared in January, 1954, 
pointed out that the wired homes (44, 
781,000 in 1954) of the nation pre 
sented a tailor made platform on which 
to build power tool sales. The base of 
this platform is being continually 
strengthened, and while “do-it-your 
self” has come to be an accepted word 
in the terminology of the power tool 
manufacturer and the public it is prob 
able that the American consumer will 
continue to buy power tools in quan- 
tity in the year ahead under any other 
name which may crop up End 
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A COMBINATION ELECTRIC KETTLE AND 


STEAM IRON.” 
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the sensational CASCO steam iron 


r customers 
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road...wherever you turn 


DYNAMIC INFLUENC 


. and only CASCO has it! 


GO AEC, 
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available through 
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for immediate delivery 


CASCO 
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Power Mowers 





Unit sales climb to 1,350,000 
despite 1954 drouth, but 
average price drops to $89.70 
as low-priced rotary units 
take a larger share of the 


market. 


ESPITE drouth, which burned 
1) up many lawns in the country 

last year, the march of power 
mower sales continued its upward 
march in 1954 to a grand total of 
1,350,000 units. This is a jump from 
1,275,000 in 1953. 

Price took a licking, however, drop- 
ping from the 1953 average estimate 
of $113.37 to $89.70. Fully 60 per 
cent of all sales were below $100. 

Carryover into the 1955 season will 
not be more than 175,000 machines, 
chiefly in the higher priced models. 
his is good, compared to last year’s 
excess inventory of 260,000. 

Explanation lies in the headlong 
plunge of the public to buy rotary 
mowers which only went ahead of reel 
type the year before. From 60 to 70 
percent of the year’s sales were rotaries. 
Following are the price brackets of the 
Lawn Mower Institute, which believes 
it reports half of the production of the 
220 manufacturers. Estimates of the 
chains, which are thought to be 40 
percent are included here: 


1954 
Below $70 15% 40.9% 
$70— $79.99 15% — 
$80-89.99 15% 
$90-99.99 15% 
$100-$109.99 15% 
$110-124.99 10% 22.5% 32% 
$124.99-149.99 5% 8.1% 10% 
$150-199.99 2%2% 4% 5% 
$200-299.99 2%% 2% 2% 
$300-499.99 2%% 2% 2% 
$500-over 24%4% 


The rotary mower consists of a 
whirling scythe blade mounted di- 
rectly to the engine shaft. It costs 
from $15 to $20 less to produce. ‘The 
rotary was first made by Goodall of 
Warrensburg, Mo., 24 years ago, and 
was a natural for the south where St. 
Augustine and Bermuda grass grows 


1953 1952 


24% 


20.5% 


25% 
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and owners have had many 
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1954 § 121,095,000 


The boom in rotaries came in recent 
years, when Sears and Montgomery 
Ward took advantage of the lighter 
and less expensive 2-cycle engines that 
Power Products and others had 
brought on the market, and made 
them price leaders. 


Self Propelled Rotaries Gaining 


Disadvantage of the rotary is the 
fact that generally it must be pushed, 
accidents. 
This year’s market saw cutting blades 
being moved forward, away from the 
back, and a tendency toward more 
shrouds, to protect the feet. Although 
less than 5 percent of rotaries are en 
gine propelled, the trend is growing, 


and it is thought that next year it will 


be 10 percent. 

Cost of self propelled rotaries i: 
much higher than hand pushed 
models, Wards will have one in 1955 
for $159, and Sears has sold them for 
$112.50. Savage is coming out with a 
model listed at $149.50. 

Sunbeam, which entered the power 
mower field this vear, offered a model 
with two speeds forward and free 
wheeling (the owner pushes), McCul- 
lough and Motor Mower offered the 
same. McCullough offered a grass 
catcher, which is new. One of the 
difficulties in applying propulsion to 
rotaries is that if it goes too fast, it 
will not cut grass satisfactorily. 


The electrically operated power 


mower does not make up more than 
4 or 5 percent of the market, with 
about six manufacturers producing it. 
The trailing cord appears to worry pos- 
sible owners. 


Battle Between the Engine Makers 


Because one could get as much 
horsepower in a_ two-cycle engine 
weighing 14 lbs. as from a four-cycle 
at 30 pounds, the pendulum swung in 
its favor several years ago. Lower 
price gave it an advantage. A two 
cycle was desirable on a rotary, which 
needs power on every stroke. It con 
tains only 19 parts as against 43 parts 
in a four-cycle. However, there always 
has been trouble in having the public 
mix oil and gasoline in nght propor 
tions for the two-cycle, 

Briggs & Stratton, largest producer 
of four-cycle units made giant strides 
to recover the business for the four 
cycle engine in 1954. It spent $3 mil 
lion to develop a light weight four- 
cycle engine to sell competitively with 
the two-cycle, and got twice as many 
orders as the firm could fill. Clinton 
brought out a lightweight four-cycle 
job, as did Lauson. There is mystery 
as to what proportion of the rotary 
mowers are powered with four-cycle 
engines. The mail order chains think 
that 70 percent are two-cycle, 30 per 
cent four-cycle. Other schools of 
thought differ, however, feeling it 
about 50-50. 


TWO YEARS STATISTICAL SUMMARY 


Power Lawn Mowers 


1954 


1953 





1,350,000 
. et 
$121 ,095,000 


Units Sold. . 
Average Retail Price 
Retail Value. 


1,275,000 
$113 
.$144,542,000 


Chief defeise of the reel type, which 
sells best in the northeast, is the pos 
sibility of attaching a sulky with the 
mower, so the boss can ride. Jacobson 
is bringing these features into its 
lower priced field, Makers say the 
market is leveling off, and rotaries have 
gone about as far as they will 


The Market 


Hach year this round-up revises its 
data, in an effort to make it more 
authentic, A great deal of study of the 
market has been made the past year by 
one expert, who is the outstanding 
statistician in the power mower field. 

He points out that one cannot take 
the 42-million wired homes in the 
country as an index of possible power 
mower prospects. ‘Too many families 
live in apartments or places without 
yards. Best possible basis would be 
the number of single, detached dwell 
ings worth over $10,000 (mail order 
chains say $7,500). Family income 
should be $4,000 and up. On this 
basis there are about 14-million quali- 
fied prospects in the United States, 

With seven million power mowers 
in use, the market appears to be 50 
percent saturated, as of now, 

However, the industry is rapidly 
going into the replacement business 
In 1954, it is estimated that 18 per 
cent of sales were replacements; by 
1956, 41 percent will be, and by 1960, 
70 percent. It is felt that most custom 
ers buy an inexpensive rotary on their 
first purchase, 

The life of a power mower is about 
seven years, shortened largely by the 
owner leaving it out in the rain. Then, 
too, it gets a jolting in movement 
like an automobile, in addition to it 
own wear and tear, The life of the 

(Continued on page 190) 


PAGE 187 














Greatest Range Convenience 
Feature Ever Invented 


exact temperatures 
matically! A sensing element, in 
the center of the fifth burner, 
meosures the temperature inside 
the cooking vessel, 
selected temperature is reached, 
the gas flame cuts down. There 
after any variation in tempera- 
, either up or down, 
automatically corrected by the 


Other Famous Florence Features 


@ Exclusive S-way Range Top 

© Herpes Wyman Alltrol Burners 

© Wi swing out Broiler 

@ Florence Roto Brotlercue 

© Cast Iron Oven and Broiler Burners 








As Advertised in Better 
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MAKES YOUR COOKING OBEY 


The Greatest Advance in ‘‘Top-of-stove’’ Cooking 
Since the Gas Range was Invented! 
5 


New thermostat-controlled fifth burner automatically 
maintains selected cooking temperature. 


At last... automatic top-of- 
the-stove cooking is here! The 
new Florence Gas Range 
““Governess’’ thermostatically 
holds exact temperatures... 
gives you cooking results never 
thought possible — perfect deep- 
fat frying, sauteeing, controlled 
simmering, griddle-work, pan- 
frying. And, best of all, there's 
no watching needed .. . it’s com- 
pletely automatic! 

Think of it! This wonderful 
new invention— takes the place 
of many automatic kitchen ap- 
pliances—deep-fat fryers, elec- 
tric skillets, food warmers, 
griddles and sandwich toasters. 


Let Florence Do Your Cooking — 
See the new Florence Range 








“Governess” 


PLORENCE STOVE COMPANY, MERCHANDISE MART— CHICAGO 


Here’s how it works: an auto- 
matic control, measures the 
temperature of the food inside 
the utensil, automatically keeps 
the temperature constant, un- 
varying... for the complete 
cooking period. 

Easy-to-use... with the 

utensils you now have! 
80% of all cooking is “‘top-of- 
stove.”’ That’s why the ‘‘Gover- 
ness’’ is such a great conven- 
ience! No special cooking ves- 
sels needed. Easy to use— 
works like oven thermostat. 
Controls heat exactly . 
through all temperatures from 
200° to 400°, 


Demonstrated at Your Dealer's 


SINCE 1874 
GAS RANGES 


Homes and Gardens, American Home, Good Housekeeping 
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EVEN WHEN YOU'RE AWAY 
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out golden brown 


exact heat desired 
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Has the Feature That Gives You 


the Strongest Sales Story in the Industry! 
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The Revolutionary New Florence 


o 
CRMeSS 


Gives Florence Dealers Big Sales Advantage of 
Exclusive New Top-of-Stove Temperature Control 











You sell the industry’s only real, fundamental 
improvement in over 40 years when you offer 
your customers the new 1955 Florence Ranges 
with automatic ‘‘Governess”’ heat control. 

The Florence Governess does for top-of-stove 
cooking with gas what the introduction of the 
oven heat regulator did for baking almost half 
a century ago! That it will do even more for 
the sale of gas ranges is obvious. And only 
Florence has it! 


NO SERVICE PROBLEMS! 
Four years of engineering development and 
two years of field testing in scores of kitchens 
insure perfect performance. The Governess of- 





fers absolutely no service problems for dealer 
or customer. 

The Governess is NOT just a simple adapta- 
tion of the oven thermostat to top-of-stove 
cooking. It IS a scientifically designed appli- 
cation of the principles of thermostatic heat 
control to open flame cookery. It does NOT 
measure the heat around the pan. It DOES 
measure the heat inside the pan... exactly 
and automatically, at any desired temperature. 

You can make selling history with the 
Florence Governess. 

And, best of all, it’s 


PRICED TO SELL! 
Governess models start as low as $269.95, retail! 
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19 BEAUTIFUL MODELS 


Florence Ranges are the profit-through-value 
line for '55! Included in the complete line are 
the popular 20-inch Rangette and the 30-inch 
Spacesaver, plus a full line of 36 and 40-inch 
models, with the Governess available on four 
great new models. 

All models are available for both city and 
bottled gas and are AGA approved. 


TERRIFIC NATIONAL SUPPORT 
32 million selling messages—full page ads re- 
peatedly running in such magazines as Better 
Homes & Gardens, Good Housekeeping, Amer- 
ican Home and Household —plus local adver- 
tising, ad mats and display material — will put 
the new Florence Governess to work for you, 
herding women into your Range Department. 


FULL MARK-UP MEANS FULL PROFIT 
With Florence, even promotion models carry 
full mark-up. You enjoy competitive price with- 
out sacrifice of profit margin. Commercial Credit 
dealer and consumer finance plan available, 
See the ‘‘Governess”’ at the Winter Markets! 


Florence Stove Company, General Office, 
1459 Merchandise Mart, Chicago 
114 East 32nd Street, New York; 53 Alabama 
Street S.W., Atlanta; 301 North Market 
Street, Dallas; 946 Western Merchandise 
Mart, San Francisco. 
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TO MEET EVERY PURSE 


For price minded and quality minded 
customers—the new Supreme line of home 
haircuting Kits has appeal for both. The 
increasing trend to save money by cutting 
hair at home and the smart styling and 
aggressive merchandising of Supreme clip- 
per kits is boosting dealer sales to never 
before realized volume. . 


@) GOWAN | 
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SUPREME STANDARD 


NEW—Attractive plastic case 
houses durable vibrator motor. 
Matched tong-life clipper 
blades with heat insulator are a 
Supreme exclusive. Clipper, 
comb and shears 


Case-hardened Swedish Steel 
blades Hard Chrome plated— 
rust resistant—found only in 
Supreme clippers—Blade 
ward; crew cut attachment; 
apered barber comb; profes- 
sional-type shears; can of oil 
and "Can't-Go-Wrong" manual 


Ree 


Ivory colored shock proof 
housing—Universal AC-DC 
motor; Hard Chrome plated 
Swedish Steel blades; Crew 
cut attachment; barber comb; 
shears; neck apron; neck 
brush; can of oll; “Can't-Go- 
Wrong" manual 
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Supreme 


KNIFE AND SCISSORS SHARPENER 
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rotary is still less, due to the engine 
getting more wear with the blad 
directly attached to the shaft, and 
the owner frequently putting it into 
tough cutting jobs. 


The Distributing Job 


Manufacturers are dissatisfied with 
the performance of jobbers in the field 


To produce | ,350,000 units, they must 


turn out mowers throughout the year. 
Jobbers tend to treat mowers as a 
seasonal item. The trend is said to 
be the specialty distributor who will 
help the makers warehouse. 

There are about 41,600 retailers in 
the business, no decline from 1953, 
with garden shops most active, along 
with appliance dealers, lumber yards, 
and hardware stores. 

Discount structure has not changed, 
the trade still getting 25 off. For a 
while, as the power mower changed 
from a hardware item to an appliance 
specialty, it was felt that the discount 
would change too. 

There are still approximately only 
220 manufacturers in the industry 
New ones come in to diversify and 
hold working force together. 

The Lawn Mower Institute, Mills 
Bldg., Washington, D. C., has taken 
over the statistics job formerly done 
by Dun & Bradstreet on output which 
covered 22 companies. The association 
gets reports from 41 companies, ac 
cording to Harold K. Howe, executive 
secretary. 


Other Power Mower Jobs 


The business of cutting up leaves 
to form a fine mulch has opened up 
a new season for power mowers. 

Snow removal units suffered a sct 
back in the mild winter of last year. 
In three years there was 80 in. of snow, 
in 1953-54 only 11 inches. Sales of 
snow removers are thought to have 
dropped to 8,500 for 1954, and prices 
to about $155 average. Meanwhile the 
device has become perfected. Blade 
types, which came in in 1940, are 
best for removal in large areas such 
as filling stations. Throwers are best 
for sidewalks and drives. Free hom« 
trials, tried out last year, seemed to 
be the best way to sell snow removers 

Many smart owners say they will 
not buy a power mower from a deale: 
who does not offer repair service 
Mhere are believed to be 5,000 repair 


A much desired pee by both men and 
women, Puts razor-keen edge on all knives in a 
jiffy. Sharpens scissors evenly to the very tip. 
Safety finger-touch switch, smart modern design. / 
The faster selling, double duty 
knife and scissors sharpener. 


$1495 


shops in the United States, and the 
engine makers have depots of parts 
across the country, with auxiliary serv 
ice for engines. With a 40 percent 
margin on parts, the business is pro 
fitable to a dealer. 

It is felt that the chief reason the 
big names in the power mower bus- 
iness are getting more and more bus 
iness is due to the fact that they have 
more service stations, which attract 
buyers throughout the country. 

The average owner demands local 
service and is not willing to ship his 
mower 50 to 100 miles to a large trad 
ing area where the service station is 
Makers are encouraging the opening 
of repair stations that will care for all 
brands. End 


SUPREME PRODUCTS, INC. 
2 Al MET AVEN 


HICAG c ILLINOI 
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YOUR 
GREATEST roe 
SELLING 


What is it? It’s Electro-KLEAN ... the new electronic Who’s a prospect? To begin with, just about every home-owner 
home air filter that is 20 times more effective than ordi- in America .. . every woman who wants to cut down her house- 
M i é work , , . every man who wants to save money on clearing bills. 
nary filters! It literally pulls dust, dirt, soot, smoke and Doctors prescribe it for hay fever sufferers . . . archithcts and 
pollen from the air . . . takes most of the work out of contractors recommend its installation for complete air condition- 
house-cleaning . . . doubles the life of fine fabrics and ing oe — shops, stores, offices and restaurants will be a ready 
market, too. 

rugs ... makes dusting a once-a-week job! 
Electro-KLEAN air is destined to an increasingly im- What about installation and servicing? Electro-KL EAN works di- 
; ; : : rectly with ordinary forced-air heating and air-conditioning 
portant role in home planning during the next few years. systems. Installation is very simple, and can be done either by 
Make sure you are in on the ground floor . . . be ready your Own personnel or by any heating or air conditioning con- 
to cash in on the swelling demand for super-clean air tractor. It rarely, if ever, requires any servicing or maintenance, 

in the home! 


ELECTRO-KLEAN SALES DEPARTMENT, AMERICAN AIR FILTER CO., INC. 
205 Central Avenue, Louisville 6, Ky. 


GET ALL THE FACTS Yes, | want all the facts on the great selling opportunity of Electro-KLEAN Home 
MAIL COUPON TODAY Air Filters. 


NAME 





COMPANY NAME 


ADDRESS 





_——————————— 





Pisa Ai Fitter COMPANY, INC. 


205 CENTRAL AVENUE, LOUISVILLE 8, KENTUCKY 
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Electric Bed 
Coverings 








Industry sales pass the mil- 





lion mark for first time in 








history although lower prices 
hold back dollar 
Continued growth expected 
in 1955 











volume. 

























NALES. of clectric bed coverings 
climbed over the million mark 
u last year for the first time in in 


dustry history 

While this represented fulfillment 
of a goal the industry has been aiming 
at for some years, the sale of a million 
units was not quite the achievement 
it at first seems to be. That's largely 
because the industry was pre-occupied 
with whittling down a heavy carry 
over inventory during the first part 
of the year and production was prob 
ably a good deal under the level on 
might expect with sales reaching the 
million unit mark, The industry went 
into 1954 with heavy stocks at the 
manufacturing level, due largely to a 
disappointing fall season in 1953 
These stocks exercised a decided re 
straint on production early in the year 
Because of this (and because sales 
picked up during the year) the indus 
try will close out 1954 with a low 
inventory. Some firms, in fact, will 
be virtually sold out by year's end 

Although the million unit level in 
sales is a landmark in the industry, it 
did not represent too sharp an increase 
over 1953, In last January’s statistical 
issue 1953 sales were estimated at 890, 
000 units. On the basis of later, more 
complete reports this total was sub 
sequently revised upward to 948,000 
Thus the industry registered a gain 
of only 100,000 units in 1954 

There's one other reason why the 
industry is taking the million unit 
achievement without much fanfare 
That's because it has taken somewhat 
longer than originally anticipated to 
reach that level. In 1950, when sales 
reached 800,000 units, the million 
mark seemed well within reach. Actu 
ally it has taken four additional year 
to move up that far 































































































































































































































































































a @ @ @ & & 800,000 units 
EXTe] RETAIL VALUE $ 31,600,000 


$ 32,980,000 


Ge a) he) Ge] a) Ga) & 776,000 units 


4a) a) da) de) &e) he) he; 830,000 UNITS 


1952 


ke ko Bat oI 0) 018) 


) a I a] & & & 248,000 units 
SRB cams RN Si a aS TI 


@@eJ @ & & @ & G':050,000 units 


Average 
tious figure since the industry is split 


unit price (a largely ficti 


into two distinct price categories) 
dropped somewhat during 1954 and 
this, combined with the modest in 
crease in unit sales, put the industry's 
dollar volume in 1954 only slightly 
above that of 1953. Last year it was 
$35,976,600 (figured on a unit price 
of $37 in 1954 it was only $37,- 
747,500 (figured on a unit price of 
$34) 

ExcecrricALA MERCHANDISING’S 
method of estimating saturation on 
clectric bed coverings have been re 
vised this year in an attempt to account 
for two elements which complicate the 
job of estimating saturation. These ele 


95): 


ments are: (1) the relatively large 
number of homes which have more 
than one bed covering; and (2) the 


replacement of oki units by some man 
ufacturers. Last year it was estimated 
that 4,295,500 homes had bed cover 
ings, producing a saturation of 9.9 per 
cent. This figure has been raised 
somewhat this year to 4,978,000 units, 
a saturation of 11.1 percent. 


What's Ahead 


There seems to be no good reason 
for not feeling that the industry will 


With a saturation as low as this the 
product is still in its early growth stage 
and the potential is still high. In addi- 
tion, the low levels at which inven 
tories rest now should make it pos- 
sible for manufacturers to set produc 
tion goals somewhat higher in the 
coming year. 

Manufacturers show some variance 
in their estimates of the future. These 
range all the way from complete con- 
fidence to an attitude bordering on 
pessimism. 

This pessimism seems to stem large- 
ly from disappointment over the in- 
dustry’s continuing “lack of stability” 
Reference here is to the two-level price 
structure and the rash of close-outs, 
special sales, and so forth which have 
plagued the field for several years. 
Some sales managers feel that these 
conditions confuse the customer and 
slow the product’s rate of growth. If 
electric bed coverings enjoyed com 
plete acceptance, these men argue, 
such confusion might not be too im- 
portant. But with a new product which 
encounters some consumer resistance 
because of its very nature these coun 
ter claims and widely varying prices 
are enough to keep people out of the 
market. 





register additional sales gains next year The two-level price structure, at 
TWO YEARS STATISTICAL SUMMARY 
Electric Bed Coverings 
1954 1953 
1,050,000 Units Sold 948,000 
$35.95 Average Retail Price $37.95 
$37,747,500 Retail Value $35,976,000 
(Jan. 1955) (Jan. 1954) 
4,978,000 Homes Owning 4,295,500 
39,809, 000 Homes Without 39,284,500 
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least, seems destined to continue for 
some time. However, some people feel 
that the gap between the low priced 


and higher priced units is being 
narrowed. They argue that the low 


priced units can’t go much lower and 
that the higher priced units are, year 


by year, becoming slightly less ex 
pensive. That this closing of the gap 


will continue seems to be a good bet 
since increased production should al 
low economies which will permit fur 
ther price reductions. 

In addition, some of the firms with 
the higher price structure are having 
relatively little difficulty in living with 
the low-end competition. Quite natu: 
ally, it is among these people that op 
timism is much more prevalent than 
pessimism. At least one of these manu 
ers looks to 1955 to be “great, 
just great” for his bed coverings sales. 


Who Sells Them 


The eventual retail structure of the 
industry remains somewhat uncertain, 
too. It was noted here last year that 
a greater and greater proportion of the 
business was moving into non-appli 
ance channels (largely bedding depart- 
ments). Has this trend continued 
during 1954 and will it grow more 
pronounced? 

This question brings varying an 
swers. In some cities the 
almost obvious 


answer seems 
as you count the de- 
partment stores which have centered 
their bed covering sales in bedding de 
partments. But many manufacturers 
are somewhat doubtful of just how far 
this trend will go. They contend that 
clectric bed coverings are as much an 
appliance as they are bedding, that a 
bedding clerk knows as little about 
watts and volts as an appliance dealer 
Continued on page 196 
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Get set now for the 


world 
premier 


of a truly new kind 
of refrigerator... 


a proven traffic- and sales-builder! 


299" 
Unbelievably low-priced at only 


Most important thing you'll see at the 
January market is exclusive with Gibson 
...the amazing new “‘Market-Master’’. 
It’s different, daring...a refrigerator 
deliberately planned for the modern fam- 
ily! No freezer, 30° more refrigerated 
storage space, startling new refrigeration 





supported by ads in BETTER HOMES & 
GARDENS, MCCALL’S8, SUCCESSFUL FARM- 
ING, PROGRESSIVE FARMER, 


See it at the 
JANUARY MARKETS 


CHICAGO: American Furniture Mart, Space 
525, Janvary 3 to 14, 


Your customers will want to see if... will 
you have it? Better look it over at the 








and cooling system. And all at 20% 
less cost! 


It will be announced to the public 
February 14 with a 2-page Lire ad, 


January market, Or get the whole story 
right now from your Gibson distributor. 
Find out how the Gibson “Market- 
Master” can master a whole new mar- 
ket for you! 





SAN FRANCISCO: Western Furniture Mart, 
Space 492, Janvary 24 to 28. 

HIGH POINT, N. C.: Southern Furniture Expo 
sition Bidg., Street Floor, Janvary 17 to 28. 








For full information, write: 

















Brand new 
STRAT-A-ZONE 
$399.95 





Exclusive 
TOUCH-A-TAP 
$484.95 


Practical Fastest-seller A deluxe 7 Lots-for-little 
G-1055 G-935 G-765 G-725 
$279.95 $229.95 $239.95 $199.95 
ELECTRICAL 
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avromarte Vo tural Room- 
... AND ONLY 


For a Fan-tastic fan volume, Signal offers you a completely new and natural cooling concept 
., an entirely automatic method of no-draft perimeter comfort-control. 


And only Signal gives you both kinds — diffused and direct cooling — in one unit! 





















































S. 7 See “Way Ahead” SIGNAL... The Fan-tastic Fan Line 

Degeral NATIONAL HOUSEWARES SHOW, Navy Pier, Chicago 

. ins ca January 13-20... BOOTHS 1105-07 & 
SIGNAL ELECTRIC DIVISION * KING-SEELEY CORPORATION * Menominee, Michigan 
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Cooling ts Frere... 
tgratl> HAs IT! 


Fan-tastic is the word for Signal! Here 















is real “Screen Porch Coolness’ mer- 
chandise .. . a natural for selling because 
it’s so natural for effective cooling. New 
all the way through—Signal is the fan 


line to top all fan selling records for 1955 


For Natural Room Cooling 





Only Signal has this "Way Ahead”’ Free- 
Flow Grille with no-draft Breeze-Diffuser 
action to move air sideways quickly. 


quietly —without buffeting drafts 


For Powerful Direct Cooling 





Simply turn fan around and flick revers- 
ing switch for delivery of powerful, direct 


currents of air to drive out “hot spots’’ 


ONLY SIGNAL HAS ALL THESE “Way Ahead’’ FEATURES! or to move air in volume to comfort-cool 


ee aa ; ; : P q . several rooms. 
Signal’s ““Way Ahead’’ Comfort-Control Panel includes dial for selecting desired 


room temperature with Signal-Stat, the automatic thermostatic brain (A) 


/ 


° -++4-COLOR CATALOG 


FOR '55 MORE THAN A CATALOG 
A REAL SELLING TOOL! 


plus Hideaway carrying handle (B) . . . plus electrically-reversible switch (C) .. . 
plus two-speed cooling selector (D). Truly Fan-tastic and tops in automatic 
natural comfort-control. 





PLUS THESE ADAPTER ACCESSORIES . 
7 Send coupon today for FREE Signal 1 
_ « Py j Catalog and Sales Training Guide | 
-— \" | ] 
\, \ SIGNAL ELECTRIC DIVISION 
| \\ d I KING-SEELEY CORPORATION | 
\ \ » ] Menominee, Michigan j 
Fs > ’ V : 

_ = hh -« | Your Nam | 
; ; ! Company Name ! 

suild extra sales throughextra Window Expander Panels Expandable Mobile Stand, an 
uses! Signal Tilt-Stand makes available for all Signal Win ingenious plus. Makes power ! Address ' 
Window-Portable fan into dow-Portable fans—fit fans house mobile fan of Signal ' City Zone State ' 
floor and multi-purpose fan into sash-type windows for Window-Portable fans. Adds 8 4 


s a 
in just a minute more versatile fan selling extra uses— builds extra sales 


oe ee ee ee ee 


ELECTRICAL MERCHANDISING—JANUARY, 1955 PAGE 195 








2Q@& 


Federal Wreath Family Tree Colonial Leaf Coffee Service 








Here’s a little 


lain lalk 


in the middle of all this shouting 


E’D like to tell you about Paragon’s small but 

mighty profit-building family of appliances. Now, 
we could holler about this family — in BILLBOARD 
type with lots of exclamation points!!! — but we pre- 
fer to say our piece quietly and sincerely about two 
of our profitable impulse-buying items. 


Take the popular Paragon ‘‘de-frost-it’’, for example. 
Over 2,000,000 are now in daily use — relieving har- 
ried American homemakers of that messy weekly 
defrosting chore. Dealers love to sell the Paragon 
“de-frost-it”’ because it sells on sight in its attractive 
“Sales-Maker” carton, What’s more, it stays sold and 
offers a reasonable profit. 


And then, there's ELEC-trivet by Paragon... de- 
signed to keep foods piping hot longer. Ours was the 
first electric trivet to hit the market .. . a brand new 


concept in food warming that gift buyers and home- 
makers snapped up by the thousands. It’s easy to see 
why, too .. . because only ELEC-trivet by Paragon is 
heat-engineered to keep food hot for four hours or 
more... and only ELEC-trivet by Paragon is designed 
to prevent marring of fine wood finishes and avoid 
scorching of linens, What's more, ELEC-trivet by Para- 
gon is available in 5 authentic colonial designs and 
comes packed in a gold-foil carton that helps make it 
the fastest selling gift item in years. 


We'd like to tell you more about our family of profit- 
able electrical housewares. So, if you’re going to visit 
the Housewares Show in Chicago, drop in at our booths 
840-842. Or write us direct 


PARAGON ELECTRIC COMPANY 


1638 Twelfth Street + Two Rivers, Wisconsin 


















Fan-timer 
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Electric 
Bed Coverings 
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knows about fabrics. In addition, 
though impressive sales results often 
come from department stores which 
sell through their bedding depart 
ments, the overall volume contributed 
by the appliance trade is vital to the 
well being of the industry. For that 
reason no one is inclined to sell the 
appliance dealer short. Some manu- 
facturers argue that even though the 
dealer’s share of the market may de 
cline, the growth of the market will 
provide him with a growing dollar 
volume on electric bed coverings. 


Product Changes 





Another question causing some 
speculation concerns the eventual 
popularity of the electric sheet a 
opposed to the electric blanket. Som: 
manufacturers are confident that the 
sheet will eventually dominate th 
field. Others are unwilling to go that 
far but see growing acceptance of th« 
sheet—or possibly of some compro 
mise between the sheet and the blan 
ket. Still others remain convinced 


SOOO vere 


If an electrical appliance salesman 
tells himself often enough that work 
is fun, it will turn out that way. 


ODP PBB PDP PPD PPP PPP PPP PDP 


that the blanket will always dominat« 
the field. Sheet advocates point to 
these advantages: 1) lower cost; 2) 
sheets can be used with conventional 
blankets and will not make the pur 
chaser feel she is obsoleting her stock 
of conventional blankets; and 3) the 
sheet is easier to handle, pack, carry 
etc. There has been a noticeable in 
crease in the number of firms market 
ing sheets. There are now 11 brands 
on the market 


The View Ahead 


Many in the industry are confident 
over what the year ahead may hold. 
hey see continuing growth and a 
ceptance for the product; they feel 
prices of some of the higher priced 
units may fall somewhat, thus facilitat 
ing sales; and they are extremely en 
couraged by increasing utility support 
which was evident during 1954. Hay 
ing finally achieved its goal of a mil 
lion units, the industry seems confi 
dent of continuing to better that figure 
in the years just ahead End 
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HERE’S THE DEAL THAT’S BUILDING FAST 
PROFITS ON “HIGH TICKET” REFRIGERATORS 
H TICKET” REFF 
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Admiral DUAL TEMP 12D15 


A great new profit opportunity on America’s 
most-wanted refrigerator, with America’s 
most-wanted features! 
¢ FOODS DON'T DRY OUT! 
* SPACIOUS MOIST-COLD 
COMPARTMENT! 
¢ NEEDS NO DEFROSTING EVER! 
¢ HUGE 77 LB. CAPACITY 
SUB-ZERO FREEZER! 
The famous Dual Temp—always a stand-out 
value at its regular price . . . and now with a 
fabulous trade-in offer of a full $150! 
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12.3 cu. ft. capacity 


1 











ADMIRAL 


WAS-IS SPECIALS 
| 









































Admiral 
Model 90 
| WAS 

| $279.95 


19%" 













Admiral 
Model 7D 
WAS 


























7.3 cu. ft. Refrigerator 


Full-width freezer and 
freezer drawer «+ 2 ice 
trays + 3 full-width 
shelves « Automatic in- 
terior light « All-weather 
temperature control 
« “Glacier Blue’ porce- 
lain enamel interior. 


9.2 cu. ft. Refrigerator 


Full-width freezer and 
handy freezer drawer 
e 2 ice trays « 2 handy 
door shelves « 4 full- 
width shelves « All-weath- 
er temperature control. 
« “Glacier Blue” porce- 
lain enamel interior. 




















9.2 cu. ft. Refrigerator 

Giant full-width freezer 
and freezer drawer « 4 
full-width shelves « 2 ice 
trays « 3 removable door 
shelves « Full-width 
crisper « Butter keeper 
e All-weather tempera- 
ture control « “Glacier 
Blue”’ porcelain enamel 














11.2 cu. ff. Refrigerator 
Exclusive Admiral 7-min- 
ute Flash Defrosting 
« Full-width freezer and 
freezer drawer « Butter 
keeper + 4 removable 
door shelves « 2 extra- 
deep crispers «+ “Glacier 


—tiEn—> 
































interior. 


started with a 


oe | | 
N | ae Admiral 
* ‘ : t.., | Freezer 








|| Moet 
’ . <0} — TNCUFT 
getting Bigger =| RE | 


| New Model only... 279.95 
very ay e 11.5 cu. ft. Freezer now YOU SAVE 150.00 


Circulating ‘“Top-To- 


Bottom Cold + 5 sub-zero 

Refrigerated Freezing 9 c 
meee nowere 1 S 

able door shelves * Warn- 

ing signal light « “Glacier 

Blue”’ porcelain enamel 


interior « 5-year Food 
Protection Guarantee. 
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YOU CAN “WHEEL AND DEAL” FOR 
QUICK PROFITS WITH... 


























UP-SIDE-DOWN REFRIGERATOR 


REMEMBER—THE REFRIGERATOR 
IS AT THE TOP — Big Humid Cold Compart- 
ment with more food storage capacity than regu- 
lar 9 cu. ft. models. All food is within easy reach 
—no stooping, NO DEFROSTING EVER! 


REMEMBER — 122 LB. CAPACITY 
FREEZER IS AT THE BOTTOM! Holds 
2% bushels of frozen foods. Freezes foods at 20 
below zero—coldest cold of any refrigerator- 
| freezer. 
| | Don’t wait! Don’t miss out on this great 

money-making opportunity! Phone, wire or 

write—today! 



































Sewing 
Machines 





7\veR since the year 1846 when 
Elias Howe first placed before 
the public a perfected and use- 
able sewing machine these units have 
played an important part on the 
American sales scene. As the nine- 
teenth century drew to a close trade 
names like White, Domestic, Singer 
and Free, had all advanced the status 
of common household words as more 
and more housewives were shown the 
convenience of such a unit by the 
traveling salesmen of the period. With 
the continued improvement, and 
electrification of this oldest of all 
household appliances, sales continued 
to increase steadily, and were brought 
to a halt only by the advent of 
World War II. When full scale pro- 
duction was resumed in 1946 the 
scene seemed to be set for a resump- 
tion of this forward sales pattern. 
With Singer, and most other 
American manufacturers continuing 
in their reluctance to reveal produc- 
tion or sales figures of any sort valid 
annual sales figures are hard to arrive 
at. In 1952 however, ELecrrica. 
MERCHANDISING estimated that the 
American consumer had _ purchased 
close to 2,000,000 units, of both do- 
mestic and foreign manufacture. But 
by 1953, sales were declining, and 
during the past year several authorita- 
tive sources believe that sales may 
have declined by almost 20 percent, 
and that a still further decline might 
be expected during 1955. 


1954's Declining Sales Picture 


Several factors were accountable 
for the overall drop in sales which 
took place during 1954. Perhaps the 
most important of these was the stif- 
fening sales resistance of the Ameri- 
can consumer towards lesser-known 
makes of imported sewing machines 
in the lower price brackets. Criticism 
directed towards these lower priced 
units differed but, in general, the 
buyers main concern continued, as 
in past years, to be directed towards 
the inadequacy of service facilities 
available, virtually unobtainable _re- 
placement parts, and in some cases, 
poor workmanship in the units them- 
selves. Still another major factor 
might be traced to the banning, in 
midyear, by the Japanese government 
of exportation of sewing machine 
heads to the United States. This ac- 
tion, which stemmed from the viola- 
tion by certain Japanese manufac- 
turers of that government’s price check 
was significant in that it cut off a con- 
siderable portion of Japan’s exports 
for 1954 to the United States, an 
export figure which has been esti- 
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mated to account for nearly 70 per- 
cent of that country’s annual i 
tion of nearly 1,000,000 units. Of 
lesser significance, but helping to de- 
press annual aggregate sales, was the 
gradual but continuing loss of for- 
eign markets by American sewing ma- 
chine manufacturers. American ex- 
ports which in 1951 had stood at 
93,183 units and whose total dollar 
value during that year was $6,185,333 
had slumped during the first seven 
months of 1954 to a low, 22,278 units 
with a price tag of only $1,466,231. 

But the sales picture for 1954 was 
not completely one sided. Here and 
there a company and its product were 
able to report bright spots in the 
gloom, and while sales sledding was 
tough for lesser known foreign units 
those of better grade seemed to have 
the ability to more than hold their 
own. Such brands as Necchi, Elna 
Pfaff and Vigorelli were hitting hard 
at American machines at the upper 
end of the price bracket. 

American companies on the other 
hand were showing an_ increasing 
awareness of the need for sparring 
heavily in their effort to regain some 
of the market which they had lost 
to the imports. An example of such 
a trend was-to be found in the spring 
campaign launched by Domestic, the 
biggest sales promotional effort in 
the company’s gs year history. White, 
traditionally sold only through de- 
partment stores announced a nation- 
wide distribution setup in 1954 which 
stressed the franchising of independ- 
ent dealers, and Free discontinued mar- 
keting its product through national 
chain distributors and was concen- 
trating sales effort through local in- 
dependent distributors. Still other 
manufacturers were stressing new de- 
sign or engineering features to shore 
up sagging sales. Examples of this 
latter trend could be found in Bell’s 
44 pound portable introduced early 
in the year and described as the “only 
completely portable unit on the mar- 
ket”, and in the continued emphasis 


Families Owning 
Sewing Machines, 1954 


on cabinetry which permitted con- 
sole machines to fit into home deco- 
rating schemes which ranged from 
colonial to modern. 


Who Buys What? 


The American Home Economics 
Association pointed out in the pages 
of its monthly journal that the pro- 
y ag buyer of the all purpose ma- 
chine should consider whether she 
has the necessary patience and time 
required to develop the skill needed 
to operate a zig-zag machine success- 
fully. While the complete truth of 
this statement is debatable, some early 
instruction in the use of this machine 
is necessary, and many manufacturers 
like Necchi were offering free courses 
to the purchaser. Domestic during 
the course of the year recognized the 
confusion which exists in the minds 
of some consumers regarding the type 
of machine to buy and decided to do 
something about it. With a line con- 
sisting of a high priced zig-zag model, 
and other less expensive machines, 
the company embarked on an ad- 
vertising campaign stressing an “hon- 
esty is the best policy’ philosophy. 
Pointing out that the company’s 
higher priced unit was for one woman 
in ten (a simile might be found in 
the case of the man of the house 
who buys a 20 attachment power 
tool), Domestic went on to point 
out that the remaining nine have no 
need for all the features of a zig-za 
machine, and that there was no neec 
for them to buy features that they 
would never use. Despite advertis- 
ing of this sort, which was paying off 
in sales for Domestic, other manu- 
facturers were not convinced and 
many like White were announcing 
introduction of new zig-zag models, 

McCall’s Magazine in a_ study 
conducted among 1,000 brides of one 
year standing found that they owned 
the following possessions, an illustra- 
tion of the high regard in which the 
sewing machine was held by most 


Total Families 
in Area, 1954 





Number Per Number Per 

Families Cent Families Cent 

Portland, Maine . 21,562 61.6 35,003 100.0 
Columbus, Ohio 87 A55 68.7 127,300 100.0 
Indianapolis, Ind. 79,800 43.3 184,200 100.0 
St. Paul, Minn ... 88,040 777 113,305 100.0 
Omaha, Nebraska 64,229 71.0 90,464 100.0 
Portland, Oregon ... 82,762 496 167,028 100.0 
Total . 423,848 59.1 717,300 100.0 





1955 


Industry experiences overall sales dip in 1954 with 
slackening imports and continued consumer resistance 
contributing to a generally off year 


when one remembers that the unit is 
not an absolute necessity to modern 
living as are some of the other major 
appliances named: 


Possession Percentage Owning 
One or more Major 
Appliances 46.0 Percent 


One or More Elec- 
tric Housewares 
Radio 
Television . 
Sewing Machine 


88.8 Percent 
85.5 Percent 
22.7 Percent 
22.0 Percent 


Traditionally the sewing machine 
has always shown its greatest strength 
in rural areas of the country, and this 
would appear to have continued to 
hold true during 1954 although the 
differential between rural and city 
sales is so small as to have been negli 
gible in the overall tallies of most 
manufacturers, 

Pointing up the increasing impor 
tance of city sales was a survey of 
sewing machine owners in five urban 
areas scattered throughout the United 
States. Conducted in 1954 by news 
papers in the particular city indi- 
cated, the survey brought out the 
relatively high saturation enjoyed by 
this appliance, with percentages rang: 
ing from 43 percent to nearly 80 per 
cent in the case of St. Paul, Minn, The 
percentages of ownership in the cities 
covered is shown in the table which 
is included at the bottom of this page 

As to the method of sale, one manu- 
facturer indicated a belief that sewing 
machines were moved 90 percent of 
the time with the aid of installment 
payments, and that trade-ins played 
an important factor. Both of these 
statements were probably true when 
one considered the relatively high ini 
tial investment required for the better 
grade machines, and the advanced 
age of so many of the machines in 
use. 

Seasonally, Exrecrrican Mercnan- 
dising, discovered in its composite 
averages of retail sales, shown else 
where in this issue, that the sewing 
machine was in greatest demand dur- 
ing the month of December, with 
14.93 percent of yearly sales being 
made at that time, This percentage 
was probably indicative of the fact 
that many an American husband was 
presenting his wife with a shiny new 
machine as a Christmas gift at this 
time, and evidence also of its desira 
bility for just such a purpose. Aside 
from this one rather sudden spurt in 
popularity the pattern of year round 
sewing machine sales for the balance 
of the year presented a rather static 

(Continued on page 204) 
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NEW 

























FITS UNDER HEATER ; 
SAVES UP TO 25% ON FUEL! 


Superfan forces 40,000 cubic feet of 
fresh warmed air per hour throughout 
the home. Eliminates cold and hot air 
pockets. Makes temperatures uniform 
from floor to ceiling, Saves up to 25% 


on fuel! } 


Special 


eaRiy ORDER 


piscount 
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PROFIT MAKING 





Costs Your Customers Absolutely Nothing! 
Extra Discount If You Buy Early! 

The Only Heater Promotion With A Full Profit 
For You! 


Up To 100% Greater Profits Than On Many 
Other Major Appliances! 


Only SUPERFLAME can make this sensational profit making offer. Don’t 
waste time on slow moving, hard-to-sell heaters. Place your energy and 
efforts where it’s going to mean the most dollars for you. Line up with 
this sensational Superflame promotion now. Superflame gives you a jump 
on competition and puts you ahead with profits right at the beginning of 
this outstanding promotion and all through the heater selling season. 
Get complete details NOW! 


Superfan has hundreds of 
year around uses 


Cools bedrooms on hot nights. 

Freshens and circulates air in any room. 
Dries scrubbed, waxed or painted floors. 
Dries clothes on bad weather days. 
Dries hair quickly and comfortably. 
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PROMOTION! 


Sell More Heaters at a Full Profit 
With This 
SENSATIONAL GIFT PROMOTION! 


Spee 























Ni 
Soperflame 


SELLS EASIER=FASTER!? 


@ ONLY SUPERFLAME Gives more quick sale 
features! 

@ ONLY SUPERFLAME Has advanced cabinet 
styling and efficiency! 

@ ONLY SUPERFLAME Has a complete line of 18 


oil heater models and 14 gas heater models for INVESTIGATE THIS HIGH PROFIT PLAN 


! 
every need! There are extra Profits for those dealers who check this 
s ONLY SUPERFLAME Has Exclusive ‘Fuel-Saver” Superflame promotion now. Complete sales and merchan- 
1 ' e dising plan is waiting for you. Plan to take advantage of a 
.. + Saves up to V/3 on fuel! promotion that pays—the Superflame Gift Superfan Promo- 
@ ONLY SUPERFLAME Has Exclusive "Live tion. Mail coupon without delay. 
Demonstrator’’—the most convincing heater 


display ever devised! 
TO: QUEEN STOVE WORKS, INC., Dept. EM15 


ALBERT LEA, MINNESOTA 


Please send me the complete Sales and Gift Merchandising Plan for 1955 


W722 th STOVE WORK IN C. Superflame Promotion, 


FACTORY AND GENERAL OFFICES 


Se ee oe ee ee ee ee 
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Here's a NEW USE for 


ee 
~~ 


= 
— 
all 


ad 


Magic Chef's new 


agic Lite 


is made possible 





by this famous 


heat-resistant alloy 


You've been hearing about Magic Chef's striking sales 
feature “Magic-Lite’—and you'll be hearing a lot more. 


For this exclusive pilot light makes the gas 
range 75% cooler, and 75% more economical, It makes 
possible a pilot light so small it’s almost invisible... gas 
consumption is only 50 BTU instead of 200 BTU 
for the usual pilot light. 


To stabilize this tiny lame—to keep it steady 
and reliable against sudden drafts of air—a single strand 
of Nichrome wire, thinner than an ordinary straight 
pin, is shaped in a loop over the flame. After testing 
many metals, Magic Chef chose Nichrome because, in 
the words of their engineers, “Nichrome is the only alloy 
we found which will give the lifetime resistance to 
heat and corrosion the part must have”. 


And truly a terrific test of endurance this is! 
The wire loop remains red-hot 24 hours a day... 365 days 
a year...year after year. 


Up to now Nichrome has been seen most often 
on your sales floor as the heating element in electric 
appliances—now this famous alloy is going to 
help you sell gas ranges too. Either way, you'll find the 
name “Nichrome” gives you a plus value unexcelled at 
the point of sale, When you say “equipped with Nichrome”, 
you win quick consumer acceptance—sell more 
customers and keep them sold. 


NICHROME 


Nichrome V ond NiCHrOMeE ore monvfoctured only by 


Driver-Harris Company 
HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detroit, Cleveland, Louisville, Los Angeles, San Francisco 
in Coneda: The 8. GREENING WIRE COMPANY, Lid., Hamilton, Ontario. 


*T, M, Reg. U.S. Pot. Off. 


Sewing Machines 
————CONTINUED FROM PAGE 201———— 


picture, with percentages ranging from 
a low point of 6.70 percent in April, 
to between 7 and 8 percent for the 
other months. 


The Place for the Appliance Dealer 


There can be little doubt that a 
very considerable sales potential is 
available to the appliance dealer in the 
merchandising of sewing machines. 
As an appliance which has been on 
the scene for many years, sewing ma 
chinés carry with them a vast back 
log of over age machines which are 
ripe for replacement. Family Circle 
in a study conducted several years 
ago discovered that while 26.38 per- 
cent of the machines then in use were 
1 to 5 years in age; 31.59 percent 
were 6 to 18 years; and a staggering 
38.55 percent were 20 to 25 years of 
age and over. With the many mod 
ern improvements which have been 
made available to the buyer over the 
postwar period, the replacement fac- 
tor is at once apparent. It is some 
what ironical too, that in many cases 
the homes that most need a sewing 
machine are those which can least 
afford one. Thus the appliance dealer 
who is merchandising sewing ma- 
chines will often find that trade-ins 


BBP BB PDD PPP PP PP PP PPP PPD 


One sure way to become unpopular 
around an electrical appliance sales- 
room is to keep giving the sales man- 
ager advice he would like to give you. 


BBB BBD DDI DDD DP PP PPP DI 


can in a large number of cases be re- 
conditioned and placed in the hands of 
lower income groups for an additional 
percentage of the profit pie. With so 
many manufacturers continually cast- 
ing about for new outlets for their 
product it would appear that no more 
opportune moment exists than the 
present for the appliance dealer to de- 
cide upon a top flight line of sewing 
machines to round out his inventory. 
As pointed out earlier, he will in his 
own best interests choose one of the 
well known brands of either domestic 
or foreign origin which have proven 
themselves on the American 
scene, and there are many which will 


fill this bill. End 


sales 





“WE SHOULD HAVE WAITED TILL WE 
GOT TO THE TRAILER CAMP TO PUT 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD | iT uPt” 
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In 1954: the most exciting news in 








MARCH 1ST: JUNE 10TH: 


. 
2 
w-V...the first portable Super-V 21 Pius. Biggest picture 
Lt 
_ Weinch television! in smatiest cabinet! 
. i, 













IT! wait FoR It! YOu] see it 
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SEPT. 2ND: OCT. 1ST: 


Super-V 21 Console at a record-breaking Super-V Horizontal Console. 
low $189.95 (wainut-finished) Television with a genuine NEW LOOK 





Crosley Division | Auco Cincinnati 25, Ohio 


ona CROSL 
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Small Motors 





Two Year Summary of Over the Counter 
Sales of Fractional Horsepower Motors 





An estimated 3,725,000 fractional 
motors are sold over the counter in 1954 at an 
average price of $23. Farm market leads in demand 


home is 


the 
fractional 


workhorse of 
the 
power motor, 

With the trend to the suburbs, the 
mechanization of the farm, and popu 
larity of the home workshop, the sale 
of “loose’’ motors over the counter 
is becoming an increasingly important 
part of the appliance business. 

Average of estimates from people 
who should know indicate that 3, 
725,000 fractional horsepower motors 
were sold over the counter in 1954, 
at an average price of $23. Size of 
horsepower rating is increasing, and 
most of them sold were 4, 4, 4, 3 
hp sizes which were single phase, 
plug in types, running at 1,750 rpm. 

From five to 20 percent of the elec- 
tric motors sold are used for replace- 
ments, and it is felt that replace 
ment continues at the rate of two 
percent a year. About 150 million 
motors have been replaced so far, 
one source estimates. 

Experience of one mail order chain, 
which pioneered the sale of “loose” 
motors, is that capacitor, repulsion 
induction, and split phase motors 
take care of the public's wants. This 
firm sells from 4 hp sizes up to five 
hp, and even moved 3-phase models. 
It has found that dolling motors up 
in color and chrome trim pays, and 
is said to sell around one million 
annually, 


modern 
horse 


Mystery in Motor Statistics 


Considerable mystery surrounds 
the motor business because it is so 
old and complex. First motor patent 
was taken out in 1837, and today 
between 150 and 160 manufacturers 
turn them out. There have been 
11,000 types made since Edison's day. 
General Electric has just announced 
production of its 100 millionth fhp 
motor produced in the past 50 years. 

Manufacturers themselves do not 
know the overall picture of the motor 
business, particularly production. One 
reason is that output which the maker 
uses himself is not reported to sta- 
tistical collection agencies, When 
it is remembered that an estimated 
66 percent of all fhp motors go into 
fabrication, this is considerable. New 
‘wees like air conditioners, home 
reezers and clothes dryers take seven 
percent of the production 

Several firms have been studying 
the market and its potential. Aver- 
age of their estimates is that 52,941, 
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horsepower 





100 motors of 4 hp and over were 
produced in 1954, Of these 85 per- 
cent, or about 45 million were ed 
tional horsepower (less than | hp). 
Over the counter business of 3,725,- 
000 was just a drop in the bucket, 
but it is growing. One mail order 
chain, which sells largely to farmers, 
thinks that an electrified farm uses 
28 motors. 

L. D. Hodell of General Electric 
‘seonee: out that the average American 
ome has six fhp motors, and electri 
hed homes will have 16, and many 
will be using 25 by 1965. 

It should be mentioned here that 
“flypower” motors, used largely in 
clocks, while technically fractional 
horsepower, are not considered such 
by the trade, but a special category. 
There are about 20 manufacturers of 
this type, and it is thought that 20 
million units were produced in 1954. 


120,000 Dealers Retailing Motors 


The motor business rocked along 
in 1954 about like it did in 1953, 
with some sources reporting five per- 
cent gains. The industry has no idea 
of who does the business, but thinks 
that every farm implement store car 
ries “loose” motors. Farm areas do 
50 percent of the volume, non-farm 
areas 25 percent and cities 25 percent. 
Margins run around 35 percent, but 
with the eagerness of retailers to com- 
pete with chains, most dealers wind 
up with only 25, 

All three of the country’s largest 
distributors sell motors, United Serv- 
ice has 2,000 distributors, and W. W. 
Grainger has 54 branches wholesal- 
ing motors. There is no scarcity in 
any model, 


More Value Being Given 


Overload protection is common on 
today’s motors, plastic or nylon wind- 
ings will stand 20 to 30 degrees more 
heat, and the trend is toward self 
oiling. The reduction in size of 
motors (a six inch diameter on one 
model was dropped to 54 inches) 
made by one manufacturer is now 
being copied by another and may 
spread throughout the industry. 

Because the retailer who sells mo- 
tors usually has only the foggiest 
idea of their differences, this round- 
up always includes a briefing on their 
various virtues. 

Farmers are said to favor the re 
pulsion-induction type of motor be- 











1954 1953 
“3,725,000 Units Sold 3,533,000 
“a $23.00 Average Price $21.24 
$85,675,000 Retail Value $75,040,920 


cause of frequent low voltage on rural 
lines, and this kind will run on a 
fluctuatin voltage without much 
danger of burning out. Manufac- 
turers, on the other hand, favor the 
capacitor type, which is more profit- 
able to make. 


A Motor for Each Job 


There are motors made for each 
specific job: 

The repulsion-induction motor is 
most common and is used on ma- 
chines that are hard to start and 
require medium acceleration. Suit- 
able for machines taking up to 10 hp, 
its characteristics are: 

1. Demands low starting current, 

up to 13 amps on | hp sizes. 

2. Has the highest starting torque. 

3. Has medium pull-up or acceler- 
ating torque, 225 percent of full 
load torque. 

4. High breakdown torque — 265 
vercent of full load torque. 

5. Efficiency—50 to 75 percent of 
rated power. 

6. Can be used on 120v circuit 
if 4 hp or less. 

7. Requires smaller wire sizes when 
located far from meter, because 
of lower starting current de- 
mand, 

The capacitor type motor can start 
under a load and is obtainable in 
two speed types. Used for heavy duty 
as with water pumps, stokers and 
compressors : 

1. Requires up to 19 amps on 4 
hp sizes. 

. Has medium starting torque— 
435 percent of full load torque. 
3. Has high pull-up or accelerating 
torque—250 percent of full load. 
4. Efficient fractional horsepower 
sizes, 65 to 70 percent of rated 
power. 

. Cost about same as repulsion- 
induction type, but higher than 

split phase. 

6. Can be used on 120v circuit if 

4 hp or less. 


2 


“I 


Split Phase Characteristics 


The split oem motor is used for 
easy starting loads or where maximum 
load is applied at full motor speed, 
such as on washers, ventilating fans 
and light power tools. Not well re- 
alized is the fact that power com- 
— do not allow on their domestic 
ines motors that draw 20 amps or 
excess in starting. True, they close 
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their eyes to washer motors, because 

they are usually being run during a 

period of low demand and for short 

intervals. 

A split phase motor may cause 
dimming of lights on underwired or 
overloaded circuits. Their character- 
istics: 

1. High torque type demands large 

starting current—up to 32 amps 

in the 4 hp size. 

2. Has low starting torque, 200 
percent of full load torque. 

3. Has low pull-up or acceleration 
torque—200 percent of full load 
torque. 

4. Efficiency—65 percent for 4 hp 

size at rated power. 

. Should be located close to meter 
and have special large wire cir- 
cuit. 

6. Lowest priced of three common- 

est types of motors, but limited 

in size to 4 hp or less. 


vi 


Light Loads for ‘Universal’ Motors 


Universal high speed motors are 
employed on tabs that call for a light 
load. Sewing machines, drills, food 
mixers, vacuum cleaners, shavers, mo 
tion picture projectors use them. 
These commutator types use brushes 
that have to be replaced every 1,000 
hours. Their characteristics are: 

1. Run on ac or de. 

2. Are generally high speed, 3,500 

to 20,000 rpm. 

3. Have a high starting torque. 

4. Have low pull-up or accelerating 

torque. 

. Speed varies with load. 

6. Limited to one hp sizes for con 
tinuous service. 

. Can be operated on 120 v ci 
cuits if 4 hp or less. 

8. Variable speed regulated by load 

or resistance in circuit. 

Some of the terminology in th« 
motor business may need some clari 
fication. A “shaded pole” motor is 
an inexpensive type, used generally 
for fans and room coolers and has no 
starting switch. It is the type over 
which utilities have kicked up such 
a row on power factor. 

A condenser type motor is merely 
another name for the capacitor type. 

Men who make motors advise deal- 
ers to tell customers to oil motors 
sparingly, say once a year. Oil ruins 
more motors than anything else. 
Some need no oiling at ull. 


~T 


End 
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Duo-THERM 


WEATHERPROOF 
PROFIT PLAN 


With Duo-THERM —the greatest share 


of the home heater market in 
Duo-Therm’s history 


te 


With Dud-THERM-o line that completely 


covers the water heater market, including 
10-year warranty glass-lined and 
copper-lined models 


wud Yow... 
another ucew Duo-THERM 


With Duo-THERM —the direct-fire gas : propels YOu keep kine! 


incinerator that puts you in on the ground 


ne 7\ POWER 
\ LAWN 
_ MOWERS 


for oe) 
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Introducing the Duo-THERM 


the new kind of power mower that 


Cuts smoother, faster, cleaner! Picks up grass, chops it finer, 
distributes it over a wide area into the lawn. Finished lawn has 
a velvety swept up look. Leaves no clumps, stripes, or gobs. 


TERRIFIC VACUUM DOES IT! 


Stands grass on end, cuts it cleanly, evenly. ‘““Wind-Tunnel 
Action” created by strong vacuum hurls grass and leaves 
against whirling blade again and again. Grass particles are 
discharged from exclusive twin “Wind-Tunnel” discharge 
ports in a fine even spray over wide area. For leaf-mulching, 
ports are covered to achieve trapping effect. Only Duo-Trim 
has vacuum like this! 


Now Duo-Therm gives you the 
big ticket water heaters that com- 


Mulches leaves without extra-cost attachments! Leaves are 
shredded into tiny pieces. Fine particles sift into lawn, disappear, 
act as lawn tonic. A fall feature that clinches sales in the spring! 


THREE DUO-TRIM ROTARY MODELS— 
A PRICE AND PERFORMANCE FOR EVERYONE 


18” and 21” cutting widths—1.6 hp. and 2.5 
hp., 2-cycle DUO-TRIM rotary 


21” cutting width—2.5 hp., 
an =} 4-cycle DUO-TRIM rotary 


NEW! 


TOP-QUALITY 
Duo-THERM 
GLASS-LINED GAS 
WATER HEATERS! 


NEW! 


TOP-QUALITY 


Duo-THERM 
COPPER-LINED 
ELECTRIC WATER 
HEATERS 


plete the line. Your Duo-Therm 
water heater franchise makes you 
headquarters for all the water 
heater business in your area. 
Now you have the perfect 
answer for everyone. For when 
you add in Duo-Therm’s com- 
plete line of zinc-lined water 
heaters for gas, electricity, and 
oil...the line that proved a smash 
success last year...SALES ARE 
A BREEZE ALL YEAR 


DUO-THERM WATER HEATER 
Point-of-Purchase 
PROMOTIONS! 


* Big new mobile display 
* New water heater ad mats 


® ‘Reminder Birds’ Toi-Mobile give-away 


GAS Zinc-lined models. 20, 
30, 40-gal. sizes with 1 and 
5-year Warronty. 
Glass-lined models. 20, 30, 
40, and 50-gal. sizes with 
10-year Worranty. 





OIL Zinc-tined models. 
20, 30, and 50-gal. sizes 
with 5-year Warranty. 


ELECTRIC zinc-lined models. 
30, 40, and 50-gal. Table-Top 
models with 5 or 10-year War- 
ranty. 12 to 120-gal. round 
models, 5 of 10-year Warranty. 
Copper-lined models. 30, 52, 
and 82-goal. round models 
with 10-year Warranty. 
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Duo-TRIM Rotary- 


“VACUUM-CLEANS" the lawn! 


Trims within % inches 
of fences, shrubs, 
sidewalk and house. 
Big, ecasy-rolling 
wheels are set inside 
the cutting area. 
Saves hand-clipping 
chores. 


VERSATILE, TOO! 


Cuts high weeds. 
Makes it casy to re- 
claim overgrown 
areas. “Wind-Tunnel 
Action” leaves no 
dandelion stems or 
long shoots on lawn. 


Handles easy as a 
carpet sweeper. Duo- 
Trim has reversible 
handles. No more U- 
turns. Easily adjusted 
to 5 cutting heights 
from %”" to 3”, 


Safety plus, Fully- 
enclosed housing 
rides close to the 
ground. Makes the 
Duo-Trim rotary 
safe. Extended decks 
give maximum “roll- 
back” protection. 


World-famous Clinton 
engines. More horse- 
power, automatic re- 
wind starters on all 
models. Easy start- 
ing, fueling with these 
automotive-type en- 
gines. 


Yours! The most sensational profit plan 
in this industry! 
Not only are Duo-Trims competitively priced for 
the big volume, but you get a more generous profit 
margin with Duo-Therm. 
A smash national campaign! 
Big as LIFE! Big, powerful ads right at the height 
of the selling season—full pages in full color and 
black and white in LIFE! 
A hard-hitting local campaign! 


Here’s the local promotion package that will pull 
power-mower business to your store in a hurry! 


Presenting DUO-TRIM REELS! 


New self-propelled DUO-TRIM reels make lawn mow- 
ing a lark. These features make the man who has a 
lush, level lawn your customer! 
© Cutting unit and bed knife are 
heat-treated for extra toughness, 
precision engineered for close cut 
and long life. © 4 piece sectional 
roller protects lawn on turns ® Ad- 
justable cutting height—from ‘1 to 
2%-inches @® New cushioned “Easy- 
Grip Handles" 
Clinton 4-cycle engines 

® Automatic rewind starter at no 
extra cost © Newest Duo-Trim 
“Feather-Touch” Clutch @ Conveni- 
ent Handle Throttle 

Two Duo-Trim reel models 
in most popular cutting widths 
18” and 21” cutting widths—1.75 hp., 
4-cycle, variable speed, self-pro- 
pelled DUO-TRIM reel, 


FREE! Spectacular full-color $8.95 Duo-Trim display 
free on qualifying order! 





© Newspaper ad mats © Radio and TV spots © Classified 
liners ® Full-line folders or Point-of-Sale literature © Weather- 
proof pennants * Special traffic builder promotions! © Eagle 
“Flat-Jak"’ Gas Tank Premium. A $9.00 valve at a red-hot 
special price! © Ladies’ Garden Gloves! 79¢ value for less than 
25¢ a pair! 


And a sensational new Co-op plan for qualifying 
dealers. Ask your distributor for details. 


FAIR AND WARMER 
ALL YEAR ‘ROUND 


SALES FORECAS 


You’ve got the top quality story: 


New — Exclusive Target 


with the Duo-THERM 


1955 GAS 
INCINERATOR 


Capitalize on the modern trend. 
Mrs. Modern Homemaker is con- 
tinually on the lookout for the 
easy, convenient, up-to-date way. 
She’s a ready prospect for this 
modern appliance that puts an 
end to the messy, dirty problem 
of garbage and trash disposal. 
That forecasts a steady shower 
of sales. 
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Jet Burner. Powerful jet 
flame is distributed 
over a wide area, to re- 
duce all burnable gar- 
bage and trash to ash 
in a hurry. Life-time 
construction — non- 
clogging. 15,000 BTU 
input burner for use 
with any type gas, in- 
cluding LP (bottled). 


New Exclusive Triple-wall 
Construction. Heavy- 
duty combustion 
chamber wall, middle 
liner and outer casing 
provide channels for a 
double column of cool 
air, drawn in at base, 
circulated throughout. 
Incinerator is touch- 
cool even under heavy 
operation. No corners 
to catch refuse or dirt. 


New Exclusive Multi- 
Purpose Inner Five, Con- 
trols combustion for 
steady, uniform, posi- 
tive consumption of 
any size load, Prevents 
particles from floating 
up chimney. Serves as 
“after- burning” com- 
bustion chamber with 
its own air vents, for 
more complete incin- 
eration of heavy loads. 


Ask your distributor about the 1955 outdoor model. 


A complete point-of-purchase promotional program— 
Duo-Therm gives you all you need to make your own 
weather—a downpour of profits in gas incinerator sales! 





Duo-THERM 
HOME HEATERS 


IN OlL: Now the 1955 line of Oil Home Heaters has a 
brand new look to meet popular trends in taste. 


New Imperial models! New Radiant Circulators! New 
high-styled finishes put new Duo-Therm heaters 
farther ahead than ever before. Nothing on the market 
can compare. Another Duo-Therm first! Women will 
love ‘em. 

Warm new Fruitwood finishes, rich new Sandalwood 
finishes, plus beautiful Platinum finishes give Duo- 
Therm Oil Home Heaters unsurpassed eye-and-buy 
appeal 


iN GAS: In ‘55 Duo-Therm brings you brilliant new 
models, new popular-demand capacities, new larger 
capacity consoles. 
New stunning Sandalwood finishes! New lustrous 
Fruitwood finishes. A new choice of heaters styled with 
the charm and grace of fine period furniture! 


Brand new Mayfair models with manual Power-Air 
(optional) that give your customers the finest in ultra- 
modern styling at the lowest cost. 


FULLY AUTOMATIC HEATER PACKAGE! DUO-THERM EXCLUSIVES FOR THE 
AUTOMATIC STEP-UP SALE! 


Duo-Therm's exclusive AUTO Duo-Therm’s AUTOMATIC Duo-Therm’s exclusive AUTO- 
MATIC Power-Air Blower temperature control—with (1) MATIC electric SELF -Lighter for 
drives lazy ceiling heat down, low cost mechanical thermostat Oil Home Heaters, lights heater 
circulates it from room to room for oil or gas, (2) deluxe me- automatically at the turn of a dial! 
Turns itself on and off auto- chanical thermostat for GAS, (Burner operation in Duo-Therm 
matically. Saves up to 25% on (3) super-sensitive electric Gas Heaters is controlled automat- 
fuel! thermostat for oil or gas. ically with All-in-One Control). 


SHOWERS OF SALES FROM A POWERFUL PROMOTION PROGRAM 


Red hot beat-the-season promotion! New and proven premiym promo- Early season discounts for extra 
Ask your distributor for details. tions! New precision-made high-quality _ profits! You qualify on how much and 


portable Bar-B-Bowl Grille! A $7.95 when you buy, 
Strongest national advertising in : 
Duo-Therm history takes the Duo- value you can offer FREE. Get red hot 


Duo-Therm's bi; than ever point- 
Therm story to your town. LIFE plus geen ey Pour Gane 


5 special audience magazines will reach § Duo-Therm’s liberal cooperative ad- 
your best prospects. vertising program! 


DUO-THERM DIV. OF MOTOR WHEEL CORP. 
Dept. EM, Lansing 3, Michigan 


I'm for Duo-Therm “Weatherproof Profits”. Rush me full 
details on 


C) Power Mowers C)] Water Heaters 
C) Home Heaters C Incinerators 


Name 
Address. io 
WATER HEATERS * GAS INCINERATORS 


Deo-Therm and Dvo-Trim d trade marks of the Motor Wheel Corp., Copr. 1966 


___ Zone. 0 
Bound for the Furniture Mart? See us at Duo-Therm Space No. 517. 
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Water Systems and Pumps 











Sales boom with population shift to suburbs and 
two-thirds of all units now go to non-farm families. 4 


$113-million in 1954 volume will result in $226- — 


million worth of appliances 


HE bottleneck in the business of 
selling many appliances to farm 
and non-farm customers beyond 
the city mains is the water supply. 
Consequently, a hand is being ex- 
tended to the makers of water systems 
by the appliance industry. Each $1 in- 
vested in water systems creates $2 worth 
of plumbing or appliance business. 

It has been the wholesale movement 
to the suburbs and to acreages by city 
dwellers which has created this attrac- 
tive market. There were 731,000 
pumps and water systems shipped in 
1954 compared to 258,497 in 1940. 
Some idea of the size of the market is 
given by Herbert C. Angster, executive 
director of the National Association of 
Domestic and Farm Pump Manufac- 
turers: 7,000,000 to 10,000,000 non- 
farm installations, 2,000,000 farm 
sales; and an estimated 2,000,000 re- 
placement sales. 

With the electrically operated water 
pump on the market since 1898, the 
question is going to be asked: What is 
keeping it from going ahead faster? 

The answer seems to be that mer- 
chandising has not been along the 
channels that understand specialty 
selling. Just as the coal stoker people 
tried to distribute through coal deal 
ers, water pumps have been moved 
largely through well drillers. The cus- 
tomer has run into trouble with busy 
plumbers who do not like country 
jobs. Manufacturers, selling through 
wholesalers, have not been close to 
customers, and service has been lax. 


$155 Average Sale 


About 75 percent of sales are com- 
plete water systems (motor, pump and 
tank) and the balance pumps, which 
are bought largely as replacements for 
worn out units. Average retail price 
for a water system is about $155. 
(1954 dollar volume: $113,305,000.) 

A large mail order chain executive 
thinks that two-thirds of all water sys- 
tems go to non-farm owners, 20 per- 
cent of whom do their own installa- 
tions. The balance sold to the 
non-farm market are put in by well 
drillers and moonlight plumbers. 
Some 30 percent of the country’s wa- 
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ter systems are sold by the big chains. 
It is felt that 90 percent of i astons 
sold through the catalogs are self in- 
stalled, and 90 percent of retail sales 
are put in with some professional help. 
The move to the suburbs has 
created a boom for well drillers, of 
whom there are 18,000 in the country. 
These drillers are in on the ground 
floor with the water system business, 
and a shopping expedition by a cus- 
tomer consists largely in looking 
around a well driller’s garage at sam- 
ples and in his back yard for pipe. 


First, Buy Your Well 


Historically, of course, the well goes 
all the way back to the old testament. 
Dug wells dropped out around the 
turn of the century, when the well 
driller and his rig appeared. Although 
there are plenty of 2-inch wells still 
being put in, the 5-inch casing is 
standard. A 5-inch well costs $3 to 
$4.50 a foot to drill, goes down from 
75 to 200 ft. on the average, and calls 
for a tidy investment before the water 
system goes in. 

Six and 8-in. pipes are steadily grow- 
ing more popular. Reason, is the 
steadily increasing demand for more 
water. As Fortune magazine points 
out, a U. S. citizen requires annually 
about 1,500 tons of water a year 
(while needing only 18 tons of food, 
fuel, metals, plastics and the like), 
Such items as automatic washers, dish- 
washers, water heaters, water soften- 
ers, and food waste disposers are prac- 
tically useless unless a water system 
has first been sold and installed. 

A second area of confusion exists in 
the fact that the type of pump must 
be tailored to the source of water sup- 
ply. The amount of water to be had, 
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the depth of the well, and the condi- 
tions surround it are compounded 
with the fact that several kinds of 
pumps are to be had. The U.S. Dept. 
of Commerce reports as follows: 


Sales of Pumps by Type 


Deep well Shallow well Submersible 
1953 299,945 367,321 34,785 
1952 296,541 385,476 
1951 265,285 351,775 
1950 294,724 427,923 
1949 =. 202,506 320,458 


Source: U. S. Dept. of Commerce, based on 
reports of 90 manufacturers. 


There are six types of shallow well 
pumps, the most common being the 
reciprocating (using plunger or dia- 
phragm) and the jet. Deep wells em- 
ploy five types of pumps, and there is 
a newcomer in the field called the 
submersible, which rests, motor and 
all, at the bottom of the well and 
pushes the water up rather than de- 
pending on suction. The electric mo- 
tor in this type is hermetically sealed 
in like a refrigerator motor. 

Horsepower of pumps depends on 
how much water the customer wants, 
tempered by how much his well will 
give. The way retailers work with pros- 
pects to determine pump size is shown 
in chart at bottom of page which out- 
lines water requirements of fixtures. 


The Trade-in Angle 


In a business that extends far back 
into American history, there must of 
necessity be a great field for replace- 
ments, There is no set age for pump 
life, but with the demand for more 
water, obsolescence is an increasing 
factor in the business. 


Discounts to Trade 
The historical discount to the re- 


YARD FIXTURES 


DOMESTIC WATER SYSTEM SALES 
(Source: U. S$. Dept. of Commerce) 
1954 731,000 

a 702,051 

-S & 687,017 

De 617,060_ 
1950 722,647 __ 
1949 527,964 _ 

— 1948 __ 658,847 _ 
1947 ___ 762,855 _ 
1946 625,729 
1945 390,130 
1944S 316,385 
1943 154,560 
1942 Me 

1941 ; 347,055 
1940 258,497 
1939 230,545 


tail trade on water systems and pumps 
is 25 percent. On the installation, 
many retailers recover enough to en- 
joy a wider margin, Distribution goes 
through wholesalers though a few 
manufacturers sell direct to dealers. 

A practice of appointing dealers 
sub-distributors gives many of them 
additional profit, up to 40 percent. 

Requirements to get into the pump 
business are some men who enjoy skill 
in installation and ability to diagnose 
pump troubles, Experts say that 50 
percent of pump troubles come 
through bad installations. The me 
chanics of the business are not com- 
plicated, and motor repair shops take 
care of that end of the job. 

The business spreads over the year 
as evidenced by 1953 shipments, 


1953 Shipments by Months 


January 48,854 July 66,057 
February 50,303 August 70,424 
March 60,335 Sept. 67,737 
April 63,696 October 63,702 
May 59,217 November 49,422 
June 66,042 December 36,272 


Source: U. S$. Department of Commerce, based 
on reports from 90 manufacturers 


Shooting for a Billion 


The Electrical Water System Coun 
cil which met recently in Chicago, is 
promoting the idea of a billion dollar 
water system market, linking up not 
only the electrical appliance industry, 
but plumbing equipment and utilities 
As the secretary of the National As 
sociation of Domestic and Farm Pump 
Manufacturers, 39 South La Salle St., 
Chicago, 3, says, the best way to get 
water system business is find yourself 
a pet REA or rural utility line, and fol 
low it to the last mail gox End 


DOMESTIC ANIMALS 





Filling lavatory 2 gal 
Filling average bathtub. 30 gal 


Flushing water closet... 6 gal 

Shower bath esses tp to 60 gal 
Dishwasher ..3 gal per load 
Automatic washer .. up to 50 gal per load 
Water softener _. Up to 100 gal 





1955 


VY in. hose with nozzle. . 200 gal per hour 
% in. hose with nozzle. . 300 gal per hour 
Lawn sprinkler ........ 120 gal per hour 


For each member of 
family, all purposes. . 50 gal a day 


Each horse, dry cow or 


beef animal 12 gal a day 
Each milking cow .. 35 gal a day 
a reer 4 gal a day 
Each 100 chickens 4 gala day 






Get the wonderful new story at the Winter Market 


space 53] American Furniture Mart 


Sell the name women know and trust 
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Beautiful new products! 


KR. Hamilton is really going with two brand new, big and 
beautiful Companion Piece laundries! Gas or electric dryers. . . 
price spread that makes real sense . . . and stunning 


new designs that start to sell when she sees ’em! 


Powerful new promotion! 


With Hamilton you have one of the pushing-est promotional 
plans going! Outstanding national coverage, but that’s 
not all—for the Hamilton plan reaches right into your 
market ... provides the tools you need... makes Hamilton 


sales for you. 





AUTOMATIC HOME LAUNDRY 


HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 
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Why not write me 
for details on the following sales-and-extra- 
profit-building factors of the Shetland 
Imperial Profit Plan? 


A SUPERB PRODUCT — The Shetland IMPERIAL Polisher- 
Scrubber; quality designed and produced, tops in 
performance and versatility (IT SCRUBS —- WAXES — 
POLISHES —- CLEANS AND RENEWS RUGS!) — in a 
great un-tapped market. 


GUARANTEED FOR TWO YEARS 
EXTRA PROFIT ~~ 40-5% . an extra 5% over 


normal discount, and 10% more than the average 
profit in the appliance field. 


FAIR TRADED — to provide absolute price and profit 
protection at all times. 


COMPLETE MERCHANDISING AID — covering every 
phase of display, promotion and advertising ° 
INCLUDING NATIONAL ADVERTISING! 


THE SHETLAND COMPANY, Inc., LYNN, MASS. 


TWIN-BRUSH ELECTRIC 


IMPERIAL 


POLISHER-SCRUBBER 
RUG CLEANER 


< 
> Guaranteed by 
Good Housekeeping 
- » 


3 45 sovennsce ie 
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Record Players 





Scanty statistics still obscure the industry's real size, 
but estimates indicate that 1954 was better than 1953. 
Hi-fi becomes more influential than ever 


yratistics on the phonograph in 

S dustry are just about as primitive 

and not quite as reliable as 
Thomas Edison's original “talking ma 
chine.” 

Most manufacturers are willing to 
estimate certain industry totals but 
they say very little, if anything, about 
their own sales. On the whole, they 
think that last year’s sales exceeded 
1953 by some 10 to 20 percent. Pre- 
dictions for 1955 are generally bright 
with experts looking for modest gains 
over 1954—perhaps only five percent. 

Although there are no accurate fig 
ures on production by types of units 
sold to consumers, one trend appears 
crystal clear: there is an increasing de- 
mand for finished or packaged units. 
The consumer now seems to prefer a 
single piece of furniture that will blend 
in with his other furnishings. 

Production of plug-in players prob- 
ably dropped to around 300,000 units 
last year and record changers to about 
400,000. Radio or television combina- 
tions were off, too, and likely fell to 
about 500,000 pieces. 

It is estimated that single players’ 
production went up—possibly to 450,- 
000 units. Whatever the case, 1954 
was definitely a year of transition and 
this year will see even more marked 
changes in the marketing patterns. 


Clues to Volume 


Output and sales of phonograph rec 
ords always supply some sort of a 
clue to disc-playing popularity. In- 
dustry sales at retail for records in 
1954 are estimated at $225,000,000 by 
one source, an increase of just a shade 
under 10 percent over the 1953 figure 
of $205,000,000 reported by the same 
source. (Foreign sales not included). 

Demands for various types of music 
go through phases, too, and the manu- 
facturers are quick to exploit such 
trends. Last fall, for example, the new 
craze for “mood music’’ was met full 
on by several big disc-makers who 
have turned out orchestral selections 
for such moods as two people alone, 
inner calm, music for romancing, re- 
laxation, reading, courage and confi- 
dence. 

If this sounds ridiculous, be guided 
by RCA Victor's declaration, recently 
that it would sell some 1,000,000 such 
one-record albums by the end of 1954. 
Coiumbia and Capitol offered equally 
optimistic predictions. 

Or consider the teen-age buyers and 
users, First of the “War Babies” are 
just now pushing into their teens and 
the baby production in the early 1940's 
in this country was enormous. 

Or think of the new home-makers. 
Brides are expected to increase in 
this country from about 1,550,000 this 


year (a record) steadily, year by year, 
up to 2,450,000 by 1975. ae 

Another trend that should produce 
good business for the phonograph in- 
dustry is a new concept of hi-fidelity 
just beginning to emerge. The first 
years of hi-fi saw a narrow market 
neatly completely confined to the 
“bug” or audiophile whose demands 
were exacting to a point of technical 
perfection and who disagreed heartily 
with most authorities. It was this 
phase that gave rise to amused observa 
tions by the public and successfully 
kept hi-fi out of average home 

Then along came the so-called pack 
aged hi-fi, a single unit that looked 
much like any other console phono 
graph, bore the label of some of the 
country’s biggest makers, and made the 
floor of some appliance stores. 

Late last year, a totally new con- 
cept of hi-fi loomed on the marketing 
horizon, and it is one that may put 
appliance dealers all over the country 
in the hi-fi business. Instead of either 
of the previous two “systems”, manu- 
facturers of each of the three basic 
components turntables, amplifiers 
and speakers—offer cabinet units that 
can be placed on a floor, table or shelf 
and linked together easily. 

They all point out that such a sys- 
tem can easily be expanded by patch- 
ing in a tuner or tape recorder but 
the cost is kept within reasonable lim- 
its. Lack of custom installation adds 
to the plan’s attractiveness, especially 
for apartment livers, and the three 
basic components, made by any num- 
ber of top brands in the business, 
total as little as $200. 

The dealer gets about 33 percent off 
list on a three-piece set of this sort and 
makes a good profit on installations 
that run to several hundred dollars 


Seasonal Pattern and Production 


Last year, Erecrricat MERCHANDIS 
ING estimated that 20 percent of the 
industry’s sales fell in each of the first 
three quarters of the year and 40 per- 
cent in the final quarter. This pattern 
seems to have changed again this year 
and figures from several large manufac 
turers show an average of 25 percent 
in the first quarter, 15 percent in the 
second, 20 percent in the third, and, 
still, 40 percent in the final period. 

Production last year was about 
whatever the manufacturers chose to 
make it. The industry got over its 
component shortage that hamstrung it 
for a couple of years and no shortage 
is contemplated this year with one ex- 
ception. One manufacturer cautioned 
that color television might splurge to 
such a degree that it could put the bite 
on some of the critical component 
makers. End 
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LOOK INSIDE FOR THE 


* Designed by four nattonally 
staff of LIVING FOR YOL 
Living-Conditioned’’ homes 

more than 85% of today's ho 
section of the country in whi 


a i Hotpoint 5 Million Dollar Golden 
Anniversary “Living-Conditioned” 
Homes Contest! 


A Nation-Wide Consumer Promotion That Localizes The Full 
Impact Of Its Magnetic Power Right In Your Store! 


With YOUR STORE as local headquarters, Hotpoint commemorates its 50th 

year with what is destined to be the most powerful traffic-building contest ever 
offered by any manufacturer. Five thousand and fifty-four magnificent prizes will 
be awarded the winners. Millions of contestants will be bringing their contest entries to 
Hotpoint Dealers for validation—millions of opportunities for Hotpoint Dealers 

to make friends and sales! 


HERE IS THE LIST OF SENSATIONAL PRIZES: 


* 4 Completely Furnished Hotpoint All-Electric Golden Anniversary 
“Living-Conditioned’’ Homes! 


* 50 Complete Hotpoint Golden Anniversary All-Electric Kitchen-Laundries ! 


* 5,000 Special Hotpoint Golden Anniversary Appliances! 


BACKED BY UNPARALLELED ADVERTISING AND PUBLICITY... 


¢ In Leading Magazines With Sparkling Four-Color ¢ With Full Tie-In Editorial Support By LIVING FOR 
Spreads— YOUNG HOMEMAKERS Magazine— 
© On Television In The Top-Rated “Adventures Of e By Leading Builder And Architectural Magazines— 
Ozzie And Harriet” — e By Hard-Hitting Direct Mail Campaigns, Radio And 
Television Spots, Window And Store Displays, Dynamic 
¢ In A Power-Packed Coast To Coast Newspaper Local Merchandising Activities, Publicity Stunts, 
Campaign— Premium Offers, And Specialized Sales Training! 


1955 WILL BE A RECORD-BREAKING YEAR FOR HOTPOINT DEALERS—YOU CAN’T MISS! 


Never before have appliance dealers been able to cash in on a promotion of this magnitude. 
Never before such a GOLDEN SELLING OPPORTUNITY -—such a sound, aggressive, 
sales-clinching plan of action! The complete details will be coming your way soon. But, in the 
meantime, get lined up with the Hotpoint Distributor in your territory for the promotion 
that’s going to jolt the industry—bust the market wide open! 


7 , a poy gt hitects in collaboration with the architectural LOOK INSIDE FOR THE HOTPOINT FULL LINE OF GOLDEN ANNIVERSARY 
’ NG FOR YOUNG HOMEMAKERS Magazine. These 

»-Conditioned’’ homes are the com posite of all the features most wanted by APPLIANCES FOR 1955 ... THE MOST ADVANCED LINE IN 
an 85% of today's home buyers! Each is especially designed for the HOTPOINT’S 50 YEARS OF CONTRIBUTING LEADERSHIP TO THE INDUSTRY! 


of the country in which the winner resides 
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The Worlds Most Versatile Custombine 
Automatic Electric Range Ensemble! 


Ra oe 

















Gee the 


Hotpoint Golden Annivounny 
“Tomomnow's Kitehon Today... 


In Space 1120-21 Merchandise Mart 





Dasignea to demonstrate the versatility with which Hotpoint 
Customline Appliances may be utilized to provide a compact, 
striking idea for efficient kitchen arrangement, this ultra-modern 
dream kitchen of tomorrow has been conceived with sparkling 
beauty, originality and practicality. 

The NEW Hotpoint Customline Automatic Electric Range En- 
semble including 4-Unit Surface Sections, 2-Unit Sections: with 
Deep-Well Thrift Cooker, Plug-In Calrod Golden Fryer, Plug-In 
Calrod Golden Griddle—plus the Satin Chrome finished Super 
Oven— provides the widest possible choice of personalized cook- 
ing arrangements. 

The exclusive NEW Hotpoint Customline Remote Control 
Panels give complete flexibility in control installation—color- 
lighted pushbutton cooking. 

The NEW Hotpoint Customline Super-Stor Refrigerator- 
Freezer and Automatic Electric Dishwasher, finished in beauti- 
ful Satin Chrome and Spice Gold, permits complete flexibility 
for custom installations. 

This is truly ‘““Tomorrow’s Kitchen— Today”! 


. Qur Golden Pruivoriany - Your, Golden. Oppoituntiy 
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In Space 1120-21 Merchandise Mart 





Da signed to demonstrate the versatility with which Hotpoint 
Customline Appliances may be utilized to provide a compact, 
striking idea for efficient kitchen arrangement, this ultra-modern 
dream kitchen of tomorrow has been conceived with sparkling 
beauty, originality and practicality. 

The NEW Hotpoint Customline Automatic Electric Range En- 
semble including 4-Unit Surface Sections, 2-Unit Sections with 
Deep-Well Thrift Cooker, Plug-In Calrod Golden Fryer, Plug-In 
Calrod Golden Griddle—plus the Satin Chrome finished Super 
Oven—provides the widest possible choice of personalized cook- 
ing arrangements. 

The exclusive NEW Hotpoint Customline Remote Control 
Panels give complete flexibility in control installation—color- 
lighted pushbutton cooking. 

The NEW Hotpoint Customline Super-Stor Refrigerator- 
Freezer and Automatic Electric Dishwasher, finished in beauti- 
ful Satin Chrome and Spice Gold, permits complete flexibility 
for custom installations. 

This is truly “Tomorrow's Kitchen—Today”! 


l .« Que Golden Anniversary — Your Golden Oppoitunily 





Two Years Statistical Summary 
Water Conditioners 





Units sold 
Average retail price 
Retail Value 





1954 1953 
300,000 258,750 
$250 $250 
$75,000,000 $64,687,500 


Water Conditioners 


Sales of 300,000 units for a retail value of $75- 
million jumps saturation to seven percent . 


Some 11-million homes are immediate prospects 


PPEARANCE on the market of a 
A kit which permits a salesman 
to give the housewife an actual 
demonstration and proof of how hard 
her water is, opened the door last 
year to greater penetration of the water 
conditioner market. 

For water is tricky stuff, 
the public has always had around it, 
ind it is difficult to convince that 
what comes out of the tap isn’t okay. 

Ihe experts think that about 300, 
000 water conditioning units were sold 
in 1954, a gain over the estimated 
58,750 moved in 1953. While the 
average price is around $250, units 
may be had from $90 to $600, depend 
ing on the job they are to do. A unit 
which will cost $250 laid down may 
ome to $325 when installed by a 


a 
something 


local plumber 


Mail order chains do only about 
five percent of the volume in this busi 


ness. It is estimated that seven per 


cent of the market is saturated. In 
January, 1954, the Omaha World 
Herald made a consumer survey and 
found that 7.5 percent of Omaha and 


Council Bluff 
eners. Dealers are 


vith 15 


had water soft 
making ready sales 
hardness in 


home S 


Nn an areca 
the water 


PTAINS 


Market Depends on Localities 


While the 


market is generally un- 
aturated, good, it 


and the profits are g 

takes more than prospects with money 
and an eager dealer to bring 
ibout a success. 

[t all depends on the character of 
the local water. The business cannot 
be charted by population areas, for in 
the East and West, where population 
is heaviest, there is much water of one 
to three grains, which is considered 
oft. Rule of thumb is that about 85 
percent of the U.S. has hard water, 
and the potential market lies in places 
where it is five grains and up. Dow 
Chemical thinks that there are 29,- 
300,000 homes which will be eventual 
for water softeners, and 1] 
million homes in 10 grain water areas 
that are immediate prospects. People 


beaver 


customers 
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in places with 20 grain water or over 
are pushovers 

Water conditioners do a bigger job 
than soften water. There is water with 
a rotten egg smell, due to sulphur; 
iron solutions; manganese water which 
stains clothes black; water that tastes 


like epsom salts; and musty water. 
Each calls for a certain kind of treat- 
ment 


How It Is Done 


Trick in water softening comes from 
the interchange of calcium and sodium 
salts. In the beginning it was found 
that a natural substance called “green 
sands” accomplished this. Chemists to 
day have worked out substitutes which 
are far more effective. Even zeolite, 
once considered the most potent vehi 
cle, is being superseded by synthetic 
resins, which are an outgrowth of the 
production of artificial rubber during 
World War II. Zeolite has a 15,000 
grain capacity for each cu.ft. of min 
eral, and high capacity resins run as 
high as 30,000 grains Capac ity per cu 
ft. Organizations like Dow, Monsanto 
and Rohm & Haas are among the firms 
producing these resins 


Sales Technique 


A dealer selling water conditioners 
may either sell direct to the customer 
or build up a little utility of his own 
Nearly half of the 2,816,500 domestic 
water softeners used in the United 
States today are on a service basis, 
which means that the dealer calls on 
the home regularly and replaces tanks, 
or recharges them. 

It is felt that families that move 
into a hard water area are the most 
eager prospects for water conditioners 
Solicitation is usually by advertising o1 
direct mail and rarely by canvassing 

Analysis of a prospect’s water fol 
lows, which can be done by the govern 
mental units or by the manufacturer of 
water conditioners 

Because water conditioners are basic 
ally alike, there is frequent price cut 
ting. The reason for selling water serv 

(Continued on page 228 
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Exclusive 
PUSH 





The STEAM and DRY Iron! 


FIRST among all Steam Irons! First steam and dry 
iron with exclusive “push-button” emptying! First 
with easy “tilt-top” filling! First all stainless steel 
iron! First fully automatic Steam and Dry Iron. 

and still the world’s best! Place your order today! 




















Fills or refills in less 





No distilled water 
to buy or store. 


*Steam-O-Magic” Circle, 
more steam distribution. 


Booth 148 « 


Steam irons all fabrics 
complete heat range. 


thon 10 seconds 





Visit 
Us 


JAN, 13-20 


Navy Pier cucase 











THE STEAM-O-MATIC CORPORATION — Kansas City 41, Missouri 
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Don’t let your advertising 


of of TRUE STORY’s primary 
° are not reached by all 
a of TRUE STORY’s primary 

% are not are not reacned by all 


Yet the kind of people who read True Story have 


Source: Computed from Serch, Sept. 1954 














% of TRUE STORY’s primary 
are not reached are not reached by all 





Wage-earners have more real money to spend than 
any other group! Look at these eye-opening charts: 


All families with All families with Annual Discretionary 
incomes over $5,000 $3,000- $5,000 income Spending Power 


Wage earners have 


62* 








Discretionary Spending Power is the key to the wage earner market. After the fixed living expenses have been accounted 
for, the remaining income can be spent at the “discretion” of the family for—improved standards of living, luxuries, etc. Even 
as far back as 1952, this loose money amounted to 80 billion dollars and wage earners had two-thirds of it all! 
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households 

four women’s service magazines combined! 
The biggest of these women’s magazines reaches only | out of 10! 

households 


four big weeklies combined! 


The biggest of these weeklies reaches only 1 out of 14! 


households 


four top store magazines combined! 
The biggest of these store magazines reaches only | out of 8! 


the most “loose money” to spend for APPLIANCES. 


TRUE STORY’S EDITORIAL FORMULA For full information on TRUE STORY'S Wage Earner 
IS TAILORED TO WAGE EARNER NEEDS Forums, economic reports, market studies, wage earner 
TRUE STORY'S carefully developed editorial formula opinion surveys, audience analyses etc. address 
gives its readers the kind of help and entertainment they TRUE STORY, 205 East 42nd St., New York 7; 
want — and can’t find in the editorial formula of other 22) North Lasalle St., Chicago 7 
magazines. For these millions of women have little inter- Russ Building, Sam'Francisco 4. 


est in, and largely reject, the more sophisticated ways 
of “white collar” magazines. They’‘re just “folks.” 


That's why TRUE STORY and other “family behavior” FOR TRUE UNDUPLICATED COVERAGE USE... 
magazines provide the only way to reach this huge mar- 
ket effectively. 


INFORMATIVE WAGE EARNER MARKET 
STUDIES ARE AVAILABLE 


For over 35 years, TRUE STORY’S Research Staff has 
studied, analyzed and accumulated vital facts about the 
motivations and changed economic status of this largest 
social class. 





Our nationally recognized WAGE EARNER FORUM 
studies continually report on the attitudes, living pattern 


and buying habits of these families. Timely WAGE 


EARNER FORUM studies in THE APPLIANCE FIELD are THE SERVICE MAGAZINE 
available. Here are a few typical examples: WAGE EARNER FAMILIES READ 





@ Home Laundry Appliances 

@ Food Mixers and other small appliances 
@ Sewing Machines 

@ Vacuum Cleaners 
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Everything you need 
from one manufacturer 
to trade up from low-end 
to top models in easy 
stages... without moving 
from brand to brand! 


7 PHONOGRAPHS 


Model 2601 Hi-Fi Portable — A super engineered luggage type 
phono with console hi-fi volume. 


Model 601 “INTERMIX” Portable — A smartly styled portable 


with the only record changer that does not require “stacking”. 


Model 1601 3-Speed Portable —A quality model portable 


phono with 6” speaker. Fine for rumpus room use. 

Model 1600 Table Top — An excellent utility type phono with 
“INTERMIX” changer. Suitable for any room in the house. 
Model 600 Table Top — A good quality service phonograph with 
4-speed, non-intermix changer. 

Model 604 Record Player — A high quality player with detach- 
able speaker-mounted cover for remote control operation. 


Model 1100 Record Player —A low end portable player for 
those who insist on an inexpensive 3-speed model. 


3 TAPE RECORDERS 


Model 2900 Hi-Fi 2-Speed — Combines full fidelity performance 
with renowned CRESCENT simple, easy operation. Here is a tape 
recorder that has everything ...at a price! 


Model 9037 2-Speed Recorder — A high quality tape recorder 
with many features of the CRESCENT Hi-Fi. Makes a perfect 
step-up from low end to high end models. 


Model 903-907 Tape Recorder —The famous CRESCENT $99.50 


recorder that is truly a low end leader. Out-performs many more 
expensive models, 344 IPS or 71% IPS styles. 


3 NEW 45 RPM MODELS 


Model 453 Portable Phono — A beautiful, lightweight, portable 
phonograph made only by CRESCENT. A “must” for anyone 
selling phono’s. 


Model 2900 


Model 452 Table Phono —A favorite anywhere! Has }3-tube 
amplifier and 4” x 6” speaker. Should be in every retail appliance 
store. 


Model 451 Plug-in Changer — Another “must” for record shops! 
Has same 45 RPM mechanism as other CRESCENT models... 
comes complete with A.C. cord & plug and phono cable and plug 
assembly. 















Model 453 


JOBBERS! DEALERS! Never before have you been able to 
get a complete line of 3-speed, and 45 RPM phonos and record 
changers and medium price tape recorders all from one source! 
Here’s your chance to fill al! your requirements through one 
nationally known manufacturer who also can supply you with 
mechanisms as well as proper accessories. 


Write for full information! 3-color catalog pages, descrip- 
tive envelope stuffers and a complete “package” of mer- 
chandising aids are available! 








Water Conditioners 
CONTINUED FROM PAGE 225——— 


ice is usually to bypass a price situa- 
tion. Those who sell service maintain 
it is equally cheap as owning. Salt costs 
85¢ a bag, $11.25 a year, and corrosion 
cuts the life of a water softener to ten 
years, a depreciation of $25 a year on a 
$250 unit. Rental firms claim it costs 
$36 a year for water service against 
$36.25 for owner operated jobs. Rule 
of thumb is: If the water is quite 
hard, it is cheaper to own one. In low 
one. In low grain areas, it may be 
grain areas, it may be best to buy serv 
ice. Appearance of long life plastic 
tanks may change this ratio. 

In closing a deal, where there is 
much competition, the dealer is often 
guilty of selling too small a unit to 
meet a price. This requires too fre- 
quent regeneration to be satisfactory. 
It is essential to know how much wa 


PP DPPB PPP DP PDP PD DBD A 


When an electrical dealer has a 
sound business it usually means he 
doesn’t talk too much. 


VOD DD DEDEDE ID DD DDD 


ter a prospect uses, then prescribe a 
size which will take care of the job, 
at a cost from $170 to $300. Typical 
purchase consists of a dry salt single 
tank, 40,000 grains capacity. 


Appliance Industry Pushing Business 


Pressure is being exerted by manu- 
facturers of domestic laundry equip- 
ment to hurry along the sale of water 
softeners. For the automatic washer is 
crippled in hard water areas, as the 
spin dry rinse buries in the fabrics the 
curds that hard water forms with soap. 
If soap is used, soft water is neces- 
sary. The customer is advised either 
to put in a water softener or switch 
to detergents, which operate satisfacto- 
rily in hard water. 

There are about 115 firms making 
water conditioners for the domestic 
market, and of these six are principally 
service organizations. About 33 com- 
panies do 80 percent of the business, 
with peaks in March and October. 

The Water Conditioning Founda- 
tion, 39 South LaSalle St., Chicago, 
of which John Hosford is executive 
secretary, states that water conditioners 
did a $75 million business in 1954, a 
gain over the previous year's $64,687,- 
500 End 
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“1 COMBED IT THIS WAY. IVE SOLD 
NINE ELECTRIC FANS IN THE LAST 
UR.” 
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Holliwood 


1ST IN '54 WITH THE 


CLOCK TIMER ROTISSERIE 


now! Hotlwood FIRST AGAIN IN 'S5 


with the most Revolutionary Development 
in the indust 


ae! lingo — 


See it FIRST at ; a 
BOOTHS 360-362 . 


COMPLETE PRICE PROTECTION and Holliwood Backs 


HOUSEWARES SHOW FOR YOU...BECAUSE Afolliwood You Up with Powerful FINDERS 


IS FAIR TRADED AS ALWAYS! Hard-Sell’’ National MANUFACTURING CO. 
Navy Pier, Chicago You Get: and Cooperative Adver 3669 South Michigan Avenue 


FULL MARK-UP! MORE PROFIT! —tising .. . Dealer Helps Chicago 15, Mlinois 
January 13 to 20 NO PRICE CUTTING COMPETITION! — Promotional Material ne 
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Cash in on 58 years of Robbins & Myers quality 


remember, long after price is forgotten! 


$5495 retail 
NEW HASSOCK FAN 


A glance tells you... nothing 
here is borrowed from the past! 
Here’s striking, clean-cut, mod- 
ern design, sure to attract —and 
sell! Big 12” blades lift cool air 
from the floor, provide full 360° 
circulation. Recessed 3-speed 
switch on top. Styrene grille is 
super-safe where children play; 
has 4 interchangeable sections. 
When used as stool or table, 
weight is supported by steel 
frame. Guaranteed 5 years. 


New Low Prices! 
18”, $5995 retail 
22”, $7995 retail 
REVERSIBLE WINDOW FANS 


Trim beauty to attract... extra 
cooling power per blade size to 
satisfy! In minutes either of these 
pewenres fans will have cool 
reezes whisking through sever- 
al rooms. Quietly exhaust hot, 
stale air, pulling in cooling 
breezes. Reversed electrically, 
they circulate fresh air.Two 
speeds, both intake and exhaust. 
Silver gray. Adjustable mount- 
ing panels. Install with a screw- 
driver. Guaranteed 5 years. 


Only! 
$7895 retail 
CASEMENT WINDOW FAN 


You'll find a waiting market for 
this beauty! It’s tailor-made for 
homes equipped with casement 
windows—the perfect answer to 
a long-felt need. Twin 12” fans 
force stuffy air out, pull cool air 
in. Reverse electrically to circu- 
late fresh air. Two speeds, intake 
and exhaust. Silver gray. Fits 
standard 3-light casement win- 
dow. Panel available for 4-light. 
Guaranteed 5 years. 


NO SERVICE PROBLEMS TO WHITTLE AWAY YOUR PROFITS 
..- LAST SEASON R & M RETURNS WERE LESS THAN 2 OF 1% 


Why settle for less? Sure, people like to think 
they’re getting a ““bargain.”’ But it’s the cool- 
ing power and the durability of the fans they 
buy that create a good or bad impression of 
your store! Look beyond price come-ons, and 
you'll identify yourself with Robbins & Myers 
—the line with consumer acceptance — the 
line that stays sold and makes friends for you. 

Last season R & M returns were less than 
\% of 1%! Think of that—no service problems 








to whittle away your profits! You keep every 
dollar you ring up. ‘ 

You'll need a good healthy stock-to meet 
the demand! Throughout the fan season, pow- 
erful ads will pre-sell prime prospects through 
the Saturday Evening Post, American Home, 
Home Modernizing, and other popular maga- 
zines directed to home owners. Don’t wait, 
and be caught short! Order now, and take 
advantage of pre-season discounts! 














Counter Display 
A great attention-getter for 
the 18" window fan. Legs 


Dual Floor Display 
Holds both 18° and 22’ 
window fans—invites cus- 


Casement Fan Display 


Customers waiting their 
turn, or just browsing, can’t 


New Hassock Display 
That R & M Polar Bear is 
a mighty “cool” salesman! 


and top card fasten to fan 

itself. With fan in place, it's 

45" high, 384" wide, 1414" 

ey Ask your distributor high. 34° wide. Order 
-D25. R- 


tomers to test. Polished 
aluminum tubing; colorful 
Masonite boards. 784" 


for 225/34. 


miss it! Tempts people to 
test fan on pa a fi 
wooden frame; colorful 
Masonite boards. Height, 
64%". Order R-D1253 


A FAN FOR EVERY VENTILATING NEED! 
ASK YOUR DISTRIBUTOR FOR THE NEW FULL-LINE CATALOG! 


A colorful new catalog to help you 
sell! 16 full-color pages of fans for 
every need, every purse. Table and 
pedestal models, window fans, ceil- 


ing, attic and exhaust fans, air circu- 
lators. Keep this silent salesman 
handy to help customers sell them- 
selves on this most complete selection! 


Depend on him to stir up a 
urdy lot of interest in the new 
hassock fan. Colorful board 
rests on top of fan. Height, 
40". Order R-DFS5, 
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(QQ ROBBINS & MYERS FANS 


for 1955 


Robbins & Myers, inc., EM15, Fan Division, 387 So. Front St., Memphis 2, Tenn. 
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ne electric housewares industry 

did not escape the general eco 

nomic uncertainty experienced 

in business the first half of 1954 

While new records were established 

by a few categories (shavers, broiler 

rotisseries, portable mixers) the gen 

eral trend was one of decline, ranging 

from two to 40 percent compared with 
1953 

Basic reason for the decline is said 
to be mainly because 1954 saw the 
end of all buying sprees, shortages, wat 
scare promotions, etc. And while ther 
has been no stable year since 1946 in 
the electric housewares industry, it is 
wedicted that 1954 might well be 
ooked back upon as a measuring stick 
for future sales budgeting since it was 
a year closer to normal than any we 
have had in the postwar era. 

Dollar volume for the industry based 
on average retail prices (see accom 
panying table) aggregated $681,409, 
450, Compared with 1953 this is off 
aren 7.1 percent. Three ap 
pliances not included in last year's 
table have been added to it this year 
frypan-skillets, hotcups—both of which 
were newly introduced in 1954; and 
comm poppers, on which for the first 
time we have been able to secure fairly 
complete figures 

Fans are not included. (Again this 
year a complete report on the fan mar 
ket will appear in our February Ais 
Conditioning and Fan issue.) No al 
lowance has been made for such items 
as knife sharpeners, coffee grinders, 
hair dryers, food warmers, chafing 
dishes, vibrators, vaporizers and the 
many other small clectric items on 
which we have no adequate sales data 

In former years products were 
ranked according to their yield for the 
year in dollar volume. This practice 
has been abandoned because the in 
roads made by discount houses (18 per 
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DOWN 39% 


cent, 


says Chamber of Commerce) 
have rendered all dollar estimates arti 


ficial, 


Production and Sales 


Production and sales were low the 
first half of the year. Many companies 
made drastic production cutbacks, 
Others, anticipating low distributor in 
ventories, held steady production 
schedules into April when factory in 
ventories began to pile up. Most dis 
tributors entered 1954 with heavier in 
ventories than they had had at the be 
ginning of 1953. And when these in 
ventories were finally disposed of, they 
did not restock in the usual sizeable 
quantities, 

Consumers weren't buying. Un 
employment and uncertainty concern 
ing a predicted recession caused a slow 
up in consumer demand the first half 
of 1954. It wasn't until mid-year that 
the country switched from uncertainty 
to optimism, and business picked up 
generally. This was too late for many 
of the manufacturers to recover lost 
ground 

During the lull in production many 
manufacturers reviewed their activities 
and weeded out uneconomical items 
Others used the slow period to extend 
their lines. It was a year of mergers. 
Camfield was bought by Dormeyer; 
General Mills Appliance Division was 
acquired by McGraw Electric; and 
Nesco bought Dulane. Some of the 
merging extended to non-electric 
items, For instance, Universal put 
chased Dazey can opener business ete 
The “do-it-yourself” craze influenced 
many housewares producers to add 
power tools to their lines 

Leading distributors view with alarm 
this tendency on the part of manufac 
turers to extend lines. They say it’s a 
great mistake for electric housewares 
manufacturers to try to get into each 





ric Housewares 


Despite second-half pickup and popularity 


of some new items, sales decline 7.1 percent 


to give housewares industry most nearly 


normal year since 1947 


other’s business, as for example the 24 
companies now making coffeemakers. 


Distribution 


Business at the distributor level was 
generally better in 1954 than the over- 
all manufacturers’ picture. This situ- 
ation is explained as follows: “Leading 
brand makers were not as far behind 
in volume as some other housewares 
makers. It was the strongly advertised 
lines that moved best at retail and 
wholesale. Pre-selling at consumer lev- 
els had its biggest year in 1954, they 
say, and there was a trend among top 
distributing houses to concentrate on 
strongly advertised products. 

Another 1954 trend was the tend 
ency of some distributors to move 
away from actively promoting electric 
housewares because of unsettled price 
conditions 

One distributor reports, “We have 
maintained our volume during 1954 
and exceeded it only by accenting 
other types of merchandise and other 
activities. We intend to do so until 
the electric housewares market stabi 
lizes itself. Manufacturers’ desire for 
more and more wholesale outlets is 
reaching a point where the competent, 
capable wholesaler will turn to other 
outlets to maintain profits. Unless 
there is some control of wholesale dis 
tribution, the industry may go back to 
the 30’s when small appliances were 
mere sidelines.” 


Inventories 


At the close of 1954 inventories at 
dealer and distributor levels are much 
lower than they were the previous year. 
Retailers continue to operate close to 
the board. Distributors are not restock- 
ing in large quantities. The result is 
that warehousing has fallen back into 
the manufacturers’ lap. In spite of this 
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no shortages existed going into 1955 
lemporarily some popular brands may 
have been hard to get, but there ar 
plenty of other brands of the same 
item to take the place of the scarce 
product. In other words, 1954 was not 
a sellout year. 


Discount Selling 


Publicity given discount selling and 
price cutting by leading national con- 
sumer magazines, and the publicity in 
the trade press has focused the atten- 
tion of the trade on one of the ills 
in business brought about by over-pro- 
duction and over-distribution, say some 
manufacturers. This has had a signifi- 
cant effect in reducing the number of 
retail outlets for electric housewares. 
Many dealers, rather than attempt to 
overcome price competition by more 
intelligent merchandising methods, 
have followed the line of least resist 
ance, they say, and decided to give up 
what once was a profitable business 
The trend to give up housewares by re 
tailers and distributors alike, it is be 
lieved by some manufacturers, is one of 
the main causes for reduction in vol 
ume experienced by the industry this 
year. 

‘his national publicity, it is also be 
lieved, has been instrumental in bring 
ing this problem to such focus that the 
Federal Trade Commission and several 
other branches of government are 
studying the problem. This vear, it is 
predicted, will make or break the fu 
ture of discount houses. 


Outlets 


['ypes of outlets doing the best 
business in housewares varies geograph- 
ically. Specialty dealers, department 
stores, hardware stores and credit 
jewelers is the usual order reported 
However, in the Far West and some 
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ry 
it 


ly 


midwestern states the credit jeweler is 
reported passing other outlets and ac- 
counting for 35 percent and up of the 
business. Utilities in areas where they 
merchandise are also good volume pro- 
ducers. 


New Products 


Che electric frypan-skillet intro- 
duced early in 1954 captured the imag- 
ination of the industry, and 1955 will 
see all leading brand makers introduc- 
ing an automatic frypan or skillet. 


Predictions 


As usual, predictions for 1955 range 
all the way from the cautious, “Going 
to be more competitive—have to do a 
better merchandising job to get our 
share at all levels” to the extremely op 
timistic, “1955 will be the best year 
since 1952!” 

In between we have the fellow who 
says “‘the market will be further upset 
by an endless series of discontinued 
models, warehouse sales, special offers, 
and manufacturers of stdble name 
brand items will find it increasingly 


difficult to get retailers to concentrate 
upon promotion of their products un- 
less there is a price or promotion to be 
had from the manufacturer.” 

Another predicts, “The marginal 
manufacturers are going to suffer. 
When they do we may have to shave 
prices. This could affect the entire 
price structure,” 


TOASTERS 


Automatic toasters hold their 
own with unit sales for the year 
declining only two percent 


Automatic toaster sales held their 
own in 1954, when another 2,690,000 
units were sold at an average retail 
price of $18.95. This is only a 4.8 
percent drop from 1953 volume and 
more than equals 1952—the first post- 
war year when toaster sales levelled 
off to less than 3-million units. 

Dollar volume for the year totalled 
$50,975,000, This is 9.6 percent less 


than the 1953 total of $56,358,800. 


What Happened 


Toaster manufacturers operated at 
low capacity the early part of the year. 
Although 1954 is not expected by any 
means to be a sell-out year, toaster 
inventories at distributor and dealer 
levels are substantially lower than a 
year ago. Manufacturers’ inventories 
going into the Christmas season were 
greater than a year ago; however, a 
good Christmas volume could well 
wind up the toaster year in very good 
shape, all around. 

A canvas of leading electric house 
wares distributors reveals that auto 
matic toasters are almost as popular 
as automatic coffeemakers as the sec- 
ond best seller of the year (steam irons 
in all cases being number one on the 
list). 

A decided change in the distribu 
tion pattern is reported for 1954. 
Many distributors are said to have 
given up lines on which they could 
not make a profit. This is also true of 
the retailer. This shift, we are told, 
is due mainly to lack of profit and not 
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1954 1953 Percent 
Number Retail Number Retail Change 
Sold Value Sold Value Units 
BED COVERINGS 1,050,000 $37,747,500 948,000 $35,976,000 +10.76 
BLENDERS 296,000 11,825,200 310,000 12,384,500 — 4,52 
BROILERS 1,550,000 75,950,000 1,130,000 56,333,000 +37.17 
CLOCKS 6,900,000 47,955,000 7,625,000 52,993,700 — 9.51 
COFFEE MAKERS 3,218,000 66,253,500 3,685,000 73,515,800 ~— 12.67 
COOKER-FRYERS 1,895,000 41,500,000 2,650,000 79,500,000 — 28.49 
CORN POPPERS 725,000 4,168,700 _ one sa 
FRYER-SKILLET 275,000 6,608,000 _ - - 
HEATERS, ELECTRIC: 1,030,000 19,262,500 1,135,000 19,330,300 — 9.25 
Fan Forced & Fan Heaters 850,000 16,787,500 940,000 17,390,000 — 9,57 
Non-Fan Forced* 180,000 2,475,000 195,000 1,940,300 —- 7H 
HEATING PADS 1,675,000 10,887,500 1,875,000 12,281,200 — 10.67 
HOTCUPS 52,000 621,400 - ie 
HOTPLATES 710,000 5,928,500 695,000 5,907,500 + 2.16 
IRONS 6,320,000 95,065,250 7,575,000 118,577,000 — 16.57 
Automatic 2,150,000 23,542,500 2,720,000 32,640,000 — 20.96 
Steam 3,625,000 65,850,000 4,250,000 80,537,500 — 14.70 
Travel 440,000 5,258,000 430,000 4,708,500 > 3 
Non-Automatic 105,000 414,750 175,000 691,000 — 40.00 
MIXERS, FOOD 1,950,000 66,611,200 1,885,000 67,534,200 + 3.45 
Standard 1,155,000 51,108,700 1,270,000 55,880,000 — 9.06 
Portable 795,000 15,502,500 615,000 11,654,200 + 29.27 
ROASTERS 350,000 13,982,500 395,000 17,380,000 ~—11.39 
SHAVERS 3,950,000 108,625,000 3,500,000 94,500,000 + 12.86 
TOASTERS 3,100,000 52,594,500 3,170,000 57,721,500 wa 9.9% 
Automatic 2,690,000 50,975,000 2,825,000 56,358,800 — 478 
Non-Automatic 410,000 1,619,500 345,000 1,362,700 + 18.84 
WAFFLE IRONS—SAND. GRILLS 835,000 15,823,200 1,370,000 29,455,000 ~—39.05 
Ws elds eos Che bale te od eae $681,409,450 $733,389,700 
*1954 Includes Radiant Panel Portable 
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to any crowding by longline manu 
facturers. 1954 was no year for wield 
ing the big stick. 

The credit jeweler is listed as the 
most progressive retail outlet, with de 
partment stores, specialty dealers, 
chain and hardware stores following in 
that order. 

Prices held comparatively steady 
with the exception of discount selling 
Successful promotions reported were 
all in the ‘T'V campaign category 


New Products 
Because the automatic toaster is a 
highly saturated product (73.2  per- 


cent of the wired homes own toasters 
as of January 1, 1955) enterprising 
manufacturers have been busy im 
proving their products in order to 
accelerate obsolescence. ‘Toastmaster, 
for instance, introduced a new 3-slice 
toaster which is being received well 
Proctor introduced a newly designed 
streamlined model with a thermostat 
that measures bread temperature and 
turns off heat when desired color is 
reached. Westinghouse also intro 
duced a model with a new type ele 
ment to provide uniformity and 
consistency in toasting, G-E pre 
sented a model with an ivory base 
Predictions 
Manufacturers, distributors and 
dealers are all optimistic for 1955 
toaster business, anticipating a con 


tinuing demand that will equal if not 
exceed 1954 volume, 


Retailers vote steam irons “hot- 
test appliance of year” as iron in- 
dustry piles up 6,320,000 total unit 
sales 





The trend away from automatic dry 
irons to steam continued in 1954, 
with manufacturers sales for the en 
tire iron industry totalling 6,220,000 
units of all types, as follows 


Steam-dry irons 


3,625,000 @ $18.07 $65,850.000 
Automatic dry 


2,150,000 @ 10.95 23,542,500. 

Travel 440,000 @ 11.95 5,258,000 
Non-automatics 

105,000 @ 3.95 414,750 


6,320,000 @ 15.04 $95,065,250. 


This is a 16.6% drop in total iron 
volume for 1954 compared to the 
7,575,000 sold in 1953. Percentage 
wise the biggest drop occurred in 
automatic dry iron volume, which as 
predicted in previous years is slated 
for a gradual decline, as the steam-dry 
iron replaces it in popularity in the 
home, Several manufacturers dropped 
plain automatics from their lines in 
1954, concentrating all promotion and 
production activities on steam-dry 
models 


Steam Irons 


Kven though manufacturers unit 

sales volume of steam-dry irons for the 

ir ran 15% under the peak year of 
(Continued on page 236) 
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introducing the 
new ranges by 





all-new. colorful. brilliantly designed 


All-new from top to bottom, the fabulous new Caloric gas ranges are the 
most exciting, desirable and saleable in more than half a century of Caloric 
progress. And they offer dealers the greatest opportunity for substantial profits. 

I he S¢ Se nsational ranges re present a revolutionary new concept eee 
maximum cooking Capacity in minimum over-all dimensions 

Here’s new flexibility. In just three basic sizes, 24”, 36”, and 40”, the new 
Caloric ranges provide an almost infinite variety of combinations. The 
housewile can choose an oven to suit her needs either 13” “Pastry” oven, 
16” full-size oven, or 20” *“‘Harvest’’ oven. She can have two ovens in one 
range or a high-level broiler with rotisseric She can have automatic con- 
trols, oven indicator light, “‘matchless’” performance, four burners or six, 
divided or cluster top-burner arrangement 

Here s the new look in ranges With new bac keuard, new angled control 
panel, freshly styled door panels, the new Caloric ranges have a distinctive 
and unusual profil 


The tasteful use of color the brilliant years-ahead styling of Pete: 
Miiller-Munk Associates the great new features the sturdy long- 
lived construction all these add up to one thing: You'll be years ahead 


with Caloric! 


For complete information, contact your Calori« representative or writ 
direct to Calori Appliance Corporation, lopton, Pa 


with these revolutionary new features 


\ 


on 
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I 
ROTORAY BARBE. ULTRA-RAY HI [we @vVEenNS... INDIRECT BACK. IN-A-LINE TIMER... ANGLED CONTROL 
QUER ... This new rot BROILER... The hig! \ modern Caloric kitchen GUARD COLORED Vertical marker shows at a PANEL ... Easier to see 
serie vives barbecue bro level broiler that eliminate convenience, the two-oven LIGHTING ... Dramatic glance how much cooking casier to use And tl 
ing in vour own hor N unnecessary stooping It range is a real “‘must’’ for color eflects to match your tine mains. Can be set modern control knobs are 
expensive extra equipment the ultimate in quick ra many housew kitchen decoratu cheme for a minute or an hou recessed, cant be |t 
Motor-driven spit turn lant, infra-red cooking Lighting available in frost or jo 
meat slowly and woth blue minty green I y 
pink, cool whit 
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Model CP A2AX, 
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APPLIANCE 


MERCHANDISING—JANUARY, 


with 


automatic 
and full-size 














me U7) 

oe Me 
* Guaranteed by ~ 
Good Housekeeping 
id * 





Md A 
7) 46 ‘ ¥ 
45 aovinristo 





CORPORATION, TOPTON, PA. 


1955 


Shown here 
Roto-Ray 





PALM SPRINGS 


with automatic oven timer, extra-large 


Barbequer Model CPW A4AN 
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WHITE SANDS 
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Pastry 


New 306” 
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range automatic oven timer 


Model CPD 
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ELECTRIC HOUSEWARES 


1953 (4,250,000 units), the majority 
of wholesalers and retailers report that 
the steam iron was the hottest electric 
houseware item of the year 

It was a year of struggle and dis 
couragement for many steam-dry iron 
producers, mainly because such a larg 
percentage of the business went to a 
few leading brands, Only three com 
panies report back-ordering in their 
production schedule at the end of the 


year. Most makers have plenty of 
steam irons on hand. In other words, 
at the end of 1954 there was a total 


availability of steam irons carried over 
into 1955 


The Market 


Although the vast majority of wired 
homes are still without a steam iron, 
(31,540,200 or 70.4% without) it is 
interesting to note from a survey made 
by Casco of their returned guarantec 
cards that 18.4 percent of the irons 
bought were purchased by women 
who previously owned a steam iron 
Only one out of every two steam irons 
purchased was bought from dealers in 
the city where the owner resides 
This indicates the fact that catalog 
houses are cutting into local dealer 
volume 

A further analysis of the cards also 
revealed that steam iron retail sales go 
through the following outlets 


Household appliance store 29.7% 
Catalog house 16.4 
Jewelry 15.5 
Department store 71 
Hardware 63 
Furniture 50 
rug 3.0 
Club plan 33 
Premium house 2.7 
All other 11.0 

100% 

Who Buys 
In the same survey it was found 


that through most of the year 40 per 
cent of the steam irons purchased 
were given as gifts, During May 
(Mother's Day) the figure jumped to 
50 percent, and in November and De 
cember (Christmas) it 
percent 

The husband seems to have a slight 
edge as the most important customer 
when buying the steam iron as a gift, 
as follows 


soared to 75 


Purchased by % total received 
as gifts 
Husband 43.3% 
Son and/or daughter 12.7 
Relative or friend 42.8 


Over 86 percent of Casco steam 
iron Owners are married; 12.8 percent 
are single and 1.9 percent separated 
or widowed. 


Buying Influence 


Analysis of Casco warranty cards 
further showed that 38 percent of the 
steam iron purchasers bought on rec 
ommendation of a friend or relative 
who was a satisfied user, as follows 


% total reporting 


Friend or relative recommendation 38.0% 
Iron features 30.9 
Advertising 22.0 
Storekeeper recommendation 16.7 
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Travel lrons 


Introduction of a steam travel iron 
by General Electric and Universal 
brought renewed interest to travel iron 


sales with the result that 440,000 
units were sold in 1954. This is a 
2.3% increase over 1953 unit sales 


(430,000 units). No breakdowns are 
available of steam-travel versus plain- 
travel iron sales for the year. 

While the new steam-travel irons 
do a good job and can be used in the 
home for occasional light pressing, as 
well as for travel purposes, they have 
limited steam capacity and a limited 
market. They make excellent gift 
merchandise, and a canvas of opinion 
conceming the retail price of $14.95, 
as compared with approximately $18 
for full size steam irons, revealed that 


Although production-wise 1954 was 
a disappointment to the clock in- 
dustry, experts in the field point out 
the encouraging aspect of electric 
clock inventory as of the end of the 
year. Heavy inventories, especially in 
lower priced models, had accumulated 
at the end of 1953. These inventories 
have been pared at all levels of dis 
tribution to very favorable proportions 
as plans for a “bigger than ever clock 
year in 1955” get under way. 

Most significant development dur- 
ing 1954 was the general reduction in 
average retail prices of kitchen clocks. 
Three of the leaders in the field in 
troduced new kitchen models to retail 
at $3.98, thereby stimulating renewed 
interest in kitchen clocks. While ap 
proximately 90 percent of all electric 
clock business is accounted for by 





What Distributors Think of Electric 
Housewares Industry 


Business in 


1954 at Wholesale: 
Good, rather than bad, say the majority. 


Business was mixed in 


1954. 
“Approximately 18 


percent ahead of 1953! “One of the best years!” “Only through 
accenting other lines was it possible to maintain volume,” says 


another. 


Inventories: Dealer 
inventories in good shape. 
available.” 


Discount Selling and Price Cutting: 


inventories are 


“No shortages.” 


lowest ever. Distributors’ 


“Plenty of goods 


“Publicity hasn't helped.” 


Opinion runs about 50-50 about dealers being forced out of busi- 
ness because of the discount situation. Some say, “It’s the bunk”, 
others say “a lot of distributors may have to follow.” 


Fair Trade: Approximately 90 percent are against abolishing Fair 


Trade. 


“It would have disastrous results, particularly to manu 


facturers,” they say. The 10 percent in favor, say “It’s an artificial, 
unnatural way of doing business—an umbrella over one segment 


of industry . a mockery.” 


Trends: Strongly advertised lines were strengthened in 1954. 


Price: Prices will have a slight tendency toward decreases. 


Predictions: 


Distributors are much more optimistic about what's 


ahead in 1955. The concensus is, “1955 will be our greatest year.” 





the price is considered right. People 
are willing to pay a little more for a 
novelty and also for gift merchandise. 


CLOCKS 


Another 6,900,000 clocks were 
sold in 1954; alarms and kitchen 
models account for 90 percent of the 
unit volume 


An estimated total of 6,900,000 
electric clocks were sold by the in 
dustry in 1954, at an average retail 
price of $6.95. While this unit vol 
ume represents a 9.5 percent drop 
from the previous year, it is 3.0 per 
cent over 1952's total sales of 6,700,- 
O00 units. 


alarm and kitchen clock sales com 
bined, the kitchen volume, which 
lagged behind in 1953, rose in 1954 
to a port where volume is almost 
evenly divided between the two cate- 
gories. The remaining 10 percent is 
represented by occasional and com 
mercial clock sales; occasional-type 
models outselling commercials by a 
moderate margin. 

A partial breakdown of sales by 
price categories revealed that approxi 
mately 55 percent of the total unit 
volume retailed for less than $5. Only 
8 percent were sold for more than $10. 
This leaves 37 percent of all clock 
sales for the vear running between 
$5 and $10—at the popular prices of 
$7.95 and $8.95. 

The trend toward custom-type 
decorative wall clocks for use in liv 
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ing rooms continued in 1954. How- 
ever, there is no data available on 
actual number sold. Consumer maga 
zines have done much to stimulate 
this business. And while none of the 
big volume producers jumped into 
this business in 1954, recent models 
introduced show a tendency toward 
more decorative designs. For instance, 
G-E’s Ceramic wall clock and the 
Higgins Glass occasional; Telechron’s 
Diameter wall clock and ‘Tele-Jou 
desk model; Sessions’ Celestial and 
Wrought Iron Saucer wall models 
and Seth Thomas’ Prestige Tole wall 
clock. 


The Market 


The market for clocks, like the mar 
ket for radios, shavers and fans, is not 
limited one-to-a-home. A quick look 
at total postwar sales proves this: In 
the postwar years 1946 to 1954 inclu 
sive, a total of 68,329,000 electric 
clocks were sold. Plotted against the 
44,787,000 wired homes in the coun 
try this represents 1.5 clocks per 
home. This is the bare average, since 
many homes actually own as many as 
four to six clocks. For that reason, it 
is believed that considerably more 
than 50 percent of the year’s volume 
went into replacements and additional 
clocks for homes already owning one 
rather than into homes that never 
before owned an electric clock. 


Outlets 


Department stores and specialty ap- 
pliance stores are said to have moved 
the greatest number of clocks during 
the past year. Other leading electric 
outlets include jewelrv, hardware and 
drug stores. 


Predictions 


Prospects for the electric clock in 


dustry for 1955 are extremely favor 
ible. “With better balanced inven 
tories at all levels, prospects seem 


excellent for an increase of at least 10 
percent over 1954,” said one leader 
“With good production facilities, out 
standing promotional programs, pat 
ticularly at the point of sale, 1955 
should be a verv aggressive year,” said 
another. 


HEATERS 


As interest in electric home 
heating increases, thermostatically 
controlled portable units show growth 
in acceptance 


Interest in the use of electricity for 
home heating has been on the increase 
since 1946. The success of window 
type air conditioners in the home has 
made people more and more indoor 
comfort conscious, with the result that 
sales of portable space heaters and of 
built-in units have climbed 

Electric house heating roughly falls 
into four classifications: (1) Auxiliary 

2) Major auxiliary Supplemen 
tary; and (4) Complete 

Under the first classification, Auxil- 

(Continued on page 240) 
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shows its colorful new hand 





sTYLING ON THES¢ 









: REGINA MODEL A , 
Trarbasr 16 INCH 


FLOOR MACHINE 





Big enough for 
heavy-duty, large 
floor cleaning , . 
light enough to 
operate easily, 
carry comfortably, 


























See them all at the 


HOUSEWARES SHOW 


Navy Pier ( 
January 13-20 
Space Nos. 428-430-432 


THE REGINA CORP., Rahway 11, New 


1 am interested in the 

| Model TS Polisher and Scrubber 
Rug Cleaning Attachment 

| Electrikbroom—new model TL 








Model A Floor Machine 
Model E Heavy-Duty Floor Machine 


EEV 3 1 | Please send 
SL Name and address of distributor for my 
"4 Regina Dealer Helps 





Mire 


AN A P you STORE NAME 
CE i) ADDRESS 
| <u city ZONE STATE 
if you don’t make the Chicago show, just | in Canada, Switson Industries, lid., Welland, Ontaric 


mail this coupon for complete information. So SS 
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“Make it a great day for Mother”... 


10) OKs Mothers Day 


LOOK SUGGESTS: 


Make it a ore 









































.and it will be a great day for you! 


pliance Promotion 


Plan now to cash in on this nation-wide appliance gift pro- 














if day motion, designed to make an appliance selling occasion of 
Mother's Day and boost sales all through your store! The theme 
ER of the promotion is “Make it a Great Day for Mother’. . . and it's 


brought to you by LOOK, whose seasonal promotions have be- 











come national events in the food, automotive, drug and mens- 
wear fields. 





LOOK will give you free a complete, coordinated merchan- 
dising kit. It will consist of sales-sparking display material to start 
merchandise moving off your floor. With LOOK’s kit, you ll create 
a store-wide selling climate for all brands in all categories of 
products ...everything mother needs or wants to make her 
housekeeping easier. Also in the kit will be ad suggestions, radio- 


TV commercials, and practical window and interior display ideas. 














The whole package is designed as you personally might design it 
to produce real sales results. 


You’re sure to win. LOOK’s Mothers Day Promotion is a 
natural. Make it a great day for mother . . . and it will be a great 


day for you. So act now. Requests for tie-in material will be hon- 
ored on a first-come, first-served basis. 


LO OK moves merchandise FAST! 





















































B. D. Lee, LOOK Appliance Merchandising 
Mer., 488 Madison Ave., New York 22, N, ¥ 


I want to tie in with LOOK’'s Mother's Day 
promotion, Please send free tie-in materials 
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ELECTRIC HOUSEWARES 


iaty, falls the portable, 115-volt 
plug-in space heaters referred to in the 
trade as “over-the-counter” 
dise 

Major auxiliaries, the second classi 
fication, include 115-220 volt built-in 
units for bathroom and other areas 
They are capable of heating entire 
rooms or parts of the home during 
short periods, particularly during 
spring and fall when it isn’t necessar 
to heat an entire house for comfort 
This type heater is sold mainly by 
electrical contractors since most of 
them call for installation 

Supplementary heaters, the third 
classification, are the larger wattage 
heaters used to supplement existing 
central heating systems, and for pro 
viding heat for rooms that have been 
added onto a house 

Complete, the fourth category, ar 
units capable of heating an entire 
home 


merchan 


Interesting Developments 


In the portable space heater busi 
ness the acceptance of the thermo 
statically controlled, fan-forced heaters 
was considered the most significant 
development in 1954. It is predicted 
that within the next few vears, fan 
forced heaters without thermostats 
will have disappeared from the scene 
the wav of the old bowl heater 

Another interesting development in 
1954 was the continuing M vee of 
attitude on the part of electric utilities 
toward electric heating, as more of 
them start promotions to increas 
their load, Cited as the outstanding 
promotional activities of the year were 
those put on by the American Gas and 
Electric properties, which sell electric 
service in Virginia, West Virginia, 
Kentucky, Tennessee, Ohio, Indiana, 
md Michigan. Their promotion is 
being undertaken on the basis of 
existing rates of companies within the 
svstem—1.5 per killowatt average; and 
their aim is reported to be 100,000 
complete house heating installations 
by 1960. Other companies with simi 
lar programs are Union Electric, St 
Louis; and Cleveland Electric Mlumi 
nating, Cleveland. Other companie: 
it is predicted will join the movement 


The Market 


Geographically, the best heater mar 
kets for portable space heaters and for 
built-in bathroom models are Cali 
fornia, the Southeast and Northwest 
although resort areas along the eastern 
seaboard and around Chicago are re 
ported doing a good business—espe 
cially in built-in, recessed wall models 
for motels, summer resort houses and 
to prolong the use of summer homes 
into the spring and fall 

The best markets for complete 
heating exists in the Pacific Coast 
area, the Tennessee Valley, and areas 
served by promoting utilities 


The Weather 


Weather is always a factor in heater 
sales of all types. Unlike fans, however 
heaters are purchased with the know! 
edge that sooner or later the weather 
will grow cold and when it does the 
heater is badly needed. However, the 
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first cold snap usually shows a sudden 
jump in sale 4 cold September, 
October and November increases sales 
considerably However, nationally 
this was not a particularly cold fall, 
and the real alee is said to have 
gotten off to a late start 


Inventory and Outlets 


Inventory of portable space heaters 
at distributor and dealer levels is be 
lieved to be low 
smaller 
quently. 

Catalog houses, club plans, super 
markets and department stores move 
the bulk of the portable, over-the 
counter heaters, whereas electrical con- 
tractors and contractor dealers con 
tinue to be most popular sales outlets 
for models requiring installation 


Dealers are buying in 
quantities, but more fre 


Predictions 


I'he general feeling in the industry 
is that electric heating in all its cate 
gories is coming into its own, and that 
total sales will be steadily increased 
Auxiliary and supplementary uses of 
electric space heating, which repre 
sents about 80 percent of the heater 
market will maintain this ratio for the 
next few years, however, complete 
home heating will continue to grow, 
especially in areas where the utilities 
ire behind it 


BROILER-ROTISSERIES 


Broiler-rotisseries lead in per- 
cent of unit sales growth in spite of 
disturbed marketing conditions 


Again in 1954 broiler-rotisseries out 
performed all former records. Manu 
facturers sales zoomed from 1,130,000 
units in 1953 to 1,550,000 units in 
1954. This is a 37.17 percent increase 

In the past year Peerless Mfg. Co., 
(Broil Quik), Jay Broiler Co., (Roto 
Broil, and Marlun (Black Angus) 
emerged as the largest producers of 
this product. Broil Quik and a Roto 
Broil, in particular, made a vigorous 
bid for national distribution. They are 
reported as having spent fabulous sums 
in advertising in national magazines, 
radio and ‘T'V spots. They also en 
gaged in strong demonstrations with 
liberal cooperative advertising pro 
grams, (50-50 with the retailer) at the 
retail level 

In 1954 retailers in newly opened 
territories welcomed the broiler-rotis 
serie us one of the most exciting appli 
ances of the year. They eagerly par 
ticipated in the cooperative programs 
and enjoyed the resulting store traffic 
consumer response in all areas is re 
ported as equally enthusiastic. How 
ever, from each area comes reports that 
as soon as the first big rush was over, 
price wars were staged, with no regard 
for what they would do to the retail 
and wholesale structure of the busi 
ness. Prices were slashed indiscrimi 
nately and retailers found themselves 
in the unenviable position of having to 
refund most of their profits to irate 
customers 


As a result, although top makers say 
they have hundreds of distributors 
covering the East, Midwest, West and 
the deep South, leading electric house- 
wares distributors are not numbered 
among them. These distributors regret- 
fully admit the desirability of broiler- 
rotisseries as a product with terrific 
consumer acceptance, but they cannot 
afford to get into the business until 
price structures become more stable. 

Indications that this day of stabiliza 
tion in the broiler-rotisserie business 
may arrive include the fact that leaders 
in the field are taking over more and 
more of the manufacturing processes 
necessary to produce these products. 
Peerless, for instance recently acquired 
larger manufacturing facilities. Efforts 
are being made generally to produce a 
better product and at the same time 
cut production costs. Jay Broiler and 
Marlun are said to be similarly en 


gaged 
Outlets 


Che largest portion of the business 
was done in the Metropolitan New 
York area. Chicago, Dallas, Pitts- 
burgh, Cleveland, Detroit and Los 
Angeles also account for a good pro 
portion of the business. The average 
retail price for a combination unit is 
nationally advertised at $79.95, how 
ever, the product actually retails for 
much less. ‘The bulk of sales still go 
through discount house channels, and 
many loss-leader houses advertised 
$54.95 models for as low as $19.95 
throughout the year 


New Models 


Outstanding features of models in 
troduced in 1954 include rod-type ele 
ments; longer, deeper rotisserie and 
broiling areas; multiple heat controls; 
timers; extra baking accessories such as 
the Bake-A-Tray and a device for 
popping corn. 

Westinghouse enters the field in 
1955 with a rotisserie attachment for 
use with their roasteroven. The 
rotisserie unit can also be used sepa 
rately as a single purpose unit 


BLENDERS 


Intensive promotions and a bet- 
ter year generally predicted for 
blenders in 1955 


Blenders barely held their own in 
1954. Manufacturers’ sales for the year 
totalled approximately 296,000 units. 
This is only 14,000 units less than the 
1953 unit volume and represents a five 
percent drop. 

In the past seven post-war years that 
blender manufacturers have been try- 
ing to put across this product as a 
multi-purpose home use = 
rather than the original one of a bever- 
age mixer, blender volume has lagged 
behind other new housewares items 
Less than two-million units have been 
sold. This leaves a market of over 
42-million wired homes without 
blenders 

While this represents a good un 
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saturated market, to date it has been 
a difficult and an expensive one to 
develop. While steam irons, coffee- 
makers, portable mixers and other 
housewares have been forging ahead, 
blenders have run into tough sledding 
In 1954, for instance, greater advertis- 
ing and sales promotion efforts were 
engaged in by leading blender pro- 
ducers on a national scale. However, 
reports come from the field that the 
minute promotions ceased the item 
stopped moving at retail. It was par 
ticularly disheartening to distributors 
and dealers. 

Two things are indicated to remedy 
this situation: (1) a need for continu- 
ous high pressure promotional efforts, 
(demonstrations on television would 
undoubtedly be the shortest cut to 
getting blender acceptance in the 
home for such uses as purecing soups, 
light beating and whipping jobs, 
blending of custard ingredients, fruit 
and milk drinks, and for baby food 
preparation); (2) a re-examination of 
present price structures. 

One large wholesaler sums up the 
blender situation as follows: “Blender 
suppliers are pricing themselves right 
out of the market. A $33 retail price 
is too high to reach the mass market 
To get general acceptance for the 
blender as a home-use product and as a 
popular gift item, the list price should 
be brought within a radius of popular 
prices that help move large volumes of 
housewares items ($14.95, $19.95, 
$27.95 and $29.95).” If the decision is 
made to maintain the $33 price struc- 
ture then large scale national advertis 
ing and promotional spending will be 
required 


New Products 


New stvling and better design was 
the keynote of 1954 models. Oster in 
troduced a deluxe model featuring a 
2-speed motor, a non-spill ingredient 
adder top, among many other im 
provements. Waring added copper 
and brass models designed to fit into 
modern kitchen, den and recreation 
room decor. Newly designed blades 
for chopping nuts, grinding coffee, 
shredding vegetables are other features 
found in many 1954 models. 


Predictions 


Leading makers say 1955 will bring 
additional model improvements, more 
intensive promotions, and a better year 
for blenders generally. There are some 
straws in the wind to indicate that 
large scale spending to really put the 
blender on the map may be forth 
coming. 


Unit sales of standard mixers 
off nine percent from previous year; 
portables, on the other hand, show 
an increase of 29 percent 


The mixer industry had an off year 
in 1954. This was especially true of 
the standard type mixer. In the first 
four months of the year manufacturers 

(Continued on page 245) 
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we 1-Year Replacement Warranty 
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Replacement Warranty On Lverv Fan 
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Every Dominion Ventilator 
and Fan carries this famous 
1-Year Replacement Warranty 
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New 20’ Reversible Ventilator 


@ Fast, multi-room cooling 

@ Two-speed, 3300 ¢.f.m. 

@ Fully adjustable, easily reversed 
@ Model 2053—Retail $39.95-40.95* 


Ad e . \ 
New 16 Reversible Ventilator \ 
@ Cools average room in less than one minute 
@ Two-speed, 2000 c.f.m. 
® Fully adjustable, easily reversed 


@ Model 2052—Retail $29.95-30.95* 
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New “Twin 1500” Ventilator 


@ Double duty, double cooling 

@ 1500 c.f.m. 

@ Three adjustable end panels 

@ Model 2050—Retail $17.95-18.95* |, 


New 12° Reversible Ventilator 


@ Compact breeze-maker 

@ 1200 .f.m. 

@ Fully adjustable, easily reversed 
@ Model 2051—Retail $22.95-23.95* 


es Denver and West 


















e,m@ popular priced fan line! 






e— 
New “Safe-T-Breeze” 
10° Rubber Blade Fan 


@ Exclusive with Dominion 
® 650 <f.m. 

@ Safe for children 

@ Mode! 2025— 

Retail $19.95-20.95° 


Dominion’s got the line of brand new ventilaters-and 
fans to keep your customers cool and helpeyou collect 
bigger hot weather profits. Get your orderiff now and 
get on the Dominion Fan Wagon for steady store traffic 
and faster turnover! 
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New 10° Oscillator 
New 12” 2-Speed Oscillator ® Medel 2012- 


@ 1200 c.f.m. Retail $15.95-16.95* 


@ Model 2020- 
Retail $22.95-23.95* 






















New 16° Oscillator 


@ Three-speed, 1800 c.f.m. 
® Model 2030— 
Retail $36.95-37.95* 


All Dominion oscillating fans have 











” | , im 
safely dutch gnd are easily adjust- N ” Oscill New 8 i 7a 
s bi ILAnount} * } 
. ew 12 Oscillator Stationary | 
@ One-speed, 1200 c.f.m. e M0cin. oe 
ir @ Model 2015— © Model 2004— 
Retell $19.96-20.95" Retail $5.95-6.95° 
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Prices subject to change without notice 


TURN THIS PAGE 


for Dominion pace-setting 
consumer advertising 
and sales promotion 
program designed =| 
for youl | 
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® Directional control of air stream from 10° below 
horizontal to vertical © Aerodynamic design © Two- 
speed © Use as table or floor circulator © Model 
2024—Retail $21.95-22.95* Retail $12.95-13.95* 





*Prices Denver ond West 





















4... with this hard-hitting program of 
national advertising and local sales aids 


Powertul National Advertising 


Dominion appliances are nationally advertised in leading 
magazines which include AMERICAN HOME, BETTER 
HOMES AND GARDENS, HOUSE & GARDEN, HOUSE 
BEAUTIFUL, GOOD HOUSEKEEPING, and LIVING 





. and on top-rated TV and radio shows such as BOB 
CROSBY SHOW, ON YOUR ACCOUNT, THE ROAD 
SHOW, WELCOME TRAVELERS, QUEEN FOR A DAY, 
and PEOPLE ARE FUNNY. 


Dramatic Point-of-Purchase 
Display Beautiful display : 
for your showroom accommodates 
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Newspaper Ad Mats — 


Increase your fan sales with a local 
newspaper promotion. These effective 
ad mats make it easy to do. 








4 largest window ventilators Stops 
shoppers in their tracks . sells 
plenty of Dominion fans . . . gives 
you fast turnover. For further details 
write Dominion Electric ¢ orpora 
tion, Mansfield, Ohio 


Consumer Catalog 


Illustrates the complete line of 





Dominion ventilators and fans; 
points up sales features; contains con 
venient, at-a-glance specification Product Mats and Photos 
New product ad mats and glossy 
photographs of all Dominion ventila- 

tors and fans to help you build your 

own newspaper advertisements. 


tables 





Colortul Envelope Stuffer 


New beautiful consumer hand-out or 
mailing piece Provides complete 





details and selling features of the 





Dominion fan line. Makes your sell 


ing job easier 


Insist Qn The Best — Buy 


DOMINION ELECTRIC CORP 2ATION, Mansfield, Ohio 






in Canaeda—Samson Dominion Limited, Toronto 2, Ontario 
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ELECTRIC HOUSEWARES (continued) 


reported declines from 15 to 30 per- 
cent compared to the same period last 
year. Production was cut back sharply, 
and when the upswing occurred in 
July and August it was too late to 
make up all the losses. 

In comparing unit sales of mixers 
in 1954 with 1953, it should be re- 
membered that in the first quarter of 
1953 manufacturers were replenishing 
inventories, whereas early 1954 found 
plenty of mixers available at all levels. 

In spite of all this, an estimated 
1,155,000 standard mixers were sold, at 
an average retail value of approximately 
$44.25. In addition 795,000 portable 
units at an average retail value of 
$19.50 were also sold. 

As pointed out last year, the mixer 
industry has enjoyed a high yearly 
sales volume during the postwar years. 
Mixers at the end of 1954 reached an 
overall saturation of 33.7 percent of 
the 44,787,000 wired in the country. 
Consequently, some of the decline in 
volume could have been a normal 
lessening of consumer demand, caused 
by the fact that more than 15-million 
standard mixers have been sold in the 
postwar years 1946-1954 inclusive. 
liguring average life of a standard 
mixer at 10 to 15 years, these 15- 
odd million mixers won’t be due for 
replacement for another five to 10 
ycars. 


The Market 

Che levelling off of mixer sales 
which occurred in 1953 and 1954 
doesn’t mean there will not be a con- 
tinuing demand for this product each 
vear. As a matter of fact, the latest 
Daniel Starch Index of Intent to Buy 
In the Next 12 Months shows an in- 
crease from 2.8 percent in 1953 to 3 
percent in 1954. Consumer magazine 
readership studies equal, (Better 
Homes and Gardens 3 percent) or ex- 
ceed, (McCall's 4.6 percent) this fig- 
ure. For comparative purposes we list 
below how some other items fared in 
the Starch survey 


Index of Buying Intent—Next 12 Months 
% of sample households 


New automobiles 98% 
Clothes dryers 20 
Dishwashers 0.6 
Food mixers 3.0 
Freezers 2.2 
Electric irons 2.0 
Electric steam-iron 3.0 


A study of one manufacturer's re- 
turned user cards disclosed that 58 
percent of the standard mixer users 
live in city homes; 23 percent in 
apartments and 12 percent in farm 
homes. Over one-half of the pur- 
chasers procured one or more attach- 
ments at the time of initial purchase, 
and within a year approximately 80-90 
percent had purchased a food chopper 
attachment, one of the most popular 
mixer attachments. 


Price 


Although several wholesalers sug- 
gest that standard mixer sales would 
improve if the price at retail were ad- 
justed to a more realistic figure, no 
reduction in suggested retail price 
structure of current mixers seems to 
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be in sight. Most manufacturers are 
looking forward to higher dollar vol- 
ume through accessories such as the 
new aluminum bowls announced by 
KitchenAid, and through the intro- 
duction of high-priced ys models 
(Dormeyer and Universal). 


Outlets 


The best standard mixer outlets 
were (1) appliance specialists, (2) pro- 
motional jewelers, (3) catalog houses. 


Portable Mixers 


While standard mixer unit volume 
was down in 1954, reports from all 
sections of the country reveal that 
portable mixers sold better at all levels 
than did the standard models. Two 
manufacturers, both makers of both 
types, even went so far as to predict 
that industry sales of portables will 
soon equal and surpass that of large 
mixers. Others are of the opinion 
1954 losses are just the normal re- 
flection of the unstable economic cli- 
mate that prevailed in the first six 
months of the year, and that standard 
mixer volume in 1955 will show sub- 
stantial pluses. 

In any event, mixer manufacturers 
seem to be in agreement on one fact 
at least: That manufacturers and dis- 
tributors alike have been order-taking 
since 1948. In 1955, with shortages 
and scarcities a thing of the past, the 
market will be tough; competition will 
be keen at all levels. 


COOKER-FRYERS 


Meteoric rise of cooker-fryers 
slows as popular demand reaches a 
plateau 


The bottom dropped out of the 
cooker-fryer market in 1954. Sales de- 
teriorated at all levels. What hap- 
pened to the fryer in 1954 was more 
than a normal decline felt in a year of 
general industry adjustment. From all 
sections of the country we have re- 
ports that popular demand suddenly 
ceased, 

In the four previous years (1950 to 
1953 inclusive) yearly sales jumped 
from 500,000 units in 1950 to over 
24-million in 1953. Approximately 
54-million units were sold, and a 
wired home saturation of 9.0 percent 
was reached. This is unusual for any 
appliance in so short a period. It is 
higher than such well established 
products as ironers, dryers, dishwash- 
ers, blankets and roasters. 

More than half of the first 54-mil- 
lion units sold were for deep-fat frying 
only. To extend the market (deep- 
frying is a type of cookery not popular 
in every section of the country) and 
to extend its use value, manufacturers 
changed the design of the product. 
Multi-purpose models were introduced 
starting in the fall of 1952. These 
combination cooker-fryers had larger 
capacities, easier-to-clean interiors, and 
thermostats with wider range of heat 
control. With the new models it was 
possible to cook a pudding at “sim- 
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mer’, a pot roast at “medium” or 
deep-fry or roast at “high.” Retail 
prices were increased. The trend was 
toward all-purpose cooker-fryers, and a 
bright future was predicted by the in- 
dustry. Many new manufacturers en- 
tered the field and competition 
sharpened to the point where one bell- 
wether of the industry dropped out. 


What's Ahead 

Today opinion concerning the fu- 
ture of the cooker-fryer business is 
divided. Some say it has only reached 
a natural plateau, and that 1955 will 
see a renewed interest. One observer 
who has every confidence that the 
fryer has a bright future says: “This 
product was over-emphasized in 1953, 
and during 1954 the industry natu- 
rally felt the outcome, It’s a good 
product, it will continue to be a good 
seller in years to come, but its utility 
should not be overemphasized.” 

Another observer says, “There's 
nothing wrong with the fryer-cooker 
business that a reduction in price at 
retail won’t cure.” 

Still another says, “Even electric 
range manufacturers have entered the 
field. They are competing with fryer 
attachments and economy cookers.” 

Retailers who have enjoyed great 
success with the fryer as a single pur- 
pose unit, especially those along the 
seaboard areas, say consumers don’t 
like the idea of preparing puddings in 
utensils where fish and other seafood 
is frequently cooked in hot fat. 

These differences of opinion indi- 
cate the need for a survey of how the 
cooker-fryer is being used in the home. 
It also indicates the need for consumer 
education on care and use of the ap- 
pliance, 

The end of 1954 saw lot of price 
cutting and dumping especially of 
low-priced models as several manufac- 
turers prepared to withdraw from the 
field. 


COFFEEMAKERS 


Coffeemakers second in popular 
demand as unit sales top 3-million 
for third consecutive year 


Automatic coffeemaker sales topped 
the 3-million mark again in 1954, and 
distributors and dealers across the 
country were unanimous in their opin- 
ion that coffeemakers were hot—sec- 
ond only to steam irons. 

Unit sales for the year totalled 
3,218,000. This is 12.7 percent de- 
cline from 1953 unit volume of 
3,685,000. Dollar volume reached 
$66,253,500. Average retail price ad- 
vanced from $19.95 to $20.95, which 
would indicate that consumers bought 
higher-priced, high style merchandise. 

Biggest drop in unit volume oc- 
curred in the first half of the year. It 
was caused partly by inventory carry- 
overs from 1953 at retail and whole- 
sale and partly by production cutbacks 
which were more or less general 
throughout the electric housewares in- 
dustry. 


In comparing production figures for 
early 1954 with the same period of 
1953, consideration should be given 
the fact that the first quarter of 1953 
was spent in replenishing empty pipe- 
lines. 

As general business took an upward 
turn in the second half of the year, 
coffeemaker production picked up, 
and a large portion of the early losses 
were wiped out. 


Trends 


In 1954 the percolator type auto- 
matic took the entire play from the 
vacuum type automatic coffeemaker. 
Non-automatics faded almost entirely 
from view. 

While several companies with un- 
economical setups dropped out of the 
coffeemaker business in 1954, addi- 
tional companies entered this already 
poeple field. New to the cof- 
feemaker business came Duncan Hines 
with a rounded design and a new type 
drip brewing principle. General-Elec- 
tric, Westinghouse and gegen d 
Bowman re-entered, G-E, with a newly 
designed round model, Westinghouse 
with a traditional cylindrical model, 
and Manning-Bowman with a com- 
plete line of percolators and urns in a 
variety of sizes, At the close of 1954 
automatic coffeemaker suppliers to- 
taled twenty-four. 

Strange as it may seem, experts say 
the high market price of coffee woe 
the year had no effect on the sale o 
automatics, The big increase in use 
of instant coffee, on the other hand, 
is looked upon as a possible future 
deterrent. People will still serve 
brewed coffee when they entertain, 
however, and it is here that the high- 
styled coffeemaker of today shines, 
making a strong bid for the consumer 
dollar especially as gifts. 


Instant Coffee Needs 


Anticipating growing instant coffee 
user needs, many manufacturers in- 
troduced a hot-water boiler, water ket- 
tle or hotcup in the latter half of 
1954. Designed primarily as gift mer- 
chandise and styled for use at the 
table or on a tea tray, these hotcups 
simplify the problem of serving such 
instant brews as cocoa, tea, coffee and 
some of the newer instant and frozen 
soups. They retail in the neighbor- 
hood of $10 to $12, and without any 
particularly outstanding promotion or 
advertising sold surprisingly well. 


The Market 


In the past eight years (1947 to 
1954 inclusive) over 23-million auto- 
matic coffeemakers were sold. And 
while the present saturation figure 
shown elsewhere in this issue is listed 
at 12,200,000 homes with automatic 
coffeemakers, or 27.2 percent of the 
market, actually a much higher satura- 
tion of electric coffee making equip- 
ment exists. Two other types of equip- 
ment built high saturation records be- 
fore the advent of the present auto- 
matic. The non-automatic electric 
percolator was introduced as early as 
1916. Millions of percolators were 

(Continued on page 248) 
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WINDOW SIDE PANELS FOR MODEL 7620 


“Do-it-yourself” expanding panels fit any 
double-hung frame window sash 30” to 40° 
wide. Inatalle from inside room with screw 


drivers. Finished to match fan. Medet 601, $5.00. 


PORTABLE PEDESTAL FOR MODEL 7620 © 
Sturdy, lightweight, vertically adjustable 
Chrome steel tubing above, gray enamel below 
Large rubber wheels. Fan rotates through 360° 


to any desired angle. Model 602, $19.95. 
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14) 20° window ventilating fan 


se et 


FOR WINDOW OR INSIDE USE — For real luxury at a budget price, 


you can’t touch this 20” de luxe model. Perfect for window exhaust 


or intake, and readily portable for use anywhere there’s an electric ue 
outlet. Weighs only 27 lbs. Has all the engineering and operating ' 
advantages of Window Model 7520, plus nickel-and-chrome safety 


grilles front and back, carrying handle, and two full-depth suction 


type rubber feet to keep fan always steady, avoid scratching. 


$4995 A 
biti esr 





COMPLETE LOW-COST PACKAGE 


includes side panels 
and brackets! 


Meets the modern “do-it-yourself” demand, with expanding 
panels any householder can install from inside the house, using 
just standard and Phillips-head screwdrivers. Fan has 3 elec- 
tronically balanced aluminum airscoop blades, with noiseless 
rubber-mounted steel hubs. Quiet, weather-proof motor has vibra- 
tion-free 4-point cross-brace support. 3-speed switch. Fan lifts 
out and reverses quickly for intake or exhaust; safety grille can 
be used on either side. 8-ft. rubber cord. Gray enamel finish. 


ss 18 $4995 


20° de luxe portable fan 
Se 
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Electric Housewares Division, 













The most popular sizes 
at the most salable prices! 





Portable 14" window or floor fan 


q 2 SPEEDS—AMAZINGLY EFFICIENT! 


This is the famous Arvin fan that sold itself com- 

AV a pletely out of the market last year—with a de- 
. FAA ‘mand far and away beyond the supply! Used 

\ for window exhaust or intake, or as a floor or 

—— i/ table fan. Electronically balanced aluminum air- 
scoop blades. Weatherproof induction motor, no 
radio or T'V interference. Safety grille front and 
back. 2-speed switch. Carrying handle. Full- 
depth rubber suction feet prevent creeping and 


scratching. Gray enamel fin- 
ish. 8-ft. rubber cord. s 895 
Model 7414 2 
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“DO-IT-YOURSELF” PANELS FOR MODEL 7414 — Anybody with a 
screwdriver can make a window unit out of Model 7414 with these ex- 
panding metal panels, fitting any double-hung frame window sash 30" to 
40” wide. Finished in pearl gray to match fan, Mounting brackets in- 
cluded. May be used on most prefabricated windows. Medel 614, $5.00. 


MATS 


Free mats in 1, 2, 
and 3-column sizes 
can put zip in 
your fan sales, 








MAILERS 


These hard-selling 
envelope stuffers 
stress ‘‘do-it-your- 
self” angle. 


Quiet weather-proof motor 8-foot rubber-covered cord 
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Electronically balanced 


airscoop blades Easily reversible 




















FLOOR AND 
WINDOW DISPLAYS 


Window banners, 17’ x 22” clinch atten- 


Arvin INDUSTRIES, INC., Columbus, Indiana able flor pedestal takes a fine display 


for fans and 3-color counter display. 
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sold in the 1920's when utilities were 
actively soe the use of electric 
equipment in the home. 

Then in 1929 Silex and Cory 
brought out a drip-type glass coffee 
brewer, complete with hotplate, and 
all through the 1930's these coffee- 
makers were extremely popular, up to 
1937 when the first metal automatic 
coffeemakers made their appearance. 
Millions of glass coffeemakers were 
sold for use on top of the stove as 
well as with their own heating ele- 
ments. It wasn’t until after the war 
that present type automatic coffee- 
makers began to sell in any large vol- 
ume, virtually obsoleting other meth- 
ods of electric coffee roe. Pr 


Predictions 


Although a tremendous number of 
automatic coffeemakers have been sold 
in the past eight years, demand for 
coffeemakers has not subsided, and 
according to informed opinion 1955 
will be another good coffeemaker year, 
although with 24 companies in the 
field, it is predicted that competition 
will be keen 


FRYPAN-SKILLETS 


Big things expected of the 
newest in electric housewares—the 
frypan-skillet 





The downward trend in waffle baker 
sales is said to have hastened the en- 
trance of certain manufacturers into 
the frypan-skillet business—the most 
recent addition to the electric house- 
wares industry. 

In any event, two manufacturers 
introduced automatic frying utensils 
early in 1954, and at the Housewares 
Show in Atlantic City in July, at least 
six more manufacturers had joined the 
ranks of frying pan makers. More 
companies are coming into the busi- 
ness in 1955. 

Early models fell into two groups— 
the shallow, square frying pan type 
which can be immersed in water up to 
the thermostat control in the handle 
for easy cleaning, and the round, 
deeper skillet type which is not im- 
mersible in water. 

Industry estimates at the end of the 
year show a trend toward the square 
immersible type. 

While the frypan was unanimously 
voted the most interesting new prod- 
uct in the business, and its introduc- 
tion was listed by a large percent as 
the most interesting development in 
electric housewares industry in 1954, 
distributors and dealers report no ex- 
citing market'impact at retail prior to 
the Christmas season. While these 
products ave selling in fair quantities, 
popular enthusiasm similar to that 
created by the first deep fryers is lack 
ing. However, this may be due to the 
fact that before the Christmas push 
no outstanding promotions were en- 


caged in, 
anufacturers unit sales of frypans 
and skillets for the year are estimated 
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at approximately 275,000 units. The 
average retail price was $24.00. With 
new manufacturers coming into the 
field in 1955, it is anticipated that 
next year will really be a good frypan- 
skillet year. 


Waffle baker unit sales hit a 
new low winding up the year 39 per- 
cent under 1953, also a record low 


Wafflemakers were another product 
that took a beating in 1954. Manu- 
facturers sales for the year dropped 
from 1,370,000 units in 1953 to 835,- 
000 in 1954. 

Probably the key to some of the 
trouble is in a remark made by a lead- 
ing distributor in electric housewares: 
“Waffle grids are only an accessory to 
the sandwich grill. When sold as a 
grill, with the grids as an extra divi- 
dend, they can be sold because they 
have a use value other than strictly 
gift merchandise. 

Post-war waffle baker-grills actually 
have many plus use-values which prob- 
ably require demonstration to put 
over to the consumer, Opened flat, 
for instance, they provide a tremen- 
dous amount of frying and grilling 
area, Closed, they grill four full size 
sandwiches at one time. All this in ad- 
dition to the four large sized waffles 
that are available at one time. 

One manufacturer, anticipating the 
need for a table baker for prepared 
mixes, frozen pies, etc., added a square 
aluminum pan, three inches deep to 
his waffle baker. Inserted between the 
two closed grill elements, this pan 
transforms the baker into a small size 
square table oven with automatically 
controlled heat top and bottom, Po- 
tatoes can be baked, frozen pies re- 
heated, muffins and biscuits baked 
right at the table. Here is only one 
instance of how the downward trend 
in waffle baker sales can be reversed. 


ROASTERS 


A revival of interest in roaster 
sales is anticipated for 1955 with 
the introduction of a new rotisserie 
accessory 


New in the roaster business is the 
introduction by Westinghouse of a 
rotisserie accessory which will be avail- 
able nationally the early part of 1955. 
This unit, it is hoped, will bring to 
the roaster industry renewed vigor and 
promotional activity. 

The accessory will be available in a 
variety of combinations—as an acces- 
sory with a new Westinghouse roaster; 
separately for use with already-owned 
Westinghouse roasters; and as a sepa- 
rate unit with a roaster inner pan. A 
party cart on casters is another acces- 
sory designed as a part of this new 
venture. It provides storage space for 








the roaster and accessories and pro- 
vides greater portability. 

In 1954 roaster units sold only 
routinely at all levels. A large portion 
of the merchandise, it is reported, was 
sold at retail as closeouts at very low 
prices. 

Manufacturers unit sales for the 
year totalled 350,000. This is less 
than 1953. Figured at an average re- 
tail price of $39.95, the dollar volume 
aggregated $13,982,500. 

Roaster accessories—broiler units, 
cabinets and timers—increase the dol- 
lar volume of a roaster. Broiler units, 
most popular of the accessories, for 
instance, are said to have sold in about 
the same proportion as last year—one- 
and-a-half to every two roasters. Cabi- 
net sales were only slightly under last 
year’s average of about one to every 
two roasters. 

The large capacity, rectangular 
models again accounted for approxi- 
mately 80 percent of the business. 
Smaller round and oval models, we are 
told, held their own surprisingly well. 
In certain areas they are said to have 
given cooker-fryers competition, 
mainly because of their lower retail 
price, 


What's Ahead 


With the rotisserie unit it is hoped 
that some sound promotional activity 
will swing renewed interest to the 
roaster. Also, with renewed interest in 
ovenettes, bakers and other table-type 
oven cookers shown by enthusiastic 
users of prepared mixes, frozen meat 
and fruit pies and complete frozen din- 
ners, the roaster industry should enjoy 
an upward swing. Manufacturers of pre- 
pared mixes in the past year have also 
evidenced interest in table type baking 
equipment, realizing that many home- 
makers are reluctant to heat up the 
full sized range oven to re-heat a couple 
of frozen pies or a few turkey dinners. 
One vee manufacturer has already 
tied-in with a firm making a biscuit 
baker. The roaster is ideal for this 
type food preparation—it’s the right 
size—roomy enough to take up to 
three turkey dinners, and small 
enough to bake a pan of prepared muf- 
fins or to reheat frozen pies. All this 
in addition to its many other cookery 
uses. 


SHAVERS 


Shavers hit a new record with 
3,950,000 units sold. The goal for 
1955 is 4'%4-million 


The economic climate of the na- 
tion’s business for the first half of 
1954 had no effect on the electric 
shaver industry. Sales were reported 
steady all through the year, which 
ended with a new record of 3,950,000 
units sold. At an average retail price of 
$27.50, the total dollar volume reached 
$108,625,000. 

At retail, dealers report a trend 
toward increased electric shaver buy- 
ing even in months heretofore re- 
garded as off-season months. This new 
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trend is attributed largely to the ex- 
pansion of shaver TV advertising on 


national networks which was con- 
tinued right through the year by two 
of the leading makers in the electric 
shaver industry. 

Next to TV campaigns, free home 
trials are rated as the best promotional 
activity of the year. 


The Market 


As we have pointed out in other 
years the market for electric shavers is 
like no other market in the appliance 
industry. It is not measured by num- 
ber of wired homes in the country. It 
is far greater even than the multiple 
home use market for clocks and ra- 
dios. It is figured on the number of 
men in the country of shaving age 
roughly over 50-million men, plus an 
estimated 14-million boys who reach 
shaving age each year. 


Replacements 


Obsolescence and replacement also 
occur more frequently in the shaver 
business. The constant wear and tear 
of daily use limits the average life of 
an electric shaver to approximately 
five yeats. This has been augmented 
and accelerated in the past few years 
by improvements that have been ef- 
fected in design and performance of 
the latest shaver models. These new, 
smaller size models do a much more 
efficient job in a shorter time. At pres- 
ent accelerated rate of obsolescence, it 
is estimated that approximately 40-45 
percent of the 1954 volume went into 
replacements and for a second model 
for use at the office or other place than 
the home. 


Ownership 

In a recent survey made by True, a 
magazine for men, out of a panel of 
1436 of its readers 52.8 percent owned 
electric shavers. The average number 
owned per respondent was 1.3 shavers 
as follows: 77.6 percent owned one, 
18.3 owned two; and 4.1 owned three 
or more. 

More than half were received as a 
gift—the others were self purchased. 
Half the electric shaver owners 
(50.5%) said they use their electric 
shaver always; 28.1 percent sometimes 
and 21.4% never. Of the number who 
said they have never used them only a 
small portion tried them out and dis 
continued. A breakdown by age groups 
revealed that ownership is fairly evenly 
spread over the years—41.6% were un- 
der 35 years old; and 38.6% were 35 
and over. 


New Products 


Two of the three major manufac- 
turers introduced new deluxe models 
during the year at slightly higher 
prices. This brought the average retail 
price up to $27.50. 


Predictions 
Sales plans are under way for an- 
other increase in volume in 1955. It 
is predicted that the industry will 
jump from 3,950,000 units in 1954 to 
4,500,000 in 1955. End 
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hon dealer sella ™ 
a Low priced) 


\ BENDIX DRYER 


he gets a good share of the price 











for his own pocket... 





Some dealers are complaining that certain manu- 
facturers are giving them attractive pricing, but at the 
dealer's expense. 

In the Dryer field, especially, consumer prices are 
low but profits are practically invisible. 

Not for BENDIX Dealers, though. Prices are low, 
all right. The new $158.88* Dryer is an excellent ex- 
ample. 





But into that low price is built a legitimate margin 
for the dealer. You make the profit you need on every 
Bendix Dryer you sell. 


HOW IS THIS POSSIBLE? 


A new ingredient has been added to Bendix manu- 
facturing skill and Bendix engineering leadership. 

It’s the huge Nashville plant, shown at left. 

Here the nation’s most modern mass-production 
techniques make it possible to greatly reduce the price 
of Bendix Fluff-'N’-Tumble dryers without sacrificing 
any of the quality which has made “Bendix” the top 
name in automatic laundry equipment. 

The Bendix Laundry line is leading the trend te. 
lower retail prices through smart manufacturing — oa 
never at the dealer's expense! 


BENDDK 
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1c75A—™ H- Pp. CASEMENT WINDOW MODEL 


A sensational new casement model that solves 4 multitude of installation prob- 


lems. Look at this: © SMALL, 15% wide, 22” high 21%," deep. © LIGHT 
weighs only 132 lbs. ® FITS any vert al casement window ALSO installs in 
double-hung sash windows with adapter kit. © Can be mounted half in and half 
out, or can be mounted inside so the window will fully close 


e Full % HP. copa ity, too! 











ws 
inde 


The O. A. 


s | 
salt CORPORATION 














") 
¥ 














has the Compelitive Seles Cuen 
























' Model D100A—Custom 1 H. P. 





1955 MODELS 






ys 


AWARDS | 


UTOR 





ask YOUR DISTRIB 


A 
of p y 
, FO Ne hit waite 

“4 %. AS) ~ 
sis A Vaid rd - ct wil - » "a ied ba ‘ 
‘ ; A io 


y a 


NEW LOW PRICES 


For Today’s Air Conditioning Market. 


BUY NOW - 
PAY IN SEASON 


Your Distributor’s Promoti ; 
Stosieet.ten tenn bt if oem Plan is made for your 














ALSO NEWS 


A FULL LINE OF VORNADO PACKAGED AND 
RESIDENTIAL AIR CONDITIONERS FROM 
O 8 H.P. WITH COMPANION HEATING EQUIPMENT 





im air circulators... 













Model 38R 
TRAVEL AIR 


The amazing New Travel-Air is versa- 
tile, and effective in cooling comfort 
The head slides up or down on the 
stand, with the turnabout feature. Roll 
it up to a window, pull cool air in and 
exhaust hot, stale room air 


Simply release the fan head from the 
stand and use it as a desk or floor fan 
wherever desired 


It’s the sensation of the industry for '55 





Model 28F 
TURNABOUT TABLE TOP 


Strikingly new in design and styling, the 
Vornavo Turnabout, tabletop fan answers the 
need of many homes and offices for an air 
circulator of modern styling and outstanding 
performance. The TURNABOUT head may 
be tilted to put air where its needed ——- 





Model 48CT 
TWIN CONVERTIBLE 


The most versatile window fan ever pro- 
duced. Use it as a window fan at night to 
pull in fresh, cool air or use each Snap-In 

Snap-Out air circulator by itself within the 
room or in different rooms around tne 








house. Each of the air circulators may be 
lifted out of the cabinet and used separately 








' 
ELECTRICALLY REVERSIBLE TWIN CONVERTIBLE... | 
' EXHAUST FANS | snap-in... snap-out design | 
4 ...in 2 sizes | 
ae ) 
/_ 
a | = 
MODEL 356 : MODEL 25£ | MODEL 32CT 


“ MODEL 38C MODEL 28C 





5 versatile models of 
TURNABOUT WINDOW FANS 
that fill every selling need... 
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DESK MODELS IN 5 sizes and price ranges... 
plus 2 DELUXE PEDESTAL FANS 
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MODEL 24C MODEL 20C MODEL 16C 





MODEL 38P MODEL 60P 


MODEL 30CF 
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MODEL 16W MODEL 6ow 


CORPORATION .- Wichita, Kansas 











- terms of kw.-hrs. 


. Northwest 





It Was a Good Year 
IN THE FAR WEST 


By CLOTILDE G. TAYLOR 





for appliances in 1954 than in 1953, but the picture was balanced by gains by some 


appliances, an increase in utility customers and high domestic power consumption 


nN 1954, 5,788,544 domestic cus 
I tomers served by the 73 utilitics 

reporting from the 11 western 
states purchased major electrical ap 
pliances, radio and television to the 
unount of $606,892,000. Add to this 
the $39,702,000 spent by customers of 
the 10 companies reporting from Brit- 
ish Columbia, Hawaii and Alaska, and 
the total amounts to nearly $647,000,- 
00, British Columbia figures are up 
over those of last year, 
from the cleven western states are 
about five percent below last year’s 
expenditures. 


but returns 


Population Growth Continues 


Most significant is the steady and 
continuing growth of the West. On 
the average the number of customers 
served by utilities in this region in 
creased by 4.25 percent. The Pacific 
Coast average increase was 4.1 percent, 
with California accounting for the 
bulk of the increase numerically 
Matching the population growth as 
reported from Chamber of Commerce 
sources, this state showed a 4.8 per 
cent increase, or 163,455 more domes 
tic customers than last year. In the 
Intermountain area, Nevada was up 
12.6 percent, Arizona 7.6 percent and 
Colorado 7.2 percent. Average for the 
region was 4.9 percent. Other state 
increases are: Washington, 2.4 per 
cent; Oregon, 1.5 percent; Montana, 
1.6 percent; Idaho, 1.8 percent; Wyo 


ming 2.5 percent; New Mexico, 5.3 
percent; Utah, 1.3 percent. British 


Columbia reported 4.7 more domestic 
customers than last vear, Hawaii an 
increase of 3.1 percent and Alaska 1.2 
percent, 


High Domestic Use Of Electricity 


Very high average use figures in 
used annually per 
home are reported from the Pacific 


and from certain of the 
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Intermountain areas where range and 
water heater saturation figures are high. 
'hree utilities report an average an- 
nual consumption per domestic cus- 
tomer in 1954 of over 9,000 kw.-hr. 
Highest are the two utility districts 
from the Northwest—Grant County 
P.U.D. No, 2 from Washington with 
a 10,146 kw.-hr. average and the ‘Tilla 
mook P.U.D. from Oregon which re- 
ports 10,800 kw.-hrs. used per wired 


home. Of the companies with a larger 
urban population, 
vada Power Co, at Las Vegas, Nevada, 
is the highest with 9,575 per home. 
Average annual consumption for 1954 
per domestic customer by states was 
highest in Washington, Oregon, Ne- 
vada and Idaho: Washington, 6,705; 


Oregon, 6,415; California, 2,210; 
Montana, 2,808; Idaho, 5,750; Wy- 
oming, 2,002 (Casper and Sheridan 


the Southern Ne- 


areas reported under other states); 
Colorado, 2,034; New Mexico, 1,883 
(areas around Roswell and Las Cruces 
reported under other states); Arizona, 
2,573; Utah, 3,540; Nevada, 6,160. 
The average use by customers in the 
three Pacific Coast States was 3,323 
kw.-hr.; for the Intermountain area, 
3,193 kw.-hr.; and for the 11 western 
states as a whole, 3,303 kw.-hr. Aver- 


age use reported from British Colum- 


TABLE Il. pattern OF SALES FOR THE AVERAGE DEALER IN 1954 


(Figures 


in percent of total sales 





Room 
Water Home Condi- 


> 7. 


Food 























Refrig- orat ventiona Vacuum Dish Waste Tele- 

erator Range Heater Freezer tioner Cooler Washer Washer lroner Dryer Cleaner Washer Disposer Radio vision 
Washington 52149 52 79 OF O1 Ill 27 08 82 38 24 O08 17 245 
Oregon 134 135 29 90 03 O 173 30 09 94 41 12 OL 22 227 
California 02 39 OF 45 23 12 068 321 11 «385 37 25 17 20 WA 
Pacific Coast 3 (21.7 7.1 #17 #57 16 10 151 30 10 50 38 23 13 20 24 
Montana 179 119 20 110 03 02 144 79 23 93 08 26 12 25 15! 
Idaho 45 103 48 76 O4 O1 106 19 14 55 15 10 03 10 390 
Wyoming 322 92 09 108 O07 OS 92 54 16 24 26 13 06 34 192 
Colorado 208 71 O89 84 14 24 137 42 11 21 34 13 10 30 290 
New Mexico 255 72 08 36 21 28 67 89 17 09 34 O08 O02 25 329 
Arizona 216 33 08 48 97 83 104 43 O4 OF 63 12 OF 30 242 
Utah 153 133 28 79 10 16 125 48 18 37 49 11 O4 21 268 
Nevada %8 139 43 20 24 56 229 36 18 17 46 38 53 23 — 
Intermountain 1996 86 19 82 23 28 122 46 13 55 36 19 O8 25 242 





Hawaii ST et Re 7 ee | ee ee! eS Se ee Re) ee ee © ee | Be» 2 
Alaska 187 254 98 49 0 0 69 56 05 60 73 36 26 87 —- 
British Columbia 989247 105 38 17 O 0 40 59 03 12 35 S80 O1 28 345 





“Where sales figures were not available for New Mexico those from adjacent areas have been adapted. 
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TABLE l. DOLLARS SPENT PER DOMESTIC CUSTOMER FOR VARIOUS APPLIANCES — 1954 














Refrig- Water Home ontt - ae a Vacuum Dish Werte Tele- 
ne erator __ Range Heater Freezer _—tioner_ Cooler Washer Washer = ironer = Dryer = Cleaner = Washer Disposer = Radio —vision =Total 
Washington 2058 2044 704 1084 101 10 1518 370 106 1128 518 330 4117 227 3356 13674 
Oregon 16.17 1626 346 108 34 ##— 2087 355 106 1128 499 150 13 265 2737 12051 
California Ss 2470 3.67 64426 = 2011.04 90296 = 1062329336 = 240.86) 192 2594 9831 
Pacific Coast (23.23 « 7.34 = 1.79 s«S81 1.68) 1.00 15.44 «3.10 1.06 = 5.17 3.84240) 1.30) 2.05 27.13 102.51 
Montana 18.23 1205 205 1122 34 42 1463 799 232 940 86 270 4117 258 1595 101.69. 
Idaho 2145 1520 704 1122 67 20 1572 281 211 823 230 150 39 150 57.83 14837 
Wyoming 4226 1127 128 1432 101 70 1220 724 211 329 346 180 91 458 2547 132.27 
Colorado 2411 812 102 968 201 270 1572 488 #127 235 384 150 117 343 3332 11539 
New Mexico nn 6 6. 8 we... ee ee eee 9 2% -— 3713 100.08 
Arizona 2087 314 77 464 938 800 1003 414 42 J) 605 120 65 290 2332 96.49 
Utah 1588 1389 294 827 101 170 1301 503 190 376 509 120 39 224 2785 104.16 
Nevada 2470 1336 410 194 235 540 2195 340 169 165 442 360 507 222 — 9585 
Intermountain 2205 967 218 929 260 310 1382 518 148 615 403 210 91 284 2727 11268 


Hawaii 13.22 11.79 
Alaska 7.35 9.95 
British Columbia 33.81 14.41 





Te ee i 
384 «194 =O eo oN 
$25 232 ~—0 0 5.42 





bia was 3,199 kw.-hr.; from Hawaii, 
3,237 kw.-hr.; and from Alaska, 4,133 


kw.-hr. 
State Saturations 


Closely related to kw.-hr. use, of 
course, are the saturation figures. 
These show a pattern of appliance 
ownership by regions—high for ranges 
ind water heaters in Washington, Ore- 
gon and Idaho; for evaporative coolers 


=: ee he 
2 2. 2 2 
814 421.65 





in Arizona, with secondary peaks in 
Nevada and California; for conven- 
tional-type washers in Montana, Wy- 
oming, British Columbia, Hawaii and 
Alaska; and for television in California, 
Utah, Arizona and Colorado, with the 
Pacific Northwest fast catching up. 
State saturation figures this year are 
far more accurate than hitherto, both 
because of the larger number of com- 
panies reporting and because a differ 


ent method of calculation gives a bet 
ter figure for the missing areas. ‘They 
are shown in an accompanying table. 
‘Two cautions must be observed in use 
of the figures. For appliances, such as 
room air conditioners, which are just 
now beginning to be sold in any 
quantity, the records are far from 


complete. Dehumidifiers are in this 
category and the few oy available 
cannot safely be expan 


ed, either for 


TABLE lil. AVERAGE 1954 SATURATION IN THE WEST 





Room € Auto- 
Water Home Condi- oume matic 

















Refrig- ventional Vacuum Dish won Tele- 

erator Range Heater Freezer tioner Cooler Washer Washer lroner Dryer Cleaner Washer Disposer Radio vision 
Washington eae §@€@ 28 & 2 8B @: B. Bi dvr -e Oe ae 
Oregon oh OW. wwe. 2... ee ee ee ee 
California Oi ¢@- 22-28 2 2S HO eee 2 eS 
Pacific Coast o's 2.8 t+tneewettte6hUStlhUhe Ole 
Montana “a. sas aeOkhr ss 2 oe Se ehUL lh ee ee 
Idaho 2 a Se eee ae ee ee ee Se ee ee Be 
Wyoming a oe ok ee oe wee el ee eee a ie oe 
Colorado a Be 4! Be 8 ROS A. eee 2 eee 
New Mexico cA BRR Oe, et ome at es PT eee ae 
Arizona oe 8.8 BP Ocoee oe ee oR ae eee ee 
Utah C22 8° 2S we SU US ee oe eee 
Nevada S 6 6 3%. 3.8% 2.4 See 1a 
ra ae, ee a a a a ce ee 








Hawaii » = ee IH 0 4 7 l- Il 4 1 1 9% l 

Alaska % 53 2 5 0 se &©@ 6&6 BSB SS 5 5 100 - 

British Columbia 3975 38 24 - - 9 4 L... l- 3 100 2 
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60 65 


1.20 
480 690 13 





2.39 7.62 59.19 
in. ee 
2 eS 


1,04 


saturation or sales. On the other hand, 
television reports suffer from the fact 
that reception areas do not always co 
incide with territory served by one 
power company. Also, where satura 
tion figures are available for one highly 
developed center, these have some 
times been expanded to cover an entire 
state. The one thing that may be 
said is that as the number of available 
stations in the West continues to in 
crease, the reports become more and 
more accurate, 1954 figures are far 
more correct than those of a year ago 


Appliance Investment Per Home 


Speaking in terms of present day 
replacement values, the average home 
in the 11 western states has an appli- 
ance investment of $915. These figures 
are surprisingly similar for both Inter- 
mountain and Pacific Coast areas, ‘The 
Intermountain home has spent slightly 
more for refrigerators, ranges, and 
water heaters, while the Pacific Coast 
investment is higher in washers, vac- 
uum cleaners, radio and television. 
Hawaii, with no report from the main 
island of Oahu, is high in refrigerator 
investment and in washing machines 
low in television as yet. (The islands 
reporting are in the fringe reception 
area.) ‘The average investment per 
home there is $714. Alaska sent in 
no figures on television, but reports an 
appliance investment averaging $807 
per home. British Columbia customers 
have spent $708 per home, but are 
fast catching up, as indicated by the 
high sales per customer reported else 
where. Figures for the 1] western 
states indicate that the average home 
owner has spent: $249.90 for refrigera 
tors, $81.22 for electric ranges, $29.44 
for electric water heaters, $50.31 for 
home freezers, $6.50 for room air con 
ditioners, $18 for evaporative coolers, 

(Continued on page 250) 
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APPLIANCE MARKETS by REGIONS 


Figures reported by 218 utilities indicate that sales were down 7.71 percent for the 
average appliance-radio-TV dealer during 1954 with only room air conditioners, dryers, 


and dishwashers registering sales rises; number of dealers drops 3.09 percent 


“SLECTRICAL MERCHANDIS 
kK ING's eleventh annual survey 
of appliance, radio and tele 
vision sales, reported in tabular form 
on the following pages, reveals that 
1954 over-all sales ran 7.71 percent 
behind sales in 1953 
This year's survey indicates that 
sales were down in refrigerators, elec 
tric ranges, clectric water heaters, 
home freezers, washers, ironers, vac 


uum cleaners, radio and television 
sets Sales of food waste disposal 
units remained approximately the 
same, amd increases were registered 
in the sales of room air conditioners, 
dryers and dishwashers. 


In this 1954 survey, 218 utility 
companies, serving 36,055,497 resi 
dential and rural customers (80,5 per 
cent of the 44,787,475 total of such 
customers now being served) report 
the number of customers on their 
lines; annual kw.-hr. consumption per 
domestic meter; the estimated unit 
sales of appliances in their respective 
areas; the number of dealers serving 
their territories and their own mer 
chandising plans. The data are broken 
down into reports covering the nine 
major geographical regions of the 
country, while the table shown on the 
opposite page is a condensed national 
summary of the nine regional reports. 

In the national summary table op 
posite, unit sales of appliances by 
regions have been reduced to sales 
per 1,000 customers served by the 
power company. Actual sales of major 
appliances, radio and television in 
units for each utility and region are 
shown in the tables on the succeeding 
pages. 

Sales in 1954 


magne, mts A 6.33 percent decline 
in refrigerator sales was indicated on 
the basis of reports from 160 utilities 
The sales were 74 per thousand as 
compared with 79 per thousand in 
1953, Projected rationally, sales of 
refrigerators would have been 3,314, 
273 as compared to 3,442,860 in 
1953. Only regions showing gains 
were the West North Central, East 
North Central, and New England. 


Electric Ranges. Reports from 177 
utilities show that range sales dropped 
3.57 percent, from 28 per thousand 
in 1953 to 27 per thousand in 1954. 
Projected nationally, sales would be 
1,209,262 for 1954 as compared to 
1,220,250 for 1953. Regions showing 
increases were Pacific, West South 
Central, West North Central, and 
East North Central 
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Water Heaters. Data from 175 utili- 
ties reflect a drop of 13.33 percent 
in water heater sales. Sales were 13 
per thousand in 1954, compared to 
15 per thousand in 1953. Projected 
nationally, the figure would mean 
582,237 water heaters sold in 1954 
compared to 653,700 for the pre- 
ceding year. ‘The only increase was 
in the East South Central, but the 
West South Central, South Atlantic, 
West North Central, and New Eng- 
land reported sales approximately the 
Same, 


Home Freezers. On the basis of re- 
ports from 157 utilities, home freezer 
sales dropped 16.67 percent in 1954. 
Per thousand sales figures were 15 
in 1954 and 18 in 1953. On a na- 
tional scale, that would mean 671,812 
sales in 1954 compared to 784,450 
in 1953. East South Central and 
South Atlantic reported increases. 


Room Air Conditioners. Sales went 
up a healthy 22.73 percent according 
to reports from 131 utilities. The 
increase was from 22 per thousand 
in 1953 to 27 per thousand in 1954. 
Nationally, this would mean 1954 
sales were 1,209,262, as compared to 
958,770 in 1953. Every region ex- 
cept New England scored increases, 
and the biggest rise was recorded in 
the West North Central. 


Washers. Figures from 149 utilities 
reveal that washer sales dropped 9.33 
percent in 1954. Sales were 68 per 
thousand, compared to 75 per thou 
sand in 1953. Projected, this means 
national sales of 3,045,548 washers 


in 1954 compared to 3,268,540 in 
1953. While most utilities lumped 
conventional and automatic washer 
sales statistics together, this year, it was 
apparent that most, if not all, of the 
over-all drop came from declining 
conventional washer sales. The West 
North Central alone reported an over- 
all increase. 


Ironers, Of the 138 power companies 
reporting, all reported a drop in ironer 
om except those utilities in the 
South Atlantic, where sales ran ap- 
proximately the same as in 1953. The 
decline was 20 percent, from 5 per 
thousand in 1953 to 4 per thousand 
in 1954. Projected nationally, sales 
would hit 179,150, compared to 217,- 


900 in 1953. 


Dryers. Reports from 164 utilities 
show that 1954 sales ran 8.33 per- 
cent ahead of 1953. Sales this year 
were 13 per thousand, or 582,237 
nationally, compared to 1953’s figure 
of 12 per thousand or 522,970 na- 
tionally. Gains were recorded in all 
sections except the East North Cen- 
tral. 


Vacuum Cleaners. With 100 utili- 
ties reporting, sales were running at 
44 per thousand, 7.35 percent be- 
hind 1953 when sales were at 46 
per thousand. If this figure were 
projected nationally, vacuum cleaners 
sales for 1954 would be 1,970,649. 


Dishwashers. One of the few appli- 
ances to register a rise, peta a 
sales climbed 20 percent from 5 per 
thousand in 1953 to 6 per thousand 














NUMBER OF DEALERS UTILITY MERCHANDISING 
(Figures from 181 Cos.) (Figures trom 218 Cos) 
Dec. Dec. % will 
No. Cos. 1953 1954 Change will Not 
17 New England 3,564 3,695 43.68 New England 7 3 
21 Middle Atlantic 17,332 16,225 —6.39 Middle Atlantic 10 12 
27 East North Central. 17,632 15,646 —11.26 East North Centrol.. 17 12 
21 West North Central 7,768 8,708 +12.10 West North Central 19 
16 South Atlantic 9,761 9536 —2.30 South Atlontic ae 
9 East South Central 2,896 2874 — 76 East South Central 3 
17 West South Central. 6,710 6746 + 54 West South Central 4 14 
21 Mountain 2,252 2,408 46.93 Mountain 6 24 
32 Pacific 6235 6023 —3.40 Pacific 4 39 
181 Total 74,150 71,861 —3.09 Total <r we 128 
(41.3) (58.7) 
JANUARY, 


in 1954. 


Projected nationally, this 
would mean sales of 264,246, com- 
pared to 217,900 in 1953. Regions 
reporting increased dishwasher _ sales 
were the South Atlantic, West North 
Central, and Middle Atlantic. 


Food Waste Disposers. Reports from 
130 utilities indicate that sales ran 
approximately the same this year as 
last. This year’s figure of 6 per thou- 
sand, projected nationally, means that 
total sales of 291,118 would be slightly 
higher than last year’s projected fig- 
ure of 261,480. Regional increases 
were reported from the Mountain, 
West South Central, South Atlantic, 
West North Central, and Middle At 
lantic areas. 


Radio. Reports from 94 utilities in- 
dicate that radio sales were 92 per 
thousand or, projected nationally, 
4,120,448. This is 7.07 percent be- 
low 1953, when sales were 99 per 
thousand or 4,314,500 nationally. 
While a national decline was indi- 
cated, increased sales were reported 
from the West North Central, East 
North Central, and Mountain re- 
gions. 


Television. With 129 power com- 
panies reporting, the results showed 
114 sales per thousand customers— 
a decrease of 15.56 percent from 
1953 when sets were selling at the 
rate of 135 per thousand. Projected 
sales would be 5,105,772 in 1954, 
compared to 5,883,380 in 1953. Areas 
reporting increases were the East 
South Central, South Atlantic, and 
Mountain regions 


Other Summaries 


The number of dealers apparently 
declined this year by 3.09 percent. 
With 181 utilities listing dealers, 
there was a total of 74,150 as of 


December, 1953, compared with 
71,861 as of December, 1954. In 
creases in the number of dealers, 


however, were reported in New Eng- 


land, West North Central, West 
South Central, and Mountain re- 
gions. 


The number of utilities planning 
merchandising activities for 1955 re- 
mained approximately the same as it 
was in 1954. Of the 218 utilities 
reporting, 128 said they do not plan 
to merchandise and 90 said they 
would. Last year 130 said no and 
94 expressed plans for selling activi- 
ties. This is a slight shift of 0.7 
percent away from utility merchandis 


ing End 
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Electrical Appliance Market Data—NATIONAL SUMMARY 









STATE 


Maine , 
New Hampshire. . 
Vermont. . 
Massachusetts 
Rhode Island 
Connecticut 


New England. 


New York 
New Jeney 
Pennsylvania 


Middle Atlantic 


Ohio 
Indiana 
linois. . 
Michigan 
Wisconsin 


East North Central 


Minnesota 
lowe 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas.... 


West North Central. , 


Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Caroline 
Georgia 

Florida 


South Atlantic. . 


Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central... 


Arkansas. . 
Louisiana. ... 
Oklahoma 
Texas 


West South Central . . 


Montana. ... 
Idaho... 
Wyoming. .... 
Colorado.... 
New Mexico. . 
Arizona 

Utah. 

Nevada. 


Mountain... 


Washington 
Oregon 
California 


Pacific. . 


TOTAL UNITED STATES. . 





ESTIMATED 
| NUMBER CUSTOMERS 
REPORTING (Domestic 
UTILITIES & Rural) 
Dec. 31, 1954 | 
BRA 2 Leek — 
3 250,326 | 
2 130,171 | 
1 54,225 
6 1,336,007 | 
1 14,550 | 
5 599,553 
20 «=| «Ss 2,384,832 | 
| | 
” 4,591,573 
4 | 4,595,447 
10 2,728,885 
22 | 8,845,905 | 
9 | 9,167,644 
5 162.136 | 
5 2,179,370 | 
6 1,750,324 
4 693,826 | 
29 i 7,553,300 
4 682,350 
6 519,519 | 
7 054,514 | 
1 40,000 
2 49,500 
2 175,500 | 
4 322,334 | 
| 
26 2,643,717 
+ + 
| 
1 64,040 
3 592,045 
1 277,178 
2 959,000 
2 217,100 
2 827,800 
1 135,000 
3 556,680 
4 713,834 
19 4,342,677 
3 411,461 
5 374,000 
1 468,127 
2 213,923 
11 1,467,511 
1 235,296 
4 543,187 
2 440,960 
11 1,809,568 
18 3,029,011 
1 111,970 
1 103,000 
4 24,528 
6 299,180 
2 61,140 
3 193,647 
9 194,610 
4 41,144 
30 1,041,852 
19 674632 
7 526,548 
17 3,545,512 
43 4,146,692 
218 36,055,497 


| 
\ 
+ 











| 
| 














ESTIMATED UNIT SALES OF APPLIANCES, RADIO AND TV IN 1954 PER 1,000 CUSTOMERS 


Electric 
Refrig- Electric Water 
erators 


Auto, 


Renges Heeters Freezers Condi- Washers Washers 


42 17 16 
45 28 21 
6 6 3 
68 26 10 
52 76 41 
58 28 7 
59 25 13 
62 11 4 
59 32 30 
63 27 14 
63 18 9 
19 33 16 
70 32 27 
91 13 6 
71 26 10 
42 25 24 
16 25 13 
57 21 16 
54 42 25 
98 25 8 
6 39 2 
69 34 8 
78 30 5 
73 28 14 
31 17 8 
81 28 18 
129 20 3 
oe 58 27 
53 21 3 
85 75 45 
115 43 33 
102 56 21 
97 52 37 
92 50 27 
19 51 19 
77 49 35 
88 47 17 
66 16 2 
80 43 20 
71 12 2 
104 10 2 
50 19 8 
82 18 4 
80 7 3 
62 46 16 
73 58 55 
144 42 10 
82 31 8 
a J 3 6 
rh) 12 6 
54 53 22 
84 50 31 
14 37 7 
70 78 56 
56 62 28 
84 14 5 
719 24 10 


74 27 13 
(160) (177) (175) 


Room 
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Electrical Appliance Market Data by Regions (continued) 

















Aver 
No. of Customers KW-Hour 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) |Consumption 

NEW ENGLAND = == . 

1954 1953 1954 Rehis- Woter Al Auto. Conv. Vecuum Dish- 

(Estimated) (Actual) erator Ranges Hesters Freezers Condit. Washers Washers troners Dryers Cleaners Washers 
MAINE 
St. Croix Electric Company 1,826 1,683 1,110 150 25 10 50 2 20 135 10 5 20 1 
Bangor Hydro Electric Company 55,500 53,704 2,350; 2000 350 250 300 100 300 200 125 200 1,200 100 
Central Maine Power Compeny 193,000 189,988 2,275 8,500 3,800 3,800 900 2,500 4,500 200 650 2,100 150 
NEW HAMPSHIRE 
Public Service Co. of N. H 112,771 110,974 2,233 5 600 3,200 2,250 500 ; 4,700 / 950 
New Hampshire Electric Company 17,400 17,000 2,300 250 400 500 75 100 350 175 20 200 100 50 
VERMONT 
Central Vermont Public Service Corp 54,225 54,100 2,375 350 350 165 50 15 400 400 20 50 420 30 
MASSACHUSETTS 
Brockton Edison Company 50,920 49,498 2,318 2,000 1,800 1,100 450 100 1,600 1,000 200 600 1,600 100 
New England Electric System” 656,000 645,627 1,765 44,000 18,000 6,000 1,200 2,000 17,000 8,000 500 5,000 9,000 1,500 
Boston Edison Company 395 000 390 650 | 1,826 | 32,500 8,000 3,000 2,100 1,750 23,000 4,100 675 2,250 13,500 2,250 
Western Massachusetts Electric Co 111,000 107,582 2,230 4,560 1,810 1,580 1,200 
Fitchburg Gas & Electric Co 15,494 15,225 1,718 700 75 60 25 30 150 300 20 30 150 20 
Cape & Vineyard Electric Co 35,732 33,245 1,905 800 700 600 200 65 500 350 60 250 100 
Cambridge Electric Light Co 31,392 31,378 1,290 BS, 
Lynn Gas & Electric Company 40, A69 40,343 1,476 600 250 100 40 100 600 200 25 40 1,500 150 
RHODE ISLAND 
Newport Electric Corporation 14,550 14,154 2,575 750 1,100 600 150 100 750 550 75 250 750 90 
CONNECTICUT 
Connecticut Power Company 86,700 84,528 2,745 | 5,000 1,500 1,300 4,000 1,500 6,000 1,000 2,800 4,000 5,000 3,500 
Hertford Electric Light Company 87,710 89,000 | 2,700 | 6000 3,000 1,000 1,500 1,500 6,000 2,000 400 2,000 10,000 1,000 
Connecticut Light & Power Company* 251,782! 241,576 2,778 | 11,500 6,200 5,000 1,000 1,200 3,500 4,000 500 2,200 3,800 600 
United IMlumineting Company 157,500 154,498 2,430 | 12,000 6,000 3,000 1,000 800 12,000 3,300 550 1,300 600 
Housatonic Public Service Co 15,861 15,500 | 2,251 450 275 70 130 65 375 75 15 15 95 30 
* Controls Companies throughout New England, majority of which are in Massachusetts 1 As of 9/30/54. (Ly) Figures from last year's report 
Average | 
No. of Customers | KW-Hour | 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) ‘Consumption 

mink. =|. >. ~ te eee 

1954 1953 1954 Rebrig- Woter Air Auto. Conv. Vecuum Dish- 

(Estimated) (Actual) erators Ranges Hesters Freezers Condit. Washers Washers roners Dryers Cleaners W. 

NEW YORK 
Central Hudson Gas & Electric Corp 97,600 94,641 | 2,305 2,300 1,850 , re on ee 850 + 
Rockland Light & Power Company 39,825 41,325 1,850 3,000 300 300 300 300 1,600 300 50 50 1,200 50 
Dept. of Pub. Utilities, Rockville Center 7,100 6,963 2680 | i. 
Long Island Lighting Company... 406,460 380,060 | 2,300 . 9,000 2,500 , 
Rochester Gas & Electric Corp..... 160,358 156,094 | 2446 | 12,000 4,500 1,500 3,000 900 6,500 2,500 1,200 3,500 4,000 1,000 
New York State Electric & Gas Corp 360,500 350,088 | 2660 | 16000 7,500 5,000 5,300 1,000 11,500 ...... . 5,200 ; 
Consolidated Edison Co. of N. Y., Inc. 2,650,000 2,628,400 1,375 | 172,000 10,000 1,000 6,500 115,000 106,000 12,000 3,800 9,600 221,000 9,000 
Niagera Mohawk Power Corp 869,730 853,900 | 2586 | 51,840 18,980 6,835 7,480 5,636 23,800 16,238 2250 9,224 12,180 2,793 
NEW JERSEY 
Public Service Electric & Gas Co. 1,110,000 1,085,008 1,745 
Jersey Central Power & Light Co 177,800 170,074 2,466 12,000 4400 4,000 2,000 8,000 5,350 500 1,800 5,400 1,200 
New Jersey Power & Light Co 83,647 80,447 2,765 3,400 2,900 1,900 600 265 1,800 200 450 175 
Atlantic City Electric Company 154,000 146,985! 2,700 | 6,000 6,500 1,500 1,800 .. 2,000 
PENNSYLVANIA 
Pennsylvania Power & Light Co 493,500 481,853 2,380 30,000 17,000 13,000 10,000 4,200 18,000 20,000 1,200 6,000 1,500 
Luzerne Electric & Gas Div., U.I.G. Co 40,500 41,000 | 1,700 2,000 500 450 300 400 300 100 50 1,000 100 
Pennsylvania Power Company 70,116 68,167 3,020 3,900 2,000 1,120 1,180 300 2,250 2,950 400 1,950 1,200 200 
Northern Pennsylvania Power Co 33,160 32,446 2,829 2,200 1,350 900 750 1,200 90 500 150 
West Penn Power Company 313,000 303,072 2,720 15,000 8,000 5,200 4,200 1,200 6,800 12,300 1,100 6,000 5,500 450 
Duquesne Light Company... 384,000 379,775 | 2,167 29,000 7,800 735 6,000 7,000 18,000 25,000 2800 17,800 18,000 1,000 
Philadelphia Electric Co., System 813,650 791,544 2,415 62,000 21,000 8,000 8,000 32,000 9,000 5,000 
Pennsylvania Electric Company 298 500 293,772 | 2,330 17,560 8,125 3,400 4,535 1,200 10,120 13,960 1,020 6,175 8,125 
Metropolitan Edison Company 198,900 196,560 10,000 7,000 5,000 3,500 4,000 
Scranton Electric Company 83,559 82,897 1,000 1,859 722 





' Not permitted in most of territory 
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PRESENT SATURATION (Percent) 




















—__—_—_——_— _— ——_-—____-_—— ---- No. Did Co, 

Food Room Food ecien Merchan- Plan 
Waste Redio TV Refrig- Water Aw Auto. Conv. Vecuum _Dish- Waste Redio TV dise in } F 
Sets Sets erators Ranges Heaters Freezers Condit. Washers Washers ironers Dryers Cleaners Washers Disposers Sets Sets Territory 19547 1955 

5 100 300 | 90 35 10 5 1 15 95 5 2 98 3 2 100 35 9 Yes Yes 

100 2,000 2,000| 80 20 15 18 3 35 90 20 10 95 8 8 97 50 = (Ly)150 No No 
120 19 450 Yes Yes 

- 14 170 Yes Yes 

20 75 52 20 30 60 80 40 Yes Yes 

DO evevs cd. ipa rere Beds  eawhe oe dbk: Lawes See eae Veer aeons eee 125 Yes Yes 
200 3,000 5,000 88.5 40.7 18.3 14 3 30 80 3 6 82 5 4 98 75 75 Yes Yes 
1,200 50,000 75,000) 91 22 4 2.3 8 18.5 53 3.1 2.5 75 2.6 1.6 100 80 1,000 Yes Yes 
2400 30,000 28,500 89.4 188 5.2 6.7 53 23.4 58.6 9.9 8.7 63 3.3 3.6 100 79.8 500 Yes Yes 
37.5 7.3 8.5 3.3 154 No No 

15 400 1,200 75 5 6 4 3 20 80 10 135 @ 1.5 1.5 97 45 18 Yes Yes 

30 97 48 24 6 23 58 5 3 90 5 1.5 +100 55 35 ss Yes 
Pe oni | AR 50 Yes Yes 

200 87 15 5 1 1 25 50 5 75 2 1 45 Yes Yes 
75 3,000 1,650 92 50 23 15 2 35 45 4 10 80 5 4 100 80 24 Yes Yes 
1,000 4,000 15,000 | 90 23 10 12 2 36 50 22 8 80 2 +100 80 Yes Yes 
800 15,000 17,000 | +95 36 14.5 10 5.5 43 49 14 10 92 11 8 + 95 80 115 Yes Yes 
400 ee .1 OS 31.8 34 7143 ‘.. 54.3 8.3 3.5 85 4 1 99.8 69.5 | 600 Yes Yes 
14,000 | 96.5 279 #119 5 2 40 50.9 8.5 2.9 3.3 89.8 205 No No 

25 375 600 | 87 58 32 12 3 33 86 3 1 87 6 2 91 12 25 Yes Yes 

PRESENT SATURATION (Percent) 
—— — — ———$____—— _ - —_—_-_—__- ——-—-- No. Did Co. 

Food Room Food Dealers Marchen- Plen 
Waste Redio TV Retrig- Water Alt Auto, Conv. Vecuum Dish- Waste Redio TV Serving dise in to in 
Sets Sets eretors Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Disposers Sets Sets Teritory 19547 19557 

. aes 29 17 oe tethed Piven. om 230 No No 

50 95 1 1 1 5 20 50 rp 90 100 115 Yes Yes 
99 30 10 20 15 50 40 10 10 100 10 10 100 90 25 No No 

: 19 5 300 Yes Yes 

2,000 30,000 25000 95 21 9.7 14.4 2.1 33.8 58.2 49 73. @& 3.6 5.3 +100 81.7 | 310 Yes Yes 
20,000 45,000 | 92 28 13 13 1 17 6 98 60 1,000 No No 
280,000 202,000 | 89.5 7 ae 8 11 1.6 1 +100 92.5 | 2,500 No No 

2,805 68,410 96,600 | 88 28 13 12 3 21 62 7 3 71 4 3 99 75 | 2,010 No No 
90 4 1 5 4 20 60 5 1 80 2 1 99 85 | 2000 Yes Yes 

(1) 14,000 | 94 18 16 95 85 231 No No 
94 34 23 12 2 20 60 11 7 70 99 80 130 No No 

sae be 48 32 12 4 250 Yes No 

1,000 72,000 91 40 19 17 2 20 75 10 5 4 2 55 1,390 Yes Yes 
100 78 18 4 ; 70 Yes Yes 
150 7,000 | 90.6 34.2 15.5 11.8 18.8 71 22.5 12 70 1.6 2 58 176 Yes Yes 
3,500 | 89.5 414 %9 18.5 17.7 5.6 2.5 48.6 175 No No 

350 16,500 23,500 93 33 17 12 2 23 74 17 12 90 3 3 +100 78 900 No No 
2,500 60,000 54,000 ' 98 17 2 8 5 24 80 19 10 93 3 4 +100 90 1,200 No No 
120,000 | 82 22 11.5 7 7 + 735-~> 5 6 80 3 +100 92 1,825 Yes Yes 

19,335 31,710 90 35 13 12 1 20 16 7 3 100 62 800 No No 

pada oe | 95 38 25 14 he detelcene bao 0 & crten. (beans 550 Yes Yes 

88.5 31.8 aS Dk, a eo 63 Yes Yes 

ADDITIONAL CHARTS ON PAGE 268 
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Model PS 20 
3 speed 20” fan 





Only Atlas has all three! 





“Installed with a twist-of-the-wrist!” 

Patented Atlas Exclusive! 
Mere turn of the crank 
locks separate fan frame 
securely in any window 
without tools, brackets or 
marred woodwork. Truly 
inatant installation 





the only window fan 
with all of these 


outstanding selling features... 
Portable 


Reversible 
“Twist-of-the-wrist” 
installation 


Models available from 12 through 30 inch size. 
Write for complete information. 







































"ROUND THE WORLD 


WITH WESTINGHOUSE 


Go to Madrid — Copenhagen — Paris 
To Beautiful Bermuda or - 


To Romantic Mexico 














“6 itn, BY 


‘BE MY GUEST aay Betty a * 


to WESTINGHOUSE TV-RADIO DEALERS 





“Here's your Passport to Pleasure and Profit!" 


Just imagine—a once-in-a-lifetime trip around the world! 30 glorious days! Play in gay Paris... 


romance in Rome . . . behold the mysterious Middle East—exotic Istanbul—captivating Cairo 
strange New Delhi—breathtaking Bangkok . . . explore the Orient in historic Hong Kong—tantalizing 
Tokyo... do the hula in Honolulu . . . then on to sunny San Francisco. 


But that’s not all! For hundreds of lucky dealers, there’s a thrill-filled trip to the famous capitals of 
m Europe .. . Madrid—Paris—Copenhagen. And a wonderful week in Bermuda, the playground of 
the Atlantic—or Mexico's fascinating fiesta-land. 


You heard about the sensational Westinghouse European Holiday of 53 . . . the fabulous Las Vegas 
Roundup of '54.. . but, when Betty says, “Be My Guest,” Westinghouse is going to top everything ever 





for fun and profits in °5S. It’s the most exciting travel-profit-pleasure promotion of all 
time . . . backed by the most beautiful TV-Radio line in the industry. So get on the Westinghouse 
r'V-Radio bandwagon now! Sell America’s fastest growing profit line, and see the world! 








GO 


"ROUND THE WORLD 


——___ saeMens WITH 


WESTINGHOUSE 





on BEST OF BROADWAY and STUDIO O} 


Yes, it’s a two-way profit for you! Your customers, too, can win a trip around the 

30-day expenses-paid dream vacation for two! Or a 21-day tour of South America! A week 
Paris! A week in Mexico or Nassau! Plus valuable Westinghouse merchandise prizes galore! 
And when Betty says, ‘Be My Guest,” to the millions of viewers on Best of Broadway and 
Studio One, week after week, your store will be stampeded with prospects. They'll come to you 
for their contest entry blanks. Thousands more will see the exciting ““Be My Guest” display in 
your window. They'll all want to see the most beautiful picture in TV. They'll want to see 
radio’s soundest values. They'll want to buy—and buy from you! 


Here is the opportunity of a lifetime for you to build bigger sales and profits than ever before 
and to earn for yourself the vacation of a lifetime. Get your passport to pleasure and profits now! 


Rod Kershenstein, Sales Promotion Mer 
Westinghouse Electric Corp 
TV-Radio Div., Metuchen, N. J 


Yes—I want my passport to pleasure and profits in ‘55! Please 
have the nearest Westinghouse distributor serving my area 
contact me immediately 


NAME. 
COMPANY 


ADDRESS .... 









Betty Furneas _—- 


bE MY GUEST , 


Go ‘round the worid with Westinghouse! 









See your Westinghouse distributor today 


for your Passport to Pleasure and Profit 


See New ’55 
WESTINGHOUSE 
TV-Radio 


at our exciting new showrooms in the 











Merchandise Mart, 11th Floor, Space 122 


Chicago 54, lilinois 


WESTINGHOUSE ELECTRIC CORP., TV-RADIO DIV., METUCHEN, N. J. 


distributor executive says: 


‘‘We needed a well-designed short line with all the most wanted 
features—a line that would give us good discounts and higher net 
profits to pass on to our dealers."' 


...SO they chose Giic¢c rez 
Quicfréz was the logical choice of Bill Frazier, vice president of 

L. P. G. Equipment Co., Orlando, Fla., in expanding the offering of 
independent lines to his company's dealer organization. Here's the 

way Mr. Frazier explains it: 

“Quicfréz produces only popular sizes, at mass market prices, and 
backs them up with effective local promotions. This keeps my inven- 
tory low, and we make a profit on every unit we sell. Our dealers have 
had the same experience, which helps account for their loyalty and 
for our increasing volume and acceptance in this market. 

“We're completely satisfied with Quicfréz and its potential, and, of 
equal importance, our dealers agree with us 100%. We're looking for- 
ward with great interest to your new 1955 line." 

AND HERE IT 1S—Quicfréz for 1955! A short, active refrigerator 
line—five models packed with features, including new push-button 
automatic detrosting, space-engineered compactness, beautiful color 
styling. Four beautiful chest-type freezers and two great new uprights, 
in the most popular sizes—plus a 4.2 cu. ft. upright that's the most- 
publicized in the industry. 


If you want to make 1955 a year to remember, follow Bill Frazier's 
lead; for good discounts, higher net profits, sell Quicfréz. 







































Imperial Model 102B refrigerator; push-button For literature on all models, write to: 
automatic defrosting; capacity, 10.2 cu. ft. Four Quicfréz, Inc., Fond du Lac, Wisconsin 
; other 1955 models, 5.6, 8.1 and 10.2 cu. ft Manufacturers of fine refrigeration equipment for almost 50 years 

















Upright Freezer Model QUIBA: « apacity, 18 
cu. ft. Two other 1955 upright freezers, 4.2 cu 
ft. and 14 cu. ft 
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Look at all the sales you can make! 





Fabulous New FRENCH-FRY SKILLET 


Best buy in electric fry pons because this one comes with its own 
deep fry basket and lid—no extras to purchase! Big, too! 11" wide, 
3" deep. Will cook stew for 8, or bake a cake, warm rolls, fry every- 
thing, pep corn, etc. Chrome-finished cast aluminum. Model 6400. 


Retail, $24.50 





















New All-Chrome SILVER-CHEF 


Look whet you get in this fabulous chrome mixer with 
stainless steel bowls! Includes all accessories at listed 
price. Built-in power drive—no awkward adapters. 10- 
speed dial selector, Magic-Mix arm. Beaters release avuto- 
matically. Portable mixing head. Model 4300. a 


Retail, $54.95 


Also available in white enamel. Model 4201. $45.95 


























7 


Double Duty EDGE-WELL 


* Sharpens all types of scissors and knives —large, small, 
POP-U 7 hellow-ground or scalloped. Absolutely safe for oper- 
Super P TOASTER Rete Shy. of ator and cutlery. Quick, easy-to-use. Blades fit naturally | 
Tops in quality end beavty. Completely avtomatic. ect 


at perfect angle for best results. Separate slots for knives t 
Needs no preheating; teas! pops vp when done. Extra and scissors. Lightweight, compact, powerful. Easily 


wide slots te date English ffins or bread tored. Model 14. Retail, ’ 
of any thickness. Timer sets to any shade and degree Food 'n' Drink BLENDER ™~ ” ve" $14.95 a 


of crispness. Easy clean crumb tray. Mirror finished Btehelds 38 ecunces! Stainless cult Sie, ai 
chrome. Medel 650). Retail, $19.75 dé steel bledes liquify, shred, grind, blend, a ae “ee ‘ : 
4 whip, beet, pulverize, mix, puree, grate . . . Sas, “Se ae asf 
oft 3 - ” « wy > a » 











will even churn butter! Gives you years o a 


fun in your kitchen. With recipe book. 







of 





Medel 5902. Retail, $33.95 






























F 
. / / /\ “ \\ 
HEAVY SPRING ADVERTISING—ALL IN BIG PUBLICATIONS—PLENTY OF NEW ITEMS— 

WILL MAKE THIS THE HOTTEST, MOST PROFITABLE LINE TO FEATURE 


Get all the details at the Housewares Show or call your Dormeyer representative 


\ arn be ee | 
1 \ 





a 


“whe ARs, 





Steam and Dry IRON-WELL } 


This double-duty iron switches from dry to steam in a second. 
Built-in funnel—holds eight full ounces—uses tap water in 
most creas. Lightweight with large soleplate. Thermostati- 
cally controlled fabric dial indicator. Model 12. 


Retail, $18.95 










Cook-All DEE P-FRY COOKER 


Top quality! Top performance! Sensationally low priced. Com- 

binction deep fryer-cooker does everything—makes soup, 

stew, casseroles, too! Even pops corn! And, of course, deep- 

fries everything. Automatic thermostatic control with “Jewel” 

signal light. 4-quart capacity. Medel 6200. Retail, $18 95 
. 








ais sit 
New HURRI-HOT | Electri-Cup 


Nothing like it! Warms, cooks, beile—in a 
hurry. Grand for baby's bottles. Makes 4 
cups instant coffee, tea, etc. Boils eggs. 


Heats soups. Plugs in anywhere! Chrome- 
New! Portable “SILVER DORMEY” Perfect Brew COFFEE-WELL stated oxtetiun, Ginger taienher with aatie- 
Lifetime mirror finish won't peel, chip, crack The most adaptable electric coffee chrome finish for easy cleaning. 3-way heat 
or stain—ever! Has all big-mixer features— maker available! Perfect Perk Selector control, Removable egg rack. Weighs lees 
Dial Selector with 5 full-powered speeds, full lets you make 3 different strengths than 3 Ibs. Model 6700. Retail, $14 95 
size stainless steel beaters, avtomatic release. of coffee at one brewing. “Warm or at a 
: Stands on end for easy draining. Extra light- \ Brew" selector gives it complete ver- tre 







weight. Free recipe book. Model 7600. ’ satility. Perks 4—10 cups. Chrome had 
Retail, $ plated aluminum finish. Model 6900. | 
21.50 


Also available in white enamel, $19,50 en My 


= y, whine 
nee “az r Weve 0 100 4 100 i ) 


CORPORATION KINGSBURY & HURON STS., CHICAGO 10 or ; 08 
All Dormeyer apphances are opproved by Underwriters’ 
loborotories, Inc. Factory guoronteed by erate oo) Proview Thom te. 
a 
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at the Housewares Show 


Electrical Appliance Market Data by Regions (Continuea) 














Average 
No. of Customers KW-Hour 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) 
1954 | Ome | (t98e Refrig- w Di 
eter Auto. le Vv ish- 
(Acusl) | erators Ranges Heaters Freezers Wechers Coren lroners Dryers — Washers 
Delaware Power & Light Company 
(Northern Division) 64,040 61,310 2,468 2,000 1,100 500 600 2,000 1,500 300 500 3,000 200 
Consolidated Gas, Electric & Power 
Company of Baltimore. . 406800 393,906 1,960 36,210 6675 5,350 3,500 + 13,300 > 1,430 2,500 20850 3,000 
Potomac Edison Company 128,352 125,130 2,860 7,800 6,500 3,250 3,200 5,000 7,000 385 2,000 
Delaware Power & Light Company, | 
Eastern Sh Public Service Co.,| 
r sre — or: Oe 54,643 4,000 3,500 1,800 2,000 2,500 2,300 500 700 3,500 300 
Eastern Shore Public Service Co., 
DISTRICT OF COLUMBIA 
Potomac Electric Power Company.. 277,178 265,904 2,523 35,715 5,706 786 3,912 14,106 3,958 935 3,403 15,785 3,746 
Appalachian Electric Power Co. 412,000 407 620 2,290 24,000 11,200 5,000 
Virginia Electric & Power Company 547,000 526,177 2,810 
WEST VIRGINIA 
Monongahela Power Company 180,100 178,051 1,635 9,500 3,600 480 3,800 5,760 5,500 225 1,800 9,500 275 
Wheeling Electric Company 37,000 36,732 | 1,980 1,050 275 300 775 
NORTH CAROLINA 
Carolina Power & Light Company 314,800 308,884 3,275 33,500 25,000 10,500 9,000 14,000 5,000 300 750 500 
Duke Power Company 513,000 493,052 3,770 37,000 37,400 26,570 17,800 31,560 2,840 
SOUTH CAROLINA | 
South Carolina Electric & Gas Co. 135,000 129,635 | 3,400 15,500 5,776 4,500 3,000 7,000 4,500 1,500 1,000 1,800 
Savannah Electric & Power Company 45,000 43,415 2,900 6,900 3,500 2,500 3,000 4,000 3,000 100 300 1,000 200 
Georgia Power & Light Company 29,680 27,868 | 2,910 3,170 1,485 625 935 905 1,515 55 65 175 50 
Georgie Power Compeny . 482,000  462,324| 3,149 47,000 26,200 8,800 17,500 35,000 48,000 2,000 5,000 24,000 18,000 
Florida Power Corporation 150,000 138,475 2,738 11,185 6825 6,110 1,605 4,775 3,575 130 445 1,335 445 
Tampa Electric Company 98 600 92,093 3,050 10000 5600 2,500 2,000 5,500 4,000 175 350 - 250 
Florida Power & Light Company 402,000 370,679! 2,980 45,000 22,000 16,000 5,000 18,000 20,000 7,200 300 2,500 6,500 2,500 
Gulf Power Company 63,234 59,596| 3,064 3,200 2,500 1,700 1300 900 150 375 900 900 
(Ly) Figures from last year's report. 
Average 
WEST SOUTH No. of Customers | KW-Hour 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption 
CENTRAL * wane 
1954 1953 1954 Retrig- Water Auto. Conv. Vacuum _Dish- 
(Estimated) (Actual) Ranges H Freezers Ww Ww loners Dryers Cleaners W 
Arkansas Power & Light Company.... 235,296 228,475 1,800 16,817 2,772 411 5,376 8,198 8,384 566 
Southwestern Gas & Electric Company. 148,712 143,797 1,850 15,000 1,150 350 5,050 10,050 7,500 350 750 3,000 600 
New Orleans Public Service, Inc...... 145,800 142,783| 2,179 20,000 400 4,800 15,500 5,500 700 1,000 5,000 1,500 
Louisiana Power & Light Company 168,200 161,658 1,687 13,000 3,000 1,200 8,000 9,000 7,000 400 2,000 2,000 
Central Louisiana Electric Co., Inc 80,475 78,872 | 1,525 e gh pes 
OKLAHOMA | 
Oklahoma Gas & Electric Company 262,460 256,369 1,850 16,038 3,817 175 5,000 <+ 12000 -> | ee 1,500 
Public Service Co. of Oklahoma 178,500 172,695 2,000 6,200 4,650 200 2,000 5,500 2,500 900 1,400 4,000 2,000 
Cent. Power & Light Co., Corpus Christi 170,000 159,200 1,825 12,500 2,200 600 3,600 9,000 8,000 400 650 400 
West Texas Utilities Company... .. 77,000 75,420 | 2,000 5,000 3,000 1,000 1,200 2,000 1,000 200 200 300 200 
Southwestern Public Service Company 122,472 117,992 1,799 9,790 2,755 298 3,890 11,980 4,120 600 2,344 420 
Electric Dept., City of Austin... 41,000 39,553 1,900 , = a se pee 
City Pub. Serv. Bd., San Antonio 135,712 132,808 1,902 12,000 500 100 5,000 14,000 5,000 350 150 4,000 1,000 
Texas Power & Light Company.... 262,700 254,217 | 1,765 26,500 8,000 850 23,000 <+ 22000 - 2,100 5,000 6,600 2,750 
Gulf States Utilities Company... . 208,000 199,291 2,082 16,000 5,000 1,200 4,500 500 1,000 
Houston Light & Power Company 335,000 320,758 2,660 25,000 3,500 500 10,000 24,000 6,000 150 2,500 15,000 1,800 
El Paso Eiectric Company 61,300 56,771 2,500 7,000 2,000 1,500 1,200 425 375 
Dallas Power & Light Company 176,384* 175,341 2,800 11,709 2,938 67 1,725 10,705 2,158 299 982 2,007 
Texas Electric Service Company 220,000 209,708 2,350 20,000 3,000 100 5,000 10,000 20,000 6,000 1,500 1,700 2,000 
* Aug. 31, 1954 
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a be 7 . otal No. Did Co, 
Food Room Food Dealers M 
Waste Radio TV Retrig- Woter Alr Auto. Conv. Vacuum Dish- Waste Redio TV Serving dise in to in 
Disposers Sets Sets | eretors Ranges Heaters Freezers Condit. Washers Washers lroners Dryers Cleaners Washers Disposers Sets Sets Territory 1954 1955 
100 2,000 3,600 | 90 17 8 5 6 < 95 —~> 8 3 85 3 1 98 80 110 Yes Yes 
3,000 21,700 25,140| 84.3 12.8 6.2 5.2 71.4<4 694 -—> 4 2.1 45.7 2.6 2.7 87.7 92.8 | Yes Yes 
2.2 455 32 . . . 260 Yes Yes 
100 6,000 5,000 | 90 23 15 20 10 26 70 4 3 80 1.5 8 95 45 215 Yes Yes 
5,898 51,023 43610 |} 946 14.7 2.3 7.5 10.9 18.9 32.9 99 46 A9A4 5.3 7.5 +100 84.8 295 No No 
. Ss 16.9 cing? eee a Yer re ; 3.3 Di > RE aed 1,400 No No 
90 20 19 mH 5 Biblia teh faa te Si rales 80 30 1,800 No No 
310 10,500 14,500 | 86 16 3 2.8 4 8.8 82 6.8 24 1 1.6 98 23 350 Yes Yes 
: 3,500 | 90 22.2 OS a es : es oF: 719 er ae over $100 60 55 Yes Yes. 
300 40,000 29,000 | 100 62 41 12 1.3 13 64 2 1 70 1.5 1 +100 10 1,250 No No 
; ; ies 85 60 47 3 havgie.e Aewt “ (spot ae on ; ay 1,400 Yes Yes 
1,400 . . 22,000 | 80 35 18 8 4 26 25 5 3 ee 7 4 95 22 245 No No 
\ 
100 8,000 16,000; 90 39 35 16 7 15 i A sGlees 10 35 2 1 98 60 | 75 Yes Yes 
40 3,145 2,500 | 96 44 28.2 99 4.1 15.4 37.7 19 8 21.2 1.4 8 98 15.5 | 135 No No 
2,000 «te dhastaree 87 40 28 24 3 23 34 5 2 65 3 2 51 (\(Ly)1,750 Yes Yes 
225 8,035 12,000 92.4 464 41.8 5.4 5 16.2 349 3.3 1 34.1 2.1 1.2 98 16.4 390 No No 
200 .. 20,000 | 96 49 27 12 7 , heute eee! tee : oar j 154 No No 
1,500 40,000 65,000 91.1 46.1 50.2 6.6 5.2 28.4 . <a sida 2.3 oe 43.3 1,619 No No 
700 5,000 28,500 | 94.3 40.4 34.4 9.3 3 28.3 37.4 2.1 1.1 40 1.5 1 97 55 78 Yes Yes 
| 
| PRESENT SATURATION (Percent) 
viasiiiepiinaieaiibamidiasataadel " Did Co, 
Food | Room F Desens Marchen- Plen 
Waste Radio TV | Rehig- Water Al Avto, Conv. Vacuum _Dishe Waste Radio 1V dise into in 
Sets erators Ranges Heaters Freezers Condit. Washers Washers troners Dryers Cleaners Washers Disposers Sets Sets Territory 19547 19557 
| covey eS, ee. 4188 3 hs, C0. Be BM - usa ee ee ee 45.4| 1,060 No No 
| | 
300. ‘ 30,700 | 88 6.6 2.1 10.5 56 23.4 36.6 43 1.2 aie 2.4 CH 2néoreen ee 491 No No 
1,000 27,000 29,000| 91 Oe «s Vente 14.5 219 <<“ 75 => 9.1 16 35 5.6 2.5 98.3 85 | 239 No No 
70 te 14,000 | 80 7 4 21 8 35 48 6 ewe 6 2 98 30 650 No No 
: a ara prgetacils 2 aa eel nes RR rh Ls Hynes Sint cadena eae aaree 7 104 Yes Yes 
| 
2,000 18,593 25,000 | 90 8.4 , 76 15 aay n As,’ ETE See ‘nh  memand 98 66 750 No No 
4,000 3,500 30,000 90 10 1.1 6 15 40 50 7 9 85 5 7 92 70 350 No No 
es 14,000 | 80 11.5 2.5 16.5 10 28 42 3.1 + ou : 1.9 1.2 95 20 500 No No 
200 2,500 3,000 | 92 20.2 6.6 35 5 40 60 5 —.1 60 12 12 95 10 180 Yes Yes 
; 22,250 | . - eeu? +e eee ; _s ae. :* gilkaee eater a he 264 No No 
; vere | 98 5 1 10 10 20 50 5 10 85 5 5 95 30 (Ly) 30 No No 
500 20,000 30,000 Oe ee : Pape ; : Shins Mcgee Sie) | Blea te ” 140 No No 
24,500 30,000 | 93.5 9.6 P. 3 2%.9 <+284-> 2.9 3.8 9.2 ar. iewad 99.5 28.4 660 No No 
ae .. 40,000 | 85 20 6 15 14 abr (ile -seeee” eke ieeew 95 35 300 Yes Yes 
1,800 37,000 35,000 87 6.7 ao 19.2 20 40 37 5.3 35 49 49 2.1 99 149 450 No No 
: oa 19,500 | 96.2 27.2 204 13.9 4.1 : is otal Bek oe 1.3 bees a. Mheis ° oaiten 81.6 82 Yes Yes 
1,904 15,605 11,709 | 88 10 —-.1 12 52 43 24 9 ae? z 4 ; -.. 200 No No 
1,500 . ; 30,000 | 95 9 ~~ es 11 40 40 8 2 2 2 98 ae 400 No No 
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For real sales @0%@0#...you can’t do 


270 


Automatic Dishwasher Action... KitchenAid is the dish- 
washer that adds real action to your sales...the dishwasher 
that really moves, Why? 

Only KitchenAid has the sales features that your customers 
want!...the “years-ahead” features that make KitchenAid 
truly different. For example: 

Only KitchenAid has the powerful Hobart revolving wash 
action...the “really clean” action proved in more than 50 
years’ experience in commercial dishwashing machines. 
This action gets dishes clean the first time...without pre- 
rinsing. Only Kitchen Aid has a separate motor and blower 
fan that assures fast, thorough drying. 

And, KitchenAid provides true user convenience with 
easy, front-opening door, independently sliding, durable 
plastisol-coated racks for most convenient loading and 









unloading. Upper rack is adjustable to accommodate tallest 
glasses, larger pots and pans. 

The KitchenAid line is complete, gravity-drain, pump-out 
and portable models—7 in all—to fit any kitchen... white, 
stainless steel or antique copper fronts...or can be finished 
to harmonize with kitchen cabinets. It’s the line that really 
moves...that sells itself (without trade-ins), as is shown by 
the fact that almost half of all KitchenAid owners saw one 
in a friend’s home...and then bought one! 

So, for real sales action...for the quality dishwasher that 
has the exclusive features your customers want, display and 
demonstrate Kitchen Aid. For information write Dept. KEM, 
KitchenAid Home Dishwasher Division of The Hobart 
Manufacturing Company, Troy, Ohio. In Canada: 175 
George St., Toronto 2. 


The Finest Made 
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Action photo made with Deardorff View 
camera, equipped with 9 '/2-inch Goerz Dagor 
lens. 3 flashlight bulbs attached to various 
levels of beater. Exposure: 3 seconds at F4.5 




















better than KitchenAid 


Food Mixer Action... KitchenAid is the finest food mixer on the market... because 
it’s so different...sc much better! 

For sales action, just turn it on...let your customers see for themselves how com- 
pletely different. ..completely better. ..exclusive ‘‘round-the-bow1” mixing action is! 
Actually, it’s a sales story in itself...to watch the big single beater travel ‘“round- 
the-bowl,” rotating as it travels, They'll see how it eliminates any ‘dead spots” in 
the mixing bowl...why it mixes so much more thoroughly and so much faster. 

Then show them the convenient “up front” mixing guide...point out the “plus” 
power of the Hobart-designed motor that operates the full line of attachments with 
ease...without need for an expensive power booster. Demonstrate the full line of 





useful attachments...can opener, meat grinder, vegetable slicer, colander and sieve, COFFEE FLAVOR ACTION. Grind some coffee 
trate take SS f d h for your customers...let them smell the aroma... 
ruit juicer, ice Cream Ireezer and many others. tell them the fresh-coffee story, and you've got 

And, don’t overlook the fact that you make more profit per sale with KitchenAid real sales action. The KitchenAid Electric Coffee 
than any other food mixer. Display and demonstrate Kitchen Aid...the food mixer Mill assures freshly ground coffee at the touch of 
hos com teal bes f For inf, . ie D KEM. Electrical H a switch. Don't forget they'll get more cups of 
that can build profits for you. For information, write Dept. KEM, Electrical House- better tasting coffee per pound...another impor- 


wares Division, The Hobart Manufacturing Co., Troy, Ohio. tant sales point these days. 


The quality appliance line by the 
World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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Electrical Appliance Market Data by Regions (Continued) 








Average 
FAST NORTH No. of Customers KW Hour 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic Consumption 
CENTRAL a ae ee ee ee 
1954 1953 1954 Retrig- Water Alr Auto. Conv. Vacuum Dish- 
(Estimated) (Actual) erators Renges Heaters Freezers Condit. Washers Washers roners Dryers Cleaners Washers 
OHIO 
Dayton Power & Light Company 200 000 192,874 2,625 13,000 5600 2,750 2,800 1,200 8,100 8,000 750 4,000 7,500 500 
Columbus & Southern Ohio Electric 210,000 201 496 2,250 13,500 4600 1,700 2,300 aati 6,000 2,500 ooes ae ; 1,690 
Cleveland Electric INluminating Co. 436,700 422,674 2,645 40,000 12,000 5,200 8,500 3,000 22,500 12,000 3,000 13,000 17,500 2,400 
Central Ohio Light & Power Co 22,000 21,290 3,100 1,500 oe ys 800 
Ohio Power Company 354,000 346,705 2,850 21,000 9,000 12,000 
Toledo Edison Company 156,411 153,867 2,939 15,000 6,000 2600 2,400 ; 8,000 3,500 5,700 900 
Ohio Edison Company 450,200 439,004 2,995 26,000 13,500 7,500 4800 1,400 14,000 8,000 2,000 10,000 12,000 800 
Ohio-Midland Light & Power Co 13,333 12,534 450 300 250 175 100 300 200 100 200 200 15 
Cincinnati Gas & Electric Company 
& Union Light, Heat & Power Co 325,000 317,000 2,320 34,000 7500 4,300 8,000 2,000 16,500 26,000 2,400 4,500 26,000 1,900 
INDIANA 
Indianapolis Power & Light Company 164,000 159,368 2,920 | 12,000 3,600 2,200 3,200 3,000 4,000 2,000 500 4,000 1,200 
Richmond Mun. Elec. L¢t. & Power 13,486* 13,367 me: as 
Indiana & Michigan ElectricCompany 230,800 223,780 3,650 | 10,000 8,500 ‘ ry é 10,000 
Public Service Co. of Indiana, Inc 298,000 290 863 2640 ; ; 
Southern Indiana Gas & Electric Co 55,850 54,657 2,800 | 3,500 1,000 1,500 750 1,750 2,000 2,500 100 400 1,500 100 
ILLINOIS 
Illinois Power Company 275,000 270,303 1,995 — , ; 
Central Illinois Public Service Co 187,600 185,474 2090 | 10864 3426 2,011 3,864 .... 3,698 17,388 1,651 264 
Central IMlinois Light Company 105,000 102,098 2,550| 4,900 1,100 1,200 1,800 2,000 5,000 3,000 1,200 4000 4,000 9200 
Commonwealth Edison Company 1,563,000 1,523,416 2,230 155,000 19,800 7,100 16,300 30,000' 65,100 43,900 2,800 12,000 125,000 3,500 
Central Illinois Electric & Gas Co 48,770 47,516 2,360 3,000 500 400 800 1,000 1,800 2,200 200 700 
MICHIGAN 
Consumers Power Company 669,210 647,922 3,074 | 33,750 16,200 900 
Board of Water & Electric Light 
Commrs, Lansing 36,4716 35,865 3,400 | 3,800 2,300 900 1,100 , 2,600 2,400 400 2,000 7,000 
Dept. Mun. Service (Wyandotte). 11,388? 11,295 1,920 | a ; , 
Detroit Edison Company 1,005 000 974,454 2,650 85,000 25,000 14,000 7,000 10,000 ~<- 60,000 —» 10,000 15,000 5,000 
Upper Peninsula Power Company. . 18,800 18,669 2,360 | 900 600 700 75 site 350 700 50 200 150 5 
Edison Sault Electric Company 9,450 9,281 2,300 846 449 251 173 ; 266 502 104 159 
| 
WISCONSIN 
Wisconsin Power & Light Company 156,369 153,214 2,550 4630 4,500 5,900 3,130 330 3,700 2,680 900 2,540 8,200 610 
Wisconsin Public Service Corp. 130,557 127,537 2,500; 3600 2,500 2,500 3,200 600 2,700 1,500 800 2,700 500 
Lake Superior District Power Co. 16,900 16,424 | 3,150 Se ees 
Wisconsin Electric Power Co 390,000 388,599 3,125 20,000 10,000 8,000 5,000 .. 10,000 1,000 8,000 1,500 
* Aug. 31, 1954. 1. It is estimated half the room coolers were residential installations and half were commercial 2. Sept. 31, 1954. 
EAST SOUTH 
No. of Customers W-Hour | 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
(Domestic) Consumption 
CENTRAL Dec. 31, Dec. 31, | Room 
1954 1953 1954 | Refrig- Water Alr Auto. Conv. Vacuum Dish- 
( | etetors Ranges Hesters Freezers Condit. Washers Washers froners Dryers Cleaners Washers 
KENTUCKY 
Louisville Gas & Electric Company 143,400 139,381 | 2995 | ....... tere 
Kentucky Utilities Company 189,561 184,773 | 2,163 20,170 10,180 3,778 5,385 3,415 4,656 13,268 660 1,388 3,560 529 
Kentucky Power Company... 78,500 78,418 | 1,940 1,000 3,600 1,350 500 500. ... s oeas a 950... 100 
TENNESSEE 
Knoxville Utilities Board. . 63,000 59,190 | 7,100 | 5400 4,900 2,500 1,400 1,800 2000 2,500 400 500 . , 300 
Electric Power Bd. of Chattanooga 66,650 64,828 8,506 4940 5,112 4,295 850 6,000 3,000 2,400 70 600 4,000 300 
Nashviile Electric Power Board. 94,200 90,494 | 7,500 6350 $100 4800 1800 9000 ...... .... A cg 900 
Kingsport Utilities, Inc... ... 17,300 17,182 | 5,500 1,100 900 ; 225 
Memphis Light, Gas & Water Div. 132,850 128,805| 2,450 11,000 2,000 500 5,000 16,000 6,500 7,000 500 1,000 5,000 1,700 
ALABAMA 
Alabama Power Company 468,127 456,522 2,697 41,000 22,200 7,800 9,250 8,700 19,600 20,400 525 1,850 14,300 1,450 
MISSISSIPPI 
Mississippi Power & Light Co 135,770 129,217 1,736 9,000 2,500 200 2,200 2,500 1,500 800 100 300 .. 300 
Mississippi Power Company 78,153 75,837 | 1,878 5,200 850 150 1,000 3,500 1,500 850 25 200 300 200 
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PRESENT SATURATION (Percent) 











- =n = siplniinipaciecaiel ipemnceahoameads No. Did Co. 

Food R Food A> paarehen> Plan 
Waste Radio TV Retrig- Water Air Auto. Conv. Vecuum Dish- Waste Radio TV Serving dise in to in 
Disposers Sets Sets erators Renges Heaters Freezers Condit, Washers Washers lroners Dryers Cleaners Washers Disposers Sets Sets Territory 19547? 19547 

450 14000 17,500 | 92 23 14 13 1.5 28 65 12 10 5 2.5 3 97 87 331 Yes Yes 
3,000 12,000 | 96 22 7 8 25 65 10 85 6 7 96 80 300 No No 
2,500 64000 48,000 92 23.5 9.5 11.5 1.5 27 64 19.5 12.5 87 4.5 535 97 83 591 No No 

45.6 18 13.3 80 No No 
53.1 27.5 7.2 1,000 Yes Yes 
2,200 16,000 96 40 15 14 16 80 175 Yes Yes 
2,500 50,000 97 37 13.5 7 2 16 72 15 8 82 2 3.5 68 815 Yes Yes 

100 300 500 90 35 25 25 1 2 70 15 15 70 1 10 90 50 No No 
3,000 56,000 45,000 92.5 16 8.1 16.5 2.1 23.7 62 9.7 5.4 75 3.3 44 100 90 810 No No 
1,000 6,000 | 98 33 15 14 2 30 60 15 9 87 3 4 99 85 250 Yes Yes 

25 No No 

96 55.3 3.9 15 12.1 99 70 1,000 Yes Yes 

80 35 20 13 990 No No 

150 4000 12,000 | 95 35 22 99 Yes Yes 
80 19 7 > Yes Yes 

485 23,019 | 89.3 26 13.1 11.7 2.8 24 703 No No 

500 8,000 90 22 8 6 3 18 70 13 10 80 1 3 98 18 270 Yes Yes 
5,000 285,000 125,000 89 12 6 5 6! 17 43 7 4 81 1 2 97 80 2,000 Yes Yes 

3,000 8,000 93 12 9 13 5 16 4 6 63 46 No No 

86.3 35.4 12.5 2,129 Yes Yes 

9,000 98 80 25 24 26 74 20 15 90 96 90 45 No No 

95 75 8 10 8 35 60 32 20 95 12 15 100 80 55 No No 

15,000 30,000 100,000 | 92 35 10 8 3 <—_—- 9 > 18 13 82 2 5 100 85 1,200 Yes Yes 
5 200 700 | 70 55 20 1 1.5 90 5 1 75 5 5 95 5 90 Yes Yes 

80 65 25 6 1 20 50 5 5 60 5 5 75 5 35 No No 

500 32,000 | 93 32 27.5 13.8 a 11.5 66.9 7 6.5 77.5 1.8 4 50.2 609 Yes Yes 
600 72 27 20 10 10 75 7.8 5 1.8 1.5 1,070 Yes Yes 

AB ge ED Meats ; 5 are a eae 128 Yes Yes 

2,000 20,000 | 93 32 21 13 1 18 64 15 8 90 3 5 100 90 800 Yes Yes 

PRESENT SATURATION (Percent) | 
; —| We |e. Did Co, 

Waste Redio TV | Refrig- Water Alr Auto. le Vecuum Dish- aste Redio Tv dise in to in 
Disposers Sets Sets | erators Ranges Freezers Condit, Washers Washers troners Dryers Cleaners Washers Disposers Sets Sets Territory 19547 19557 
— weal : , rad ce mete ; ee 190 No No 

423 20,562 20024) 91.6 31.4 19.2 9.4 2 10.3 65.8 4 3.1 65.8 2.3 1.5 +100 22.4 | 650 No No 

100... 1,000 | 90 37.4 10 5 3 90 25 280 Yes Yes 

200 : ; 18,000 | 97 80 65 20 15 yy 18 6 70 12 10 100 59 95 No No 

100 4000 15,000 99 90 67 15 22 <— 82 -—> 20 12 78 5 3 100 35 90 No No 

16,500 | 93 77 55 °° sertel socks ears Sea + 105 No No 

; ; 719 64.1 - =" 4.2 , ; 40 No No 

1,200 16,500 32,000; 85 10 4.5 12 18 34 71 10.5 5 85 11 5 97 74 224 No No 

1,025 45,000 55,000 | 80.6 34.5 16.5 99 1,200 Yes Yes 

« «eaten st 80 14 2 11 14 <—_ 20 -—> 4 2.5 2 1 100 20 500 No No 

50 3,500 5,200 | 85 14.5 44 8.1 SOU (Noves vecwe “repeal eares Seena 17.3 Yes Yes 
ADDITIONAL CHARTS ON PAGE 276 
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Magnavox... quality, 


THE NEW MAGNARAMA 24—THE BIG SCREEN OF TV FOR *249.50 





alae” 


ere 
eo 





4 A 
Pad 
¥ a 
Me 


Big Picture 335 sq. in. combined with 
fine furniture. Deluxe chassis, stand-up 
tuning, coaxial hi-fi speakers, chromatic 
filter, all refinements of finest TV. Hand 
rubbed genuine mahogany, fine-furniture 
styling. Videorama 24 (VHF), $349.50. 





Compact Cabinet With TV-Radic- 
Phonograph. Base drawer slides ovt 
Automatic 3-speed phonograph, AM 
radio, and two speakers. MV!21LX 
Magnevision Concerto, $299.50. 





¢ REVOLUTIONARY IN PERFORMANCE, style, and value! New 
functional styling makes the 24” Magnarama the most 
beautiful TV in America 


@ SETS THE PACE for the big 24-inch market in 1955! 


* BIGGEST SCREEN — 100 sq. in. more picture in a cabinet no 
larger than the average 21” table set 


@ REALLY CONVENIENT TUNING with controls on top of the 
cabinet where you can see and reach without stooping. 


® CONCEALED CONTROLS—raised cover acts as sound pro 
jector, automatically shuts off set when closed. 





Hi-Fi Sound 12” and 5” Speakers; 
' EL Re picture detail obtainable only with 
Redio-Phono-TV Combination in o complete home entertainment center. Com- aluminized tube and optical filter. Top 





¢ TWO-SPEAKER, front-projected sound makes pictures talk 


®ALUMINIZED TUBE combined with Chromatone Optical pact, beautifully proportioned furniture. includes powerful AM-FM radio, 3-speed tuning, concealed controls. VM1521C 
. : changer, 2 Magnavox speakers with Model 250 chassis. Years-chead contemporary VIDEO THEATRE, mahogony (VHF) 
Filter provides movie-like picture quality styling. Modern Theatre MV!72LC, genuine mahogany, $398.50 $279.50. Aliso available in limed oak 


® MAGNATRONIC “600” FULL TRANSFORMER-POWERED, 41 
megacycle, 21l-tube chassis with Magnavox Cascode 
‘Tuner makes the Magnarama 24 an incomparable value 
only $255.00 complete with stand. 


@ FULL-PAGE AD dramatizing this model in January national 
magazines reaching over 44 million people. Delivery now 


NO OTHER LINE HAS ALL THESE SALES-MAKING FEATURES! 


265 aq. in. 21-inch picture tubes, aluminized tube com 
bined with Chromatic Filter—Reflection Barrier 
multiple speaker, front-projected sound—true high Bs 









a vy 
~~ 








fidelity sound, push-pull audio power up to 10 watts The Gem of TV Encased in Genuine Deluxe TV with Magnasphere Chassis innovation in Top-Tuning Console. 
most convenient top tuning—concealed controls Mahogany. Cover conceals controls 2 speakers, front-projected sound New convenience and '‘no-bernd™ tuning 
when raised, projects 2-speaker sound phono jack, tone control. Built-in antenna Most compact, lovely to look af . 


new style concept which makes Magnavox TV the 


forward; when closed, avtomatically and mobile table moke every room a controls concealed by sliding ponel 
most compact and most beautiful sets on the market. shuts off set. This is the beautiful TV room. (Also available in ook and 2 speakers. Choice of 3 beautify! 
Telerame, Magnovox Model MV!141LD cherry.) MV!114L0, Magnerame 21 marproof Magnatex decorator colors 


complete with stand (VHF), $239 50. genvine mahogany (VHF), $249.50 MV! 5!LC, New Yorker (VHF), $249.50. 
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style, and value leader! 


Here’s why you can make more money 
with Magnavox than any other line— 





Here are the reasons why dealers prefer Magnavox NINE TO ONE, as recorded 
in a recent independent survey among multiple-line dealers selling Magnavox! 
FRANCHISED DEALERS SELL MORE Magnavox than any other brand—and do so profitably. 


MAGNAVOX SELLS MORE sets per dealer than any other manufacturer, averaging better than 120 sets 
per dealer in the past four months . . . some dealers sold more than 1500 sets. 


MAGNAVOX UNIT SALES ARE 30°), HIGHER than the industry average because of easy sell-up values. 


MAGNAVOX HAD THE LARGEST SALES INCREASE in the industry, gaining more than 50° in the last 
four months. 





THE NEW 1955 MODELS, a few of which are illustrated here, will enable Magnavox dealers to score a 
new record. More than ever Magnavox dealers will out-sell competition because these new models 
have greatest sales appeal—performance and style features you can demonstrate. 


Wonderful Conselette at Table-Model 
Price. Two 8-in. speakers provide wide 
range sound for magnificent 265 sq. in, 
picture. New convenient Top Tuning and 
other sales features, MV12'1LK, Magne- 
vision 21 Consolette (VHF), $199.50. 


Why Waste Your Profits Competing With Discounters? Sell Magnavox! 

No Price Cutting. No Discount-House Competition! 
MAGNAVOX IS THE ONLY FAIR-TRADED LINE—the only T'V-radio brand with vigorous price mainte- 
nance enforcement. Price-cutting competition can’t undermine your sales effort. 
WHY WORRY ABOUT INVENTORY MARKDOWNS? Magnavox gives you a rebate guarantee, protecting 
you in the event of price reductions, 
MAGNAVOX MARGINS ARE HIGHEST— ample enough to give you a decent profit. 
MAXIMUM OPPORTUNITIES FOR SALES AND PROFIT. Magnavox sells through fewer than 2% of the 


nation’s radio-T'V dealers. There is none of that promiscuous franchising largely responsible for 
today’s chaotic marketing conditions. 





CAN YOU QUALIFY AS A MAGNAVOX DEALER? And Magnavox will continue to confine distribution to 
those dealers who adhere to the sound Magnavox no-cut-price policy. There are a number of good 
markets in which Magnavox does not now have adequate representation. If you want to make more 
money selling TV and High Fidelity, write The Magnavox Company, Fort Wayne 4, Indiana, to 
determine whether there is a franchise available in your market. 


Concealed Top Controls under a cover 
that projects sound forward when raised. 
Aluminized tube, chr filter give 
pve quality unobtainable in other 
V at this price. Compact style, MVISILC, 
Magnevision 21 (VHF), $198.80. 





See these exciting new Magnavox models demonstrated in Room 1126, Merchandise Mart, 
Chicago, January 3-14, 1955 


All prices and specifications subject to change 





Greatest Promotional Value. Function 
al styling thot provides beauty and cor 
venient top tuning. Omni-directional 
sound and offer Magnavox features, 
MV1211, Magvevision 21, $179.50. 


Vi The magnificent 
am ef navox 


high-fidelity - television - radio-phonographs 





Magnavox Largest Selling 
Phonograph Line 


Magnavox, pioneer of high-fidelity and 
largest selling line of phonographs, offers 
a wide range of models and prices that 
help Magnavox dealers outsell all others. 
Magnavox “Integrated Design’ means 
true high-fidelity, perfected sound repro- 
duction. Extra audio power, full frequency 
response and a minimum of distortion 
re-create the original performance, 








ee 


The Topper 17. Finest 17° table model 





Tone Quality Superior to Many : Z Outstanding “Buy” in High Fidelity. Brilliant High Fidelity Performance. mode, 20 tube, full transtormer-pow 
Consoles. High Fidelity phonograph, Step-up, Sell-up values in Magnavox ‘‘In- Newest model from greatest name in 1) -tube AM-FM radio-phonograph, hos ered, 41 megacycie chassis with 
two Duosonic speakers, 6 watt audio tegrated Design” phonographs, $69.95 "9h fidelity sound reproduction opens two 12" speakers and 5” speaker, 10 Magnavox Cascode Tuner, convenient 
power. Three-speed changer. TP254M, 


top tuning, Omni-directional sound, 
MV117)-—-priced at only $149.50 


@> MAGNAVOX OFFERS > MORE FEATURES @> FOR STEP-UP m> SELL-UP SALES > > D> 


to $495.00. big new hi-fi phono sales Me tyr 4 watts audio power. Beautiful cabinet. 


Playfellow, mahogany, $99.50 CP 241M, Magnasenic 210, 267M, The Concerto, $298.50. 
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Electrical Appliance Market Data by Regions (continved) 














Avera 
WEST NORTH Me. ef Catemen | KWitew 1954 SALES OF ELECTRICAL APPLIANCES (UNITS) 
(Domestic) Consumption 
CENTRAL Dee 31 Des? Room 
1954 1953 1954 Rebrig- Water Air Auto. Conv. Vecuum Dish 
(E ( erators Renges Heaters Freezers Condit. Washers Washers troners Dryers Cleaners Washers 
MINNESOTA 
Otter Tail Power Company 69,000 68,331 2,600 3,000 2,000 750 1,500 200 750 500 500 500 500 200 
Northern States Power Co., & Subs.. 498,000 485,180 2,610 | 30,000 8,000 7,500 10,000 1,000 10,000 15,000 3,500 7,000 8,000 1,500 
Minnesota Power & Light Company 52,350 51,344 2800 3,445 2,358 2,091 1,050 . 1,981 2399 205 1,536 1,989 93 
- ‘rama Utilities Co 63,000 51,000 2,600 2,500 1,800 700 1,000 300 1,200 500 150 1,000 800 200 
lowa Public’Service Company 98,169 96,431 2,151 5,000 1,300 1,300 
lowa Electric Light & Power Co 113,044 104,273 2,413 10,060 15,070 6,690 2,775 2,480 5,715 1,905 915 2,482 4,380 3,150 
lowa Power & Light Company 106,000 105,367 2,200| 2,500 1,300 600 1,200 2,500 3,000 2,000 400 3,000 2,500 400 
lowe Southern Utilities Compeny 63,400 62,791 2,000 3,700 1,000 1,050 1,400 1,080 1,300 2,200 130 500 100 
lowa-Illinois Gas & Electric Co 72,806 71,100 1,964 3,200 700 375 500 1,400 2,500 1,800 450 500 2,300 350 
Interstate Power Company 66,100 65 664 2,490 3600 2,200 3,000 2,350 1,500 2,500 100 
MISSOURI 
Bd. of Public Wks., Poplar Bluff 4,388 4,204 1,014 
Kansas City Power & Light Co 205,000 190,000 2,419 | 30,000 5,500 400 6,000 10,000 12,000 4,000 4,500 1,200 
City Utilities of Springfield 27,000 26,933 1,850 ; rw 
Empire District Electric Company 53,000 51,706 670 310 ous 60 
Union Electric Co. of Mo 483,746 473,246 2,595 | 40,000 11,000 4,900 7,000 30,000 16,400 8,200 2,640 7,000 13,000 3,200 
Missouri Power & Light Company 51,500 50,722 1,714| 3,300 1,900 980 1,200 4,000 900 1,000 500 300 1,500 150 
St. Joseph Light & Power Company 29,880 29,519 2,010} 2,500 1,200 300 800 800 700 1,100 350 500 1,000 100 
NORTH DAKOTA 
Minnkota Power Cooperative 40,000 40,000 300 
SOUTH DAKOTA 
Northwestern Public Service Co.. 29,000 28,225 2,700 2,000 1,200 900 300 300 500 300 300 1,000 1,000 100 
Black Hills Power & Light Company 20,500 18,750 2,400 1,200 750 350 450 75 850 150 125 35 350 100 
NEBRASKA 
Omaha Public Power District 92,500 90,560 6,400 3,200 700 1,700 4,400 4,000 3,800 1,900 300 
Consumers Public Power District. . 83,000 80,201 2,410 re ; 
KANSAS 
Bd. of Public Util., Kansas City 35,250 34,453 2,100 300 25 i : 
Kansas Gas & Electric Company 130,300 127,926 2,230 10,202 3,061 337 3,071 11,500 7,069 3,011 589 1,827 387 
Kansas Power & Light Company. . 122,434 124,600 1954 10,500 4,000 740 2,00011,000 6,500 5,200 1,000 1,800 2,000 
Western Light & Telephone Co., Inc. 34,350 33,816 1,775 | 1,800 2,500 450 600 1,500 1,500 300 250 800 1,000 250 
Dec. 31, Dec, 31, | Room 
1954 1953 1954 | Refrig- Water Alr Auto. Conv. Vacuum Dish 
MOUNTAIN (Estimated) (Actual) | erators Renges Heaters Freezers Condit. Washers Washers ironers Dryers Cleaners Washers 
MONTANA 
pana” Power Company 111,970 110,240 2,808 7,000 5,200 1,800 3,300 125 6,000 6,000 1,200 4,500 1,000 1,000 
Idaho Power Company 103,000 101,139| 5,750 7,500 6,000 5,700 3,000 200 6,000 2,000 1,000 3,500 2,500 500 
WYOMING 
Southern Wyoming Utilities Co..... 5,500 5,409 | 1,800 ; ; inivicvae. a eae . : ; 
Rawlins Electric Company 2,600 2,500; 2,100 100 200 50 75 10 150 75 25 100 100 25 
Western Public Service Company... 4,485 4,387 | 2,020 350 240 15 145 4 200 150 20 150 150 30 
Cheyenne Light, Fuel & Power Co.. 11,943 11,637 2.067 2,300 370 120 480 40 500 700 140 120 430 70 
COLORADO 
Fort Collins Light & Power Dept. 6,320 6,203 1,620 500 500 100 200 300 300 300 100 150 500 150 
Home Light & Power Co...... 10,950 10,206] 2800 | 570 400 a 1 a 290 70 02=— 45 —(‘CQ‘BC«éO?OMQD 85 
Public Service Co, of Colorado.... 218,200 203,353 | 2,010 | 20000 7,500 2,000 6,500 1,400 15,000 8,500 1,500 2,500 10,000 1,000 
Frontier Power Company....... 3,710 3,653 1,525 225 70 70 50 10 80 150 20 20 75 15 
Colorado Central Power Compan 24,000 20659 | 2165 | 500 350 100 195 5 400 100 25 100 50 
Southern Colorado Power Company. 36,000 34,857 1.985 | 2,800 535 100 525 97 1,310 740 90 200 1,300 80 
NEW MEXICO 
Public Service Co. of New Mexico. 65,400 62,033 1849 | 6,000 2,100 es Sia <— 6200 —-> 575 240 220 
Raton Public Service Company... 2,340 2,380 | 2,810 30 . Seay Fee eee ee 
ARIZONA 
Tucson Gas, Elect. Light & Power Co. 47,066 44,250; 2,123 | 1,000 250 100 100 100 750 350 50 75 100 
Arizona Public Service Co........ 110,555 104,540 2,500 | 9800 1,450 600 1,100 2,900 4,950 3,750 300 448 550 
urate River Power District 36,026 31,089 | 3,387 3,000 560 430 1,275 2,500 1,550 1,250 120 125 2,260 140 
Telluride Power Company... 7,700 7,582 | 3,500 200 350 350 RS 6 ae, bite = ’ 
Helper City Light & Power 1,220 1,200 3,600 50 20 20 20 25 40 5 10 20 10 10 
Dept. of Utilities, Provo 7,500 7,431 | 2900 | 533 282 101 169 40 568 260 95 195 18 
Utah Power & Light Co 166,113 164,065 | 3,598 9,150 9,000 3,600 3,400 425 7,800 5,600 1,450 2,550 8800 600 
Price Municipal Corporation 2,400 2,200 cs Doce eeen  Gackas isan ens ie anh eee en ae taeed wee PS er ee 
NEVADA 
Southern Nevada Power Co 18,000 14,432 9,575 1,262 1,140 649 80 125 1,466 426 130 117 220 
Sierra Pacific Power Company 26,750 25,242 4,250 2,500 1,125 750 nad 
Caliente Public Utilities. . 327 310 4,000 25 15 20 10 5 20 5 10 10 15 5 











* Cabled Community TV System. 
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1. Compressor type. 





2. Evaporative Room Cooler. 














3. For area covered by telecasts. 
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(LY) Figures from last year's report. 








PRESENT SATURATION (Percent) 














—- No. Did Co, 
w Redi Iv y x c ten oe: — oe on 
aste A ' 
Sets Sets | — Ranges A Freezers Condt, Washers Washers lroners Dryers Cleaners Washers Disposers Sets Sets Territory 19547 19557 
100 500 1,000 82.5 44 cca ea ee PPS Tg ae fine ee a ee ee 970 Yes Yes 
1,000 12,000 14,000 | 91 23 21 10 1 12 84 12 7 78 1 1 100 28 1,000 Yes Yes 
98 10,500 | 91 42 27 9 a 19 78 yg 5 61 6 an ucghe mate > ae 300 Yes Yes 
75 88 46 24 16 2 38 52 8 13 84 ee us are oe we) a Yes Yes 
2 ae PS 5 On) a Aa “ey ‘ of Pye Ge na eae et res Ric een ee ey No No 
450 15,000 57,688 | 93 28 31 12 1 25 75 5 12 90 1 1 +100 73 1,100 Yes Yes 
1,000 5,000 15,000 | 99 29 17 10 3 25 75 7 10 80 2 3 99 82 | 250 Yes Yes 
170 4,000 8,000 91 24 11 y 35 15 60 tint 2 RE EO RE 75 50 | 300 Yes Yes 
500 6,000 6,500 | 90 9.5 2 7 3 30 64 14 2.5 80 3 45 +100 75 110 Yes Yes 
250 rade 20,000 | 95 24 35 et 15 30 9 80 2 3 98 50 700 Yes Yes 
90 50 25 25 25 20 70 40 40 90 10 10 90 40 25 No No 
2,000 95 24 5 10 8 95 70 10 5 80 10 10 95 80 350 Yes Yes 
ay Cees . péeé eee RE ~banae: Sel ee ees bet? "ea vc” ite dane No No 
45 ee 19.4 10.6 pee Ra es We, 2 ee ey ar 6 5 che 325 Yes Yes 
6,560 . | 82 19.1 8.2 ee Tee Feat otal RDF Saree. sale re es: ae 1,200 Yes Yes 
150 5,000 18,000 | 90 28 15 15 y 26 58 16 1.5 80 1 1 98 46 225 Yes Yes 
90 2,000 4,500 75 15 8 10 5 14 70 5 65 1 1 95 40 70 Yes Yes 
nethec seiak? -W@ade) aeaee. ede: sated? Ree tees No No 
200 1,000 2,000 89 47 32 3 18 70 16 14 92 1 2 96 2 360 Yes Yes 
75 800 85 42 18 , Tee reg eo 3 17 65 8 6 88 2 1 97 | 80 Yes Yes 
200 6,500 11,500 72 31 15 15 4 18 Dates Me 7 vast 2 OS 25 8dees 98 120 No No 
85 45 5 5 5 10 85 5 10 65 5 5 95 10 600 Yes Yes 
By yee 15 teins pa ee ae ie: ieee wh bale a <ebeses si wees Poa 50 No No 
613 ; 21,722 | 92 22 4 18 20 38 38 14 10 76 6 9 98 65 313 No No 
4,500 4,000 12,000) 97 20 8 12 15 15 72 3 3.5 80 1.5 8 +100 35 450 Yes Yes 
200 90 26 8 15 5 25 75 6 10 90 5 Sea ee | 260 Yes Yes 
ia | No Disco 
Food | Room Deslens 
West Redi TV | Refr Water Alr Auto, Conv. Vacuum Dish Waste Radio TV Serving disein = —_ to In 
Disposers Sets. Sets | aie Renges Heaters Freezers Condit, Washers Washer ronere Dryers Cleaners Washers Disposers Sets Sets Territory 19547 9619557 
1,000 7,500 95 45 15 10 05 40 90 20 15 95 5 5 99 15 300 No No 
350 5,000 25,000 90 76 74 25 1 30 60 20 20 80 3 2 95 30 600 Yes "Yes 
eg Pay ek Re a lar Be : * 12 No No 
50 100 50 95 50 .05 20 .02 20 98 12 18 98 05 5 95 02 10 Yes Yes 
20 450 1,100 90 40 4 11 . 17 80 8 7 88 3 3 +100 25 16 Yes Yes 
70 2,200 900 95 45 20 15 1 40 75 15 14 94 2 2 97 70 21 Yes Yes 
| 
150 400 400 75 70 10 25 10 20 90 10 10 80 5 10 90 50 16 No No 
52 323 605 71 60 30 32 19 70 42 18 86 27 23 91 30 49 No No 
2,000 30,000 37,000 92 11 6 11 2 7 7 11 2 70 5 4 97 65 450 Yes Yes 
25 200 450 75 37 14 13 2 15 86 32 11 80 5 14 99 4 921 No No 
75 200 400 97 35 9 25 —1 46 50 16 7 65 1 eae 99 45 (Ly) 20 No No 
385 1,425 3,100 88 24 12 12 1 12 80 4 3 95 2 4 98 50 | 36 Yes Yes 
135 10,500 (ge eke. “Kovuntt eeeek Ue eoek OU edt erebe. les + ee ee eee vee | 87 No No 
100° 46 «(34 2.4 | 10 No No 
50 1,100 3,000 88 5 3 3 1 : “a. bumtar” Sasa aa —_ 98 60 | 50 No No 
573 8,500 12,100 92 16 11 12 5 36 60 11 ined, eee 7) 9 98 69 425 No No 
270 8,250 3,975 95 20 20 15 5 20 60 10 3 65 5 10 95 30 200 No No 
80 64 46 ee seme .-gattedior eke - a oe oars + 30 No No 
15 20 165 98 70 70 25 10 50 50 15 10 85 5 5 95 30 7 No No 
50 801 1,271 92 80 16 31 32 70 12 11 wae 3 7 98 80 19 No No 
500 11,700 20,000 85 50 30 10 25 65 11 4.5 80 2.5 2 + 99 75 700 No No 
6 No No 
705 ste 18 No No 
90 55 43 ; # hous” aaupod Sied ; 94 No No 
5 25 75 50 50 5 1 50 50 5 5 75 5 1 75 3 No No 
ADDITIONAL CHARTS ON PAGE 278 
ELECTRICAL MERCHANDISING—JANUARY, 1955 PAGE 277 











Electrical Appliance Market Data by Regions (continued) 

















Aver 
PACIFIC pane of Customers | KW-Hour | 1954 SALES OF ELECTRICAL APPLIANCES, RADIO AND TV (UNITS) 
—_—_—_— ee — ae PIN ea EE Nt HEL : Poa 
Dog, . 4 Room 
(Edimeted) (Actual) = | a> tam tu cm Gh Ge im ow = & 
WASHINGTON } 
Seattle City Light 188,860 187,234 7,020 
Centralia Light Department 5 082 $041 | 17,37 al 
P.U. D. No. 1 of Clark County 26,700 26,322 6,900 500 750 1,000 400 1,000 100 50 1,000 500 50 
P, U. D. No, 1, Grays Harbor 16,479 I PC = ec arene eee i er 
Inland Power & Light Co., Spokane. 5400(LY) 5600 | 8,900 | . : 
P. U. D. No. 1 of Okanogan County 6,500 6,338 6,200 | 200 150 100 150 920 50 50 20 100 100 20 
P. U. D. No, 2, Pacific County 5,795 5 650 7,825 140 180 230 60 450 150 40 350 100 60 
Light & Power Dept., City of Port 
Angeles 4,700 4,574| 8,250 a. ae. . 150 100 50 150 200 50 
P. UD. No. 1 of Snohomish County 43,811 41,764 5,560 3000 3000 3,000 600 10 1,500 500 200 1,000 2,500 1,200 
Light Div., Tacoma Dept. of Public 
Utilivies 51,597 50,493 7,450 4,800 6000 2,500 1,400 ..... 2,200 1,200 3,200 
Franklin County P, U. D 5,250 4962 17,100 Sete. et aa Ane a 
Puget Sound Power & Light Co 160,500 157,044 ES SRR Se Sea ieee Shale Sa ge as RN a Og 
P, U. D. No. 3 of Mason County 4,860 4647 6,000 Rs Pe See Pete ; 
Cowlitz County, P. U. D. No. 1 18,000 17,512 | 8,200 1,100 1,500 1,400 400 1 1,450 400 50 1,450 450 90 
Washington Water Power Company 93,610 90,734 6,950 8000 8,200 6,000 3,750 500 7,500 4,000 600 5,000 7,000 850 
P, UD. of Grant County 8 A450 I SB A td ae ee Oe he 
P. U. D, No. 1 of Lewis County. 10,388 10,090 | 5,850 ns bs ' ef 
P. U. D. No. 1 of Chelan County 10,900 10,809 5,500 437 465 977 390 324 15 95 155 30 
Benton County Public Utility District 
No. 1 7,550 6,751 | 8,100 
CALIFORNIA 
Alameda Bureau of Electricity 14,000 13,026 1,900 250 260 10 90 160 90 60 90 200 100 
Anaheim Dept. of Let., Pwr. & Wtr 7,750 6,780 1,500 
City of Glendale Public Service Dept 36,700 35,741 | 1,900 600 os ee 
Burbenk Public Service Dept 30,300 29,005 | 2,040 350 250 20 25 200 350 100 15 60 100 30 
Modesto Irrigation District 21,200 19,314 | en eee Se Gs te Mo aie ar ne 
Pacific Gas & Electric Co 1,253,000 1,211,233 2,440 66,000 21,500 5,500 11,200 750 64,500 20,000 4,100 16,800 6,250 
Pasadena Mun. Light & Power Dept 40,000 38,800 1,925 650 75 
Turlock Inigation District 15,500 SEOTE. L....ca000 , : 
California Electric Power Company 61,000 56,282 | 2,150 2,500 650 400 300 1,000 2,500 1,000 75 =. 
Southern California Edison Co 1,025,619  970,156| 1,946 | 132,200 12,350 3,900 8,965 ..... <~140,300-> 6,780 12,595 25,400 10,600 
California Pacific Utilities Co 21,807 21,581 | 4,880 1,205 1,109 761 590 95 1,100 1,150 610 377 §©4,500 190 
SanDiego Gas & Electric Co 198,743 188,909 | 2,402 17,000 3,500 2,700 5,500 4,000 16,000 8,500 2,000 3,200 17,000 1,500 
City of Riverside Public Utilities 19,847 18,291 2,364 636 55 wae 
Imperial Irrigation District 21,200 20,119 | 4,800 2,000 400 125 250 1,500 1,000 800 75 60 
Dept. of Water & Power,Los Angeles 670,000 635,000 1,940 4,000 2,000 
Palo Alto Electric Utility 11,446* 10,655*| 2,281 6 Ce enbi a a ie tata ee Ss 
Sacramento Municipal Util. District 97,400 92,092 | 9650 | 6,903 3,384 568 2,284 2,328 8525 2,591 620 3,573 2,845 1,355 
OREGON | 
Lane County Electric Cooperative. . 4,600 4438 7000 | ' ; : 
California-Oregon Power Co 66,571 64,725 7,404 2400 2,232 1,600 1,600 2,200 1,200 240 1,440 120 
Central Lincoln P. U. D.. 8 600 8,460 | 7,200 
Eugere Water & Electric Board 21,000 19,056 7,000 ' pine ten owiee Lae wee 
Portland General Electric Co 197,300 195,079 6,850 9,500 11,700 4,500 5,900 65 16,500 3,750 1,200 11,800 12,000 1,000 
Pacific Power & Light Company.... 295,262 223,780, 5,582 15,351 16,564 7,571 6,629 450 19,240 6,836 1,248 10,521 10,089 1,237 
Tillamook People's Utility District 3,215 3,175 | 10,800 
ALASKA 
Alaska Electric Light & Power Co 3,200 3,040 6,000 80 120 96 16 32 48 2 32 96 74 
Ketchikan Public Utilities 2,600 2,502 
Chugech Electric Assn., Inc 7,200 7,016 2,700 
BRITISH COLUMBIA 
British Columbia Power Commission 44,000 41,000 2,500 
British Columbia Electric Co., Ltd., 
Victoria Division 38,350 36,941 2970 | 4400 1,525 510 220 750 = 1,600 55 180 1,300 40 
Vancouver Division 183,200 175,580 3,415 21,097 10,747 8,528 1,063 3,628 9,527 292 1,290 9,900 350 
| 
HAWAIll 
Hawaiian Electric Company, Ltd 74,260 71,587 3,500 | eon 
Hilo Electric Company, Ltd 12,898 12,793 2,302 500 450 325 125 180 150 40 75 50 
Maui Electric Company, Ltd 7,900 7,822 | 2690 400 450 330 250 5 265 275 5 20 100 25 
Lahaina Light & Power Co., Ltd 1,340 1,328 | 3,173 
* June 30, 1954-1953 (Ly) Figures from last year's report. 
1. Sales based on estimate of 129 sets sold per 1,000 wired homes in Los Angeles County. 
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PRESENT SATURATION (Percent) 











fed iecemesines a a : : sa feed -— No. Did Co. Plan 
Sy ee one Ne ee Co Gls ees ee ee Ce Gee Ch U6 eee ee ee 
85 65 300 No No 

) ae nae ; No No 

50 500 4,000 | 93 78 75 13 19 70 8 11 90 1 1 95 70 30 No No 

70 64 rile 30 No No 

; , 96 72 72 42 7.4 41 15 17 72 12 1 t100 28 ¢ ss No No 

25 200 400 90 90 90 10 5 5 85 5 5 80 5 5 90 1 19 No No 
20 425 350 65 52 52 18 59 10 14 59 3 72 1 15 No No 

50 200 300 75 70 70 20 40 100 20 40 90 40 40 25 60 11 No No 
500 3,000 4000 80 72 62 1 18 67 2 7 75 3 1 100 25 168 No No 
97 ro 14 14 86 22 92 9 4 alle 58 132 Yes Yes 

99 93 76 15 2 25 52 12 9 65 5 3 99 5 10 No No 

aa Paant , No No 

70 70 72 46 20 60 40 20 20 20 95 55 6 Yes Yes 

20 2,150 5,000 90 80 85 10 1 30 55 5 10 70 2 2 98 50 31 No No 
450 8,000 15,000 96 80 80 14 30 60 20 15 75 5 5 90 55 350 No No 
95 95 95 5 1 75 25 30 80 7 2 95 15 28 No No 

55 55 25 No No 

600 85 71 70 17 10 35 52 16 21 73 7 4 100 12 20 No No 

96 83 81 14 5 31 62 8 8 70 4 3 +100 2 60 No No 

15 250 300 90 42 3 5 16 70 25 11 90 12 10 95 70 7 No No 
20 No No 

65 25 2.5 : 60 No No 

250 175 1,500 88 22 3.3 6 6 20 60 8 4 85 4 15 85 80 22 No No 

' 46 No No 

5,900 75,000 152,000 824 167 87 129 —1 <—7796—-> 156 49 F424 98.3 50.9) 92,980 No No 
14.5 3.8 36 No No 

: ; 25 Yes Yes 

85 30 20 15 vs 35 50 75 5 , 100 Yes Yes 

15,855 42,300 52,850) 75 10 4 10 <+ 70-> 12 3 3 13 (Ly)900 No No 
250 : 93 1.5 63 27 6 32 58 20 9 98 6 5 100 92 No No 
8,000 35,000 45,000 | 14 1 325 No No 
| 80 42 4.5 90 34 No No 

95 30 20 12 35 50 50 7 3 90 10 10 90 25 60 No No 

6,500! 9.5 4.2 90,4 400 No No 

; No No 

1,073 6,871 19,112 98.9 19.5 6.5 19.8 48 46.3 44.2 15.3 8.1 49 6.8 52 154 No No 
: 98 65 66 31 2 23 65 17 70 3 100 15 38 No No 

110 7,000 | . 68 60 20 175 No No 
60 No No 

aa 98 + No No 
200 15,000 19,500 97 7a 70 19 35 63 5 17 4 525 No No- 
358 20,365 29,816| 92 74 70 14 2 30 63 9 8 65 2 4 98 55 723. No No 
No No 

24 350 99.5 52.5 20 5 15 85 15 15 60 5 5 100 6 Yes Yes 

6 No No 

10 No No 

No No 

6 3,500 5,780 | 68.7 36.4 14.1 > 8.4 77.2 39 9 5 p 159 115 No No 
132 23,934 40,786 169 39.2 25.5 46 9.3 74.3 46 PY 83. 6 4 +100 28.4 350 No No 
150 Yes Yes 

50 7 28 No No 
40 600 250 93 47 35 7 25 73 5 5 45 1 1 95 1 16 Yes Yes 
95 75 75 5 1 20 75 1 1 20 2 1 100 2 5 No No 

2. Saturation for Los Angeles County as of July, 1954 furnished by Electrical League of Los Angeles. 
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ITS GENERAL FLOORCRAFT’S 
29'™ BIRTHDAY—BUT IT’S 
YOUR PROFIT-PARTY! 


GENERAL 
Twin-12 Deluxe. 
Nothing finer! 


on AL 


be ee leadership in any industry is maintained by planning ahead. 
5 That has been General F loorcraft’s credo since the day we 
opened our first small factory. It remains unchanged 
as we begin our 25th year. 


PUSH GENERAL FOR PROFIT THE INDUSTRY'S HIGHEST! 


No matter what your customer's price or size preference, 

there's a quality General Floor Polisher to fill the need. You never 
go wrong when you say, “There's nothing finer than a General!” 
General Twin-12 Deluxe—standard of the Floor Polisher Industry. 
Nothing equals it. To retail at $79.50. 


General F loor-erafter 12—our new low price number. To retail at $59.95. 


General Twin 16—perfect where a heavier machine is necessary, 

. for somi-industrial use. Retails at $130. 
All General Floor Polishers are styled for beauty—engineered for 
performance, Fully guaranteed...they build customers—not complaints! 


OUR NATIONAL ADS BRING CUSTOMERS TO YOU! 


Powerful, mere, year-round ads in the 
country’s leading publications build demand 
for Generals . . . more sales for you. 

Put them up front where they belong 

..- and demonstrate! 


STREAMLINED PRODUCTION FACILITIES! 


Plant improvements and modernization 
mean faster shipping . . . better delivery 
service for you. 





Cut yourself a big slice of profit during General Flooreraft's 
Silver Jubilee Y ear—feature the General line! If you're interested 
in additional profits write Joseph M. Sassano, Vice President In 
Charye of Sales, for literature and information. 


q ee a CCL CTT 


STREET 


AA 


HUDSON NEW YORK 14. N 
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It Was a Good Year in the Far West 





$92.14 for automatic 
$79.92 for the conventional type, 
$27.43 for ironers, $14.10 for dryers, 
$79.68 for vacuum cleaners, $12 for 
dishwashers, $7.80 for food waste 
units, $30.87 for radios and $135.66 
for television. This means that so far 
more than a quarter of his expendi 
tures have been for refrigerators—and 
that television already accounts for 15 
percent of his electrical appliance in 
vestment. None of the figures include 
wiring or installation costs 


washers and 


Dealer Numbers About The Same 


But little change is reported in the 
number of dealers in this area. Some 
regions where television has recently 
been introduced show a marked in- 
crease in the number of stores, but the 
number has dropped off sufficiently 
elsewhere, so that the relationship of 
dealers to customers remains about the 
same. ‘This year utilities serving 4,523,- 
588 customers in the 11 western states 
report 9,651 dealers, or an average of 
#68 customers per dealer. ‘This would 
mean a few more than 12,000 dealers 
serving all 73 companies included in 
the returns. ‘The average number of 
customers per dealer in the Intermoun 
tain area was 313, exactly the same as 
the figure of last year, and for the 
Pacific Coast states 547, which is only 
two less than the 1953 figure of 549. 
British Columbia reports 465 dealers, 
one for every 476 domestic customers; 
Alaska 22 dealers, serving 591 custom 
ers each on the average; and Hawaii 
(for the islands) reporting 199 dealers, 
or one per 484 customers. British 
Columbia is the only one of these 
ireas where the number of dealers 
increased (about 3 percent) in propor 
tion to the growth in the number of 


domestic customers 


Dealer Business Off 


With dealers in about the 
relationship to customers as last year, 
it follows that dealer business fell off 
in about the same proportion as the 
total for the area—a somewhat mort 
than five percent drop. The great vari- 
ation in the types of stores selling 
appliances makes average figures of 
little value, but for what they 
worth, the average dealer on the Pa 
cific Coast sold about $56,000 worth 
of the appliances reported last year, 
while the Intermountain dealer did a 
business of about $36,000. $50,000 
was the average for the eleven western 
states. Hawaii dealers averaged about 
$29,000, Alaska stores $23,000, and 
British Columbia firms $65,000. The 
mythical “‘average dealer” in the eleven 
western states sold: 38 refrigerators, 14 
ranges, water heaters, eight 
home freezers, something less than 
one room air conditioner, seven evapo 


Sallie 


were 


seven 


rative coolers, 25 automatic washers, 
12 conventional washers, three ironers 
10 dryers, 19 vacuum cleaners, four 
dishwashers, five food waste units, 33 
radios and 53 television sets 
The variation from one region to 
mother is indicated in the “Pattern 


JANUARY, 


“CONTINUED FROM PAGE 255 





of Selling” 


percentage 


table, which shows the 
of total sales attributable 
to each appliance by states and regions. 
Because last year’s figures for television 
were somewhat distorted through the 
fact that figures for reception areas 
were sometimes expanded, the com 
parison of this year’s figures with thos 
of 1953 do not show the true picture 
of the extraordinarily rapid growth in 
the importance of television in dealer 
selling. From a mere trace in most of 
the Intermountain vears 
ago, it has grown to represent almost 
one fourth of the entire sales. Figures 
for California should be considerably 
higher than those reported, for the 
reason that the Los Angeles reception 
area is only partially represented. 

As compared with last year, dryer 
sales definitely increased in importance 
to the dealer, as did 
heaters and freezers 


states two 


ranges, water 
Refrigerators re 
mained about the same. Radio had 
dropped off in importance. Automatic 
washer sales went up in relation to th 
conventional type. Montana, New 
Mexico and Wyoming still sell th 
highest number of conventional wash 
ers, which are also popular in Hawaii, 


Alaska and British Columbia 
Unit Sales Vary 


For the most part the figure of a 
five percent drop in total appliance 
sales in the West is without referenc« 
to changes in price level. It also fails 
to take account of the fact that a cer 
tain proportion of major appliances ar¢ 
sold through other than dealer chan 
nels, as, for instance, the sales made 
to builders and apartment house own 
ers which are made through whol 
salers or direct from the factory. ‘To 
what extent discount 
shows up in the reported figures is 
also problematic. Sales figures for tel 
vision are still probably somewhat high 
in areas where the signal reaches only 
a small percentage of the population 
served by the reporting utility, but are 
apt to be low when, as in Los Angeles, 
more than one company serves a recep 


house selling 


tion area and there is no way of telling 
in whose territory sets were purchased 
or installed 


Customers Still Prosperous 


Chamber of Commerce reports indi 
cate that customers on the Pacific 
Coast are rather more prosperous than 
in the country as a whole, with slightly 
higher average incomes and 
money in the bank. “Take home pay” 
probably dropped here as elsewhere 
because of less overtime. Building per 
mits keep up at a high level in most 
western areas, reflecting the continuing 
population increase and the need for 
new homes. Much of the new housing 
is in the form of “tract’’ homes, how 
ever, and major appliances bought may 
At any 
indicate that expenditure 


more 


not appear in dealers’ records 
rate, hgures 
for major appliances bought per cus 
tomer definitely dropped. ‘Taking into 
consideration the increase in the num 
Continued on page 285 
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Dealers! Now's the time to get on the move with Maytag 
... the fastest-moving money-maker you can sell! 


MAYTAG ADVANCED AUTOMATICS 











see these beauties 
at the Winter Market 


Suite 11-105 
Merchandise Mart 


Decorators’ favorite: pastel green. Maytag Advanced Automatic Washer, 
gas or electric dryer to match 


@ Do you want the most dynamic action in the business? Then 
Maytag’s your line. Maytag Advanced Automatics were a sensation 
this fall. Now glamorous color is added. Now a new gas model rounds 
out the dryer line. Now in 1955 Maytag moves into new market dom- 
inance with continued brilliant promotions in all major media. Want 
to know more about how you can move into new markets with 


Maytag? Write today, The Maytag Company, Newton, Iowa. 








Packed with sales-making features 


®@ Automatic Water Level Control saves up to 9 gallons 


of hot water per load @ Exclusive, demonstrable, Double- 
Spin tubs for cleanest clothes e Famous Gyrafoam Agi- 
tator Washing action proven the gentlest, most thorough 
way to wash e Fastest safety brake for protection e Port 
able equipment available @ Full line of money-makers 


ranges, ironers, freezers, famous wringer washers 








THE NEW MAYTAG FREEZER 


puts more profit in your sales plan 


4EWTON OWA 


Freezer Sales Manager 
The Maytag Company 
Newton, lowa 


I want to sell freezers. I'll be interested in learning how the 
new Maytag freezer can make money for me 


Na ne 
Address 
City 


(Type of Operation) 


WHOEVER YOU ARE... 


food plan operator ¢ department store 
locker plant operator ¢ appliance dealer 


Return coupon today for full information 


Here are the finest freezers money can buy... bar none 


People in the appliance business know: Maytag freezers are unsur- 
passed in quality and performance features. With extra-large quick 
freeze surfaces they freeze more food faster. All the most wanted im- 
provements: Stor-wells, juice bar, and a new ice cream conditioner. 
Easy-to-see thermometer and tight seal latch. Five-year warranty on 
food, on freezer! Sizes 12, 15, 19 or the large 25 cu. ft. Chest models 
available too. 
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IT WAS A GOOD YEAR IN THE FAR WEST (continued) 


ber of homes served in this area, it is 
apparent that the individual on the 
average spent about nine percent less 
this year than last for major appliances. 
The table showing the expenditure pet 
domestic customer for the various ap- 
pliances by states indicates that the 
figure varied from about $40 in Alaska, 
where no television figures are avail- 
able and where interest in freezers was 
low, to a high of $148 in Idaho and 
more than $130 in British Columbia, 
Washington and Wyoming. The aver- 
age household in the Pacific Coast 
states spent $102.51 for the appliances 
included in the survey during 1954; 
the same man in the Intermountain 
area spent $112.68. For the West as 
a whole the figure was $105.06. 

British Columbia and Hawaii were 
both above last year in total sales. 
Hawaii, indeed, reports an increase in 
all items except refrigerators, vacuum 
cleaners and room air conditioners. 
British Columbia dropped off in re- 
frigerators, freezers, vacuum cleaners 
and food waste units, but was up in 
all other departments. Ranges, water 
heaters, evaporative coolers, dryers, 
dishwashers and room air conditioners 
sold at a higher rate in 1954 than 
1953 in the western states as a whole; 
other items were down. The Inter- 
mountain area sales dropped off only 
one percent, as compared to a six per- 
cent loss reported from the Pacific 
Coast. 


Refrigerators Still Important 


Although refrigerator sales dropped 
about six percent in the West as a 
whole, they were up in some parts of 
the Intermountain area and in Cali- 
fornia. Average saturation for the area 
is 85 percent, which means that 
4,891,003 homes own refrigerators, 
897,631 do not. The average invest 
ment per home for this appliance is 
$244 on the Pacific Coast, $267 in 
the Intermountain area, $273 in Ha- 
wail, $279 in Alaska and $222 in 
British Columbia (figured in terms of 
today’s replacement values). About 
$109,960,000 were spent for refrigera 
tors in the Pacific Coast states, another 
$22,974,000 in the Intermountain 
area, $1,274,000 in Hawaii, $87,000 
in Alaska and $8,978,172 in British 
Columbia, or $143,273,000 in all, 
which represents a total of 486,711 
refrigerators sold in the entire area. 
Of these, California sccounted for an 
estimated 297,823, or more than half. 
The average expenditure for refriger- 
itors per home was $23.23 on the 
Pacific Coast, $22.05 in the Inter 
mountain states, $13.22 in Hawaii and 
$33.81 in British Columbia. In the 
irea as a whole 7.8 percent of all 
utility customers bought refrigerators 
last vear. It is estimated that about 
12.5 percent of all sales of this appli- 
ince are made through other than 
dealer channels, which are not re 
ported here and hence should be 
idded to these figures, if total sales 
ire desired. British Columbia reported 
the lowest saturation figure, 75.4 per 
cent. but also one of the highest sales 


records, 115 per 1,000 customers, 
Alaska, on the other hand, reports an 
almost 100 percent ownership, but a 
low sales record for the year. Refrige- 
rators account for 21.8 percent of the 
average dealer’s total sales in the terri- 
tory. 


Electric Range Sales Up 


A slight increase in the number of 
clectric ranges sold was reported from 
the 11 western states, most of it from 
Washington. California about held its 
own. British Columbia, Alaska and 
Hawaii all report higher sales. Total 
of ranges sold in the area served by all 
reporting companies was estimated at 
189,257, for which about $49,585,000 
was spent, $28,409,000 of it on the 
Pacific Coast, $11,443,000 in the In- 
termountain area, $2,644,000 in Brit- 
ish Columbia, $1,388,000 in Hawaii 
and about $153,000 in Alaska. Aver- 
age saturation of ranges varies widely, 
from a low of 14 percent in California 
and Arizona, to 80 and 75 percent 
respectively in Washington and Ore- 
gon. Total number of homes owning 
ranges in the western states is esti- 
mated at 1,811,718, homes using other 
fuels for cooking at 3,976,916, or a 
saturation of 31 percent. About three 
percent of all utility customers in this 
area bought ranges last year, which ac- 
counted for 173,282 ranges, plus an- 
other 10,000 in British Columbia, 
5,000 in Hawaii and about 600 in 
Alaska areas reporting. The average 
expenditure per home for this appli- 
ance in the eleven western states was 
$7.86. The average investment per 
home was $78.60 on the Pacific Coast 
($209.60 in Washington, $36.68 in 
California), $96.94 in the Intermoun- 
tain area, $133.62 in Hawaii, $138.86 
in Alaska. Range sales were off in the 
Intermountain area by 11 percent, but 
sufficiently higher on the Pacific Coast 
to bring the general total up to a 14 
percent increase over last year. Ranges 
represent nearly 15 percent of the 
average dealer's business in Washing- 
ton, 8.6 percent in the West as a 
whole. National figures indicate that 
last year about 8.9 percent of all ranges 
sold were bought through non-dealer 
channels. These are not included in 
the figures here given. 


Water Heaters Follow Ranges 


About the same picture is evident 
in the case of electric water heaters as 
in that of the electric range. High 
saturation figures are reported from 
Washington, Oregon and Idaho, low 
figures from Arizona and California 
and from Colorado. In the case of 
both appliances, an abundance of nat 
ural gas and consequent relatively low 
cost of operation for gas ranges and 
water heaters tends to keep electric 
kitchen appliance ownership low. Satu 
ration figures for the western states 
is figured at 23 percent, which means 
that 1,329,126 homes in the territory 
served by the reporting companies 
own electric water heaters, about 
4,459,508 do not. The average invest- 
ment per home in electric water 
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heaters is about $29.44. In the 11 
western states, electric water heaters 
were purchased by 1.5 percent of util 
ity customers, or about one water 
heater for every two ranges. Total sold 
in the territory of all companies re- 
porting from the West was estimated 
at 86,676. In Hawaii the investment 
per home averaged $26.78, the num- 
ber of homes without electric water 
heaters was about 76,107, the number 
sold in 1954 is estimated at 3,083, the 
amount spent per home at $2.18. 
Corresponding figures for British Co- 
lumbia are: Investment per home, 
$30.72; number of homes without, 
201,218, number sold, 10,888; the 
amount spent per home, $5.25; per- 
centage of customers buying, 4.1. In 
the territory of the companies report- 
ing from Alaska, about 10,400 homes 
are still without electric water heaters, 
the investment per home averages 
$25.60, three percent of utility cus- 
tomers bought this appliance, about 
390 electric water heaters were sold 
and each utility customer averaged an 
expenditure of $3.84. Total spent for 
electric water heaters in the western 
states is estimated at $11,095,000. 
For Hawaii, British Columbia and 
Alaska, $1,839,000 should be added, 
bringing the total to about $12,934,- 
000. National figures for 1953 indi- 
cate that 8.5 percent of all electric 
water heaters were purchased through 
other than dealer channels, which so 
far as is known as not included in these 
reports. Water heaters accounted for 
1.8 percent of the average dealer's 
business, although this figure reached 
5.2 percent in Washington, 4.8 per- 
cent in Idaho. 


Sales Of Freezers Drop 


Comparison of 1954 sales figures 
with those of 1953 show that in the 
western states home freezer sales were 
about 28 percent down, Washington, 
Montana, Wyoming, Colorado and 
Hawaii, however, report an increase, 
although not enough to materially 
affect the total. Saturation is about | 3 
percent for the entire territory, with 
slight variations for individual states. 
Idaho is an exception, with a high 
saturation figure of 25 percent. 
Nevada averages only five percent in 
the reports given, Hawaii and British 
Columbia are seven percent, and 
Alaska five. Investment per home 
shows corresponding variations, the 
average figure being $50.31. On the 
Pacific Coast an estimated 4,144,057 
homes are without this appliance; in 
the Intermountain area, 903,944 
homes; in Hawaii, 89,694; in Alaska, 
12,350; and in British Columbia, 
246,961. The percentage of utility 
customers buying freezers averaged 1.7, 
with Wyoming and Colorado high at 
3.7 and 3.5 percent respectively, 
Nevada and Alaska low at 0.5 percent. 
Average spent for freezers per customer 
on the Pacific Coast was $5.81, in the 
Intermountain area $9.29, in Hawaii 
$7.35, in British Columbia $2.32. 
Total expenditure for home freezers 
in 1954 was $39,010,000, of which 


more than $28,000,000 originated on 
the Pacific Coast, California ac- 
counting for about 40 percent of the 
total. 

The Intermountain area spent 
$9,651,000, Hawaii $608,000, British 
Columbia $616,000 and Alaska $25.,- 
000 in the territories reporting, Freezer 
sales in dollar value amount to about 
6.3 percent of the dealer's total in the 
11 western states. According to na- 
tional figures, 7.8 percent of all sales 
of freezers during the year 1953 were 
concluded through other than dealer 
channels, 


Air Conditioner Sales Increase 


Sales of room air conditioners on the 
Pacific Coast still remain low as com- 
pared with national averages, but are 
somewhat higher than last year. ‘The 
figure of saturation for the Inter 
mountain area now stands at four per 
cent, for the Pacific Coast at two 
percent. Sales average only 0.6 percent 
in the West as a whole, 0.8 percent 
in the Intermountain area. Hawaii 
reports a 0.1 percent sale; neither 
Alaska nor British Columbia report 
any. 

Total value of all room air con 
ditioners sold in the West was about 
$10,600,000, which is 30 percent 
above the figure reported last year. 
Expenditure per home averaged $1.95 
during 1954, investment per home is 
estimated at $6.50. Arizona reports 
much the highest sale of air condition- 
ers percentagewise, with Utah, Calli- 
fornia and Colorado following in that 
order, Numerically, California reports 
about 72 per cent of the estimated 
32,584 conditioners sold in the 11 
western states during 1954. Homes 
without total 5,664,737 in the West. 
Room air conditioners account for 
about 2.6 percent of the average deal 
er's total business. Because of the 
expansion of figures for high use areas 
to others not reporting, all these totals 
are probably high. 


Evaporative Coolers 


Considerable areas of the West 
provide a good market for evaporative 
coolers. Percentage saturation of this 
appliance in the West is now 18, 
Arizona providing the bulk of those 
owned, with an 8] percent saturation. 
California homes own the largest num 
ber, with a 13 percent saturation; 
Nevada has a 25 percent saturation, 
Washington 12 percent, Utah 10 per 
cent, About 79,700 evaporative coolers 
are estimated to have been sold in the 
11 western states, representing an ex 
penditure of $1.50 per home, or 
$7,917,000 in all. These figures are 
perhaps somewhat high, as many of 
the coast and mountain areas in the 
various states leave this colurnn blank 
because they sell so few. Sale of cool 
ers is up about percent for the 
region as a whole. Investment per 
home is in the neighborhood of $81 
in Arizona, $18 on an average in the 
West as a whole; 867,130 homes own 
coolers, 4,921,504 do not. Fvapora 

(Continued on page 288) 
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THIS SET GIVES YOU 
OUTSTANDING 
PERFORMANCE 
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5 FEATURES Plus ~ 5 MODELS 


OVERSIZE 21-INCH 


FEATURE 1 "ALL-CLEAR” 21$503 


PICTURE TUBE 
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* 
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This emblem marks this year’s 





first great TV promotion! 


RCA VICTOR 
FEATURE 5 










i 


9 handsome table models—in 5 beautiful finishes—all with 5 sell-up features 


Starting this month, the full force of the industry’s 
greatest advertising campaign will be focused on five 
RCA Victor sets—the 5 most profitable 21-inch table 
models in the line! On top-rated TV and radio network 
shows—in magazines and newspapers—the public will 
be told to ‘‘Look for the ‘Feature 5’ emblem 


The 5 sets chosen for this promotion the 218503, 


218504, 218505, 218506 and 21S507—all have 5 easy- 
to-demonstrate features—points you can talk-up and 
sell-up. 

The point-of-sell tie-in in this promotion is the blue 
emblem illustrated at left. Make sure that your sales- 
men tag every “Feature 5’ set with this sales-making 
badge. Your customers will be looking for it! 





FEATURE 1 new oversize 21-inch “All-Clear” picture 
tube—up to 28% larger than small-size and regular- 
size 21-inch tubes. It’s aluminized, too—with 212% 
greater picture contrast. 


FEATURE 4 Spot-illuminated Tuning Dial! King-size 


numbers are easy to see—light up when tuned in! 





FEATURE 2 Space-saving Design! Over-all cabinet 


depth has been reduced. The picture tube projects 
only 34” in back. Set fits close to wall. 


FEATURE 5 3-Point “Personalized” Tone Control. 
Permits the customer to adjust the tone to suit his 
taste. Bass, normal and treble settings for TV and 
records. Famous ‘Golden Throat’’ Fidelity Sound, 





FEATURE 3 Built-in Phono-jack! Permits plug-in 


of record changer for playing records through TV 
sound system. 








ACTOR “2% 


) CORPORATION OF AMERICA 





RCA \ 
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tive coolers in terms of money taken 
in, amount to about 1.5 percent of 
the average dealer's business in the 
West, rising in importance in Arizona 
to 8.3 percent. They are not a factor 
in the sales picture of Hawaii, Alaska, 
or British Columbia 


Two To One For Automatics 


Although machine sales 
were down in the western states as 
a whole, automatic washers showed a 
higher sale in the Intermountain area 
than last year and both types of wash 
ers were higher in Hawaii and British 
Columbia. The sales figures show that 
5.6 percent of all utility customers in 
the eleven western states bought auto- 
matic washers, 2.4 percent bought the 
conventional type, or a better than two 
to one ratio. Total sales figure for 
1954 was 326,023 automatics, or an 
expenditure of $88,354,000 in the 
eleven western states and 136,769 of 
the conventional type, or $21,684,000 
worth. The average investment per 
home is $92.14 and $79.92 for the 
two types, respectively. British Colum 
bia, which in the past has greatly 
favored the conventional type, as indi 
cated by the 75 percent saturation 
figure, last year bought four automatics 
for every conventional type sold 
Hawaii almost evenly divided its pur 
chases between the two types. When 
both types of washing. machines are 
taken into consideration, it is seen 
that only about 400,000 homes in the 
11 western states are without a washer 
of some type. Montana, New Mexico, 
Wyoming and British Columbia still 
buy the largest number of conventional 
type washers in proportion to popula- 
tion; Colorado, Nevada and Idaho, in 
the Intermountain area, plus the entire 
Pacific Coast, are proportionately high 
in the sale of automatics. Compared 
to the figures of last year, the sale of 
conventional type washers dropped 21 
percent in the area as a whole, that of 
automatic washers was 11 percent be 
low 1953 

From a monetary standpoint, the 
sale of washing machines accounted 
for 17.9 percent of the average dealer's 
business, ranking only below refrigera 
tors and television. Partly because of 
their higher price, automatics last year 
brought in about 2.6 times as much 
as conventional 


washing 


washers. No figures 
are available on the proportion of sales 
made through non-dealer channels, but 
certainly some are sold as installed 
appliances in new homes erected by 
speculative builders, and in apartment 
houses 


lroner Sales Continue Low 


Sale of electric ironers has continued 
to drop off in this area, reported pur 
chases being 25 percent below figures 
for 1953, which already were relative] 
low. An average of 0.6 percent of 
utility customers bought ironers in 
1954, spending about $6,576,000 in 
the 11 western states for 31,167 ma 
chines. Saturation figures averaged 13 


percent for both Intermountain and 
Pacific Coast areas, which means an 
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average investment of $27.43 per 
home. About 5,031,937 homes still 
do not own this appliance in the 11 
western states. Hawaii, Alaska and 
British Columbia together accounted 
for not more than $156,000 worth 
of ironers, expenditures varying from 
$.42 to $.21 per home. Hawaiian 
figures are, however, somewhat low, 
owing to the absence of any report 
from the main island of Oahu, where 
a rather higher saturation figure and 
yearly sale is to be expected. Calli- 
fornia alone accounted for more than 
half the sales reported in the entire 
area, although most of the Intermoun 
tain states had a slightly higher “per 
1,000” purchase rate. 


Dryer Sales Increase 


Dryers are definitely growing in 
popularity throughout this area, and 
reported sales were higher in both 
Intermountain and Pacific Coast re 
gions, averaging 33 percent above last 
year's totals in the 11 western states 
Alaska, Hawaii and British Columbia 
also showed sales above those of 1953. 

Saturation of this appliance has 
caught up with that of ironers in the 
Pacific Northwest and in Wyoming 
and Montana, although for the West 
as a whole the figure is still only six 
percent as compared with an average 
figure of 13 percent for ironers. When 
it comes to sales, however, dryers far 
outclass the longer established ironer. 
Some 123,000 dryers were sold in this 
area in 1954, for which roughly $29,- 
000,000 was spent or $5.17 per home. 
Idaho reports the highest saturation 
of this appliance, Washington and 
Oregon the highest proportional sale, 
+.8 percent of utility customers mak- 
ing the purchase during 1954. The 
iverage for the 11 western states was 
2.2 percent of customers buying. 
Average home investment for the 
West was $14.10. Alaska reports a 
15 percent saturation, with a per home 
investment of $35.25 and an average 
expenditure per customer of $2.35 dur- 
ing 1954. British Columbia is just 
beginning to discover this appliance, 
reporting a 1.4 percent saturation, 
with one percent of customers buying. 
Hawaii is low on both counts. There 
is still plenty of unexplored market, an 
estimated 5,412,929 homes in the 1] 
western states being without this con 
venience One drver was sold to every 
2.9 automatic washers, but four out of 
every five homes already owning an 
1utomatic still lack a dryer to accom 
pany it. From a monetary standpoint, 
ironers now make up about 1.3 per 
cent of the dealer’s total sales, while 


dryers account for 5.5 percent 


Vacuum Cleaners In The West 


Average saturation of vacuum clean 
ers in the 11 western states was 83 
percent, which means that about 4, 
800,000 homes owned the appliance, 
986,420 did not. Average investment 
in vacuum cleaners per home was 
$79.86 in terms of replacement values 
Purchases of vacuum cleaners 
made by four percent of all utility 









were 





IT WAS A GOOD YEAR IN THE FAR WEST (continued) 


customers in this area, 231,585 
vacuum cleaners being bought at an 
estimated value of $22,233,000, which 
means an expenditure of $3.84 per 
home. As compared with 1953, these 
figures were off about seven percent 
for the West as a whole, although the 
Intermountain area reported about a 
10 percent increase in sales. Hawaii 
is low both in saturation and in sales, 
although it must be remembered that 
figures are not available for Oahu. 
British Columbia reports a saturation 
of 83.1 percent and sales amounting 
to $4.80 per home, or 13,278 vacuum 
cleaners bought by five percent of the 
utilities’ domestic customers. In Alaska 
about three percent of utility cus- 
tomers bought vacuum cleaners, 
spending $37,000, or $2.88 per wired 
home. This appliance accounts for 
approximately 3.6 percent of the aver- 
age dealer’s sales in the 11] western 
states, 


Dishwasher Sales Increase 


Sales of electric dishwashers were 
above those of 1953 in all western 
areas in about the same proportion as 
the population increase. ‘Total sales 
amounted to about 45,780 dishwashers 
or $13,734,000 in the 11 western 
states, about 0.8 percent of the utility 
customers making the purchase during 
1954. 

Saturation for this appliance has 
reached about five percent for the 
entire area, Arizona reporting the high- 
est figure at eight percent. This means 
an average investment of about $12 
per home for the West, $24 in Ari- 
zona. Saturations are reported lowest 
in British Columbia, Hawaii, Wyo- 
ming and New Mexico. On the other 
hand, British Columbia reports the 
highest purchase rate, 2.3 percent of 
all customers making this purchase, at 
an expenditure of $1,832,000, or $6.90 
per home. The average expenditure 
per home in the West was $2.40, in 
Alaska $1.20 and in Hawaii $.60 
(Oahu not reporting). Dishwashers 
account for about 2.3 percent of the 
average dealer’s sales. 


Food Waste Units 


Except for Nevada, California shows 
the highest percentage buying of food 
waste units and numerically the sales 
of this appliance in California amount 
to about % of the estimated 56,405 
total sold in the western states 
Largely because of the high California 
figure, the sale of food waste units 
averages higher numerically than dish- 
washers, although the lower retail 
price means that the total amounts to 
but 0.8 percent of the average dealer's 
Sales were up in the Inter 
mountain area, but down about 30 
percent from 1953 figures in the 11 
western states. Average saturation in 
the West is six percent, about 5,462,- 
613 homes still being without this 
appliance in the territories of the 
reporting companies. Average invest- 
ment per home is $7.80, average ex- 
penditure per home for food waste 
units during 1954 was $1.30. Hawaii, 


sales. 
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for the islands reporting, has a satura- 
tion of one percent, Alaska five per- 
cent, and British Columbia 3.4 per- 


cent. California is highest in the 
saturation column with seven percent, 
or a $9.10 investment per home. Total 
sales of this appliance reported from 
Hawaii, Alaska and British Columbia 
together amount to a little more than 
$100,000. 


Radio Saturation Near 100 


Radio set saturation reported from 
the 11 western states is a little better 
than 98 percent, with a total of but 
136,000 remaining homes to be sold. 
Actually the figure is greater than this, 
for some companies report a higher 
than 100 percent saturation, meaning 
that in some cases there is more than 
one set per home. On the basis that 
replacements now usually take the 
form of table models, a figure of 
$30.87 is used as the average home 
investment, although actually consider- 
ably more than this was spent when 
the sets were originally bought. Pur- 
chase of sets remains highest in those 
states where television is relatively new 
and where many rural sections receive 
no TV signals. The Intermountain 
area reports an increase in the number 
of radio sets sold by about six percent. 
Sales were sufficiently down in the 
Pacific Coast area, however, to bring 
the total for the 11 western states to 
21 percent below the 1953 figure. Most 
important effect of television on the 
radio market seems to have been to 
drive out console set sales, most sets 
sold now being table models or port- 
ables. About 401,500 sets were sold 
in the eleven western states during 
1954, about seven percent of all utility 
customers making such a purchase. 
Average spent per home was $2.21, 
or $12,648,000 in all. Hawaii sold 
about $231,000 worth, British Colum- 
bia $1,008,000 and Alaska $45,000. 
Highest expenditure per home was in 
Wyoming, where buying averaged 
$4.68 per utility customer. Radio is 
most important in the dealer picture 
in Alaska (where television is unre- 
ported), where it represented 8.7 per- 
cent of his total sales. In the fringe 
areas of Hawaii (the only ones re 
porting) this figure was four percent 
In the West as a whole, radio now 
amounts to about 2.5 percent of the 
dealer’s total. 


Television Growing In Importance 


Outstanding in importance in the 
western picture has been the increasing 
importance of the role played by tele 
vision. Last year many of the western 
states were in the beginning stages of 
television development, with stations 
but recently opened or about to open 
This year saturations are already ap 
proaching 50 percent in many of the 
recently opened areas. Comparative 
figures are deceptive, as necessary ex 
pansion of figures to statewide and 
regional levels has been treated vari 
ously in various states. In some the 
available percentage ownership within 

(Continued on page 290 
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A brand new 
_ model with 
33.3 ew. Ft. 
capacity. 
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MODEL 19D 


A De luxe Model featuring in- 
creased capacity (19.3 cu. ft.) with 
Sub-Zero's new in-the-door-shelv- 


ing and Sub-Zero’s high standard 


of quality that means economical 
operation and trouble-free per- 


Medium sized 
De Luxe Mod- 
el with 16.9 
cu, ft. capacity. 





——— capacity. 















Here it is! The newly designed 
Sub-Zero line of upright freezers 
for 1955. Sub-Zero. . . with all- 
aluminum construction . . . with 
new trim and gleaming white 
interior doors . . . with attrac- 
tive, modern styling and real 
sales appeal . . . with the finest 
of performance records. It all 
adds up to more sales . . . more 
profits... for you... with 
Sub-Zerol 












De Luxe model 
with 21.9 cu. ft. 








The ‘‘26” 


Large capacity 
model with 
25.5 cu, ft. ca 





Gea the FUCLL. . ite Today! 


SUB-ZERO 


FREEZER CO., INC., MADISON, WISCONSIN 
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Your ’55 Fan Deal 


From 


“Volume Short Line” Fan Story 
New Feature-Packed ‘920’ 
Circulating . . Exhaust. . Ventilating Fan 


® Two-speeds ® Optional Floor and 
®@ Dial switch ‘ pie msi wry 

: ingerproof Grills 
* 2500 CFM (front and back) 
® Portable... Reversible 


® Quiet 20” blades 





“You've got a winner here, I'm sure. It's good look 
ing, compact, powerful, competitively priced and 
loaded with features that look easy to A Just what 
our dealers need for volume”. That was the reaction 
of Perry Winokur of Main-Line Distributors in Chi 
cago, Minois when R. J. “Bob” Flanagan, his Vik- 
ing Representative, told him about the all-new 
Viking “920”, 






1ON OF THE NATIONAL RADIATO 
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Here's Wings 





Backed By This Selling Support 


@ 50-50 Co-op Ad Allowance © Radio Commercials 

hs @ Newspaper Ad Mats 

ae @ Store and Window 
Fan Display 


DEALERS: Get the whole story from your Viking Distributor. See 
* “How To Make Money With Window Fans” before you buy. 





FAMOUS igs. 5 Along 
| ” xe 
955 WINDOW FAN 


® Electrically Reversible © Circulates 2000 CFM* 
. +. 2 speeds e : “” 

® Eye-level push button renova arate 
controls ® Seafoam finish 

® Automatic Timer ® Gold or Silver 


® Exhausts 3500 CFM* 


® There were more Custom and Deluxe “955” Fans 
sold in 1954 than any other window fan this size or 
larger. Positive proof of its sales ability. 


trim color 


VIKING’S “955” CUSTOM has all the 


popular Deluxe features except the Auto- 
matic Timer reducing its retail price enough 
to close the sale with any fan buyer. 





“With the “920” and these two models of the “955”, 
our dealers have low, middle and big ticket prices 
to sell. They should give him maximum sales per 
dollar inventory investment. And believe me, that's 
what he wants”. So stated Herbert Williams of 
Main Line Cleveland Inc. in Cleveland, Ohio after 
Viking Representative Tom Ebe had shown him 
the “955”. 


@ Television 
Commercials 
@ Four Color Product Literature 
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The Far West 
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a signal area has been given as applying 
to the whole territory, while in other 
cases, a high saturation has been en- 
tirely omitted because of the difficulty 
of establishing the limits of the area 
to which it applies. The figures give 
an average saturation figure for the 
entire area of 57 percent—probably a 
little high. The very high Utah figure 
of 75 percent is based on an expansion 
of figures for a concentrated reception 
area. New Mexico figures are not 
available for either Albuquerque or 
FE] Paso reception areas. The Cali- 
fornia figure of 64 percent is probably 
low. According to an expansion of the 
figures given, 2,615,600 sets are now 
owned in California. However, the 
Electric League of Los Angeles reports 
an ownership of 1,929,254 sets in 
that area alone as of September 30, 
1954, which means the total for the 
state should be considerably higher. 
Incidentally, as of that date, 293 color 
sets were owned in the Los Angeles 
area, For what they are worth, how- 
ever, the figures indicate that 661,641 
sets were sold in the 11 western states, 
representing a total expenditure of 
$157,000,000, or $27.13 per home. 
Investment in television sets already 
owned amounts to $135.66 per home. 
Overall saturation is 57 percent, which 
means that 2,572,923 homes are still 
without sets. Sales were up six percent 
in the Intermountain area, down five 
percent in the West as a whole. Cali- 
fornia sales figures amount to fully 
half the total for the entire area. From 
the standpoint of money paid in, 
television sales amounted to 25.8 per- 
cent, or better than one fourth of the 
average dealer’s total appliance income 
during the year. Alaska has not re- 
ported sales or saturation figures 
Hawaii figures are inaccurate, as they 
omit the main reception area. British 
Columbia reports the high figure of 
$49.98 spent per home, or a total of 
$13,273,000 sales. One in every five 
customers bought during 1954. Satu- 
ration there is now rated at 26.2 per- 
cent, which means about 194,976 
homes left without sets. 


General Outlook Good 


General outlook for the West in 
the coming year appears to be good. 
At least there are no apparent factors 
in western economy which would offer 
any basis for an important recession. 
The era of excessive overtime for the 
factory worker is probably a thing of 
the past here as elsewhere in the 
country. ‘Two economists making 
separate predictions for the coming 
ten years in this area both foresee 
possible minor recessions at a later 
date, but both predict higher employ- 
ment levels, continued increase in 
population and in general a favorable 
climate for good business during 1955. 
What international factors may affect 
buying psychology are unpredictable. 
Nor has anyone ventured to estimate 
the percentage of profit which any 
individual dealer will make from the 
appliances he sells. In that respect, 
he will largely determine his own 
destiny End 
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QO MORE 
EALERG..... 


wer a SWING TO BLACKSTONE AS BIG BONUS 


uy. a PROMOTION SWEEPS CITY AFTER CITY! 


sl 


Everywhere more and more dealers are proving 

that “high-margin Blackstone” is the money-making 
line of Home Laundry Appliances! Big Profits... 
*)) Big Promotions... Bigger and Bigger Unit Sales 

YG make Blackstone the year ’round backbone of dealers’ 
laundry equipment business. Unsurpassed quality, 

a model for every prospect, and restricted 
franchising—are added assurance that “Blackstone 


”Y 


Takes the Gamble out of Appliance Selling”! 





Lath cone 





Blackstone 


JAMESTOWN, NEW YORK 
America’s Oldest Manufacturer of Home Laundry Appliances 


-—_—— 


2 5 ft & 


Quality Wringer Medium Priced Semi-Automatic Finest Automati¢ Automatic Dryers Automatic Cabinet Blackstone's World Famous 
Washers ata Pro- Washerswith Deluxe Washersatanamaz- Washers in the withtheFeaturesthat Ironer with New Complete Home Laundry 
motional Price! Wringer Features! ing Low Price! world Today! Sell Themselves! Foldaway Cabinet! Units! 
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ok 
This handsome table model we’re showing you here is just one 


example of what all-new Starline Motorola TV has for you. It’s a short, hard- 
hitting line (14 models) with new selling points built into every single model. 
Strong, competitive points like these: 


Better-than-ever performance even in remote areas, with the new Motorola 
Starline 4-star and 5-star chassis. Most automatic tuning in television, with com- 
pletely self-adjusting contrast on every station, 


New styling —with controls regrouped for maximum tuning convenience. Richer, 
fee | more handsome instrument panels and cabinetry than ever before. 


j Dynamic pricing—all this added quality at the volume-minded prices you’d 
expect from Motorola... prices that give you a real competitive head start. 


See Motorola Starline TV at the January Market, Space 505-07, American 
Furniture Mart. Or ask your Motorola Distributor for details. Once you see it — 
you'll want to sell it! 
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Copyright 1955, Motorola, inc 
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| rHE store with the friendly 
open appearance that attracts 
the attention of the passer-by 
am! gets the business. That's 
why so many merchants and 
business men have decided to 
us’ Pittsburgh Open- Vision 
Stere Fronts to modernize thei: 
properties, 

Perhaps your appliance store 
could benefit from this type of 


Store Fronts 
and Interiors 


by Pittsburgh 








PAINTS GLASS 






C88 ea & 


IN CANADA: 
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CANADIAN PITTSBURGH 


modernization, too. Just look at 
this attractive establishment. . . 
Newton Appliance Center, New- 
ton, Kansas. Its smart, modern 
and inviting appearance is due 
in large measure to its attractive 
Pittsburgh Open-Vision Store 
Front. This eye-appealing de- 
sign features Carrara® Structural 
Glass, Pittsburgh Polished Plate 
Glass and a Herculite® Tem- 





PLATE 


Pittsburgh Plate Glass Company 
Room 5115, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 


our [) Please send me a FREE copy of your modernization booklet. 


a 


INDUSTRIES 








pered Plate Glass Door. 

To get more information on 
Pittsburgh Store Front Products 
for both new building and mod- 
ernization, just send for a free 
copy of our booklet, “How To 
Give Your Store The Look That 
Sells.” We will also be happy to 
give you a free estimate on the 
cost of a new front. There is no 
obligation, of course. 


Le ee ee Ee ee ms ee me em 
_ 


' 
' 
' 
' 
' 
(_] Have your representati j f i 
store — _ aso ative give me a free estimate on a 
a 
sells Name ; 
Address : 
' 
City State ; 
oo ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ; 
°° ee ee ee ee ee ee ee ee oe oe ee ee oe ee ee ce el 
CHEMICALS BRUSHES PLASTICS FIBER GLASS 





COMPANY 


LIMITED 


You're Selling in a 
Replacement Market 
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ins of various types of products. He 
could surmise, for example, that air 
conditioner trade-ins would require 
considerably more investment to resell 
than, say, electric ranges. Out of every 
100 air conditioners taken in trade, 
it is likely that five would have to be 
junked and only 21 could be resold 
as-is, while 47 of them would have to 
be rebuilt before reselling. On the 
other hand, 40 out of every 100 ranges 
could be sold as-is, although 26 would 


have to be junked and 22 rebuilt. 


Planning Ahead 


Other aspects of the survey also 
lend themselves to use as administra- 
tive tools, particularly in budget plan- 
ning. Look, for example, at the 
trade-in figures on refrigerators. Un- 
less you maintain accurate and easily 
obtainable historical records on the 
percentage of trade-ins in your own 
business, you can figure what your 
trade-in costs and volume are likely to 
be from these figures. Suppose you 
plan to sell 100 refrigerators during 
the coming year. You can estimate 
from these figures that 49 of these 
sales are going to involve trade-ins. 
Assuming that you pay an average of 
$30 each (deducted, of course, from 
the price of the new unit), your trade- 
ins will cost you $1,470. You prob- 
ably will have to junk 13 of these (27 
percent of 49) for a total loss of $390 

which will have to be made up some- 
where else. Another 13 will have to be 
rebuilt before they can be resold. Six- 
teen can be resold as-is and seven will 
still be sitting around the store at the 
end of eight months. 


Rule of Thirds 


Applying the rule of “one-third, 
one-third, one-third” to this figuring 
will give you a rough idea of whether 
you are going to make money (see 
EM, March, ’54, pages 76, 77 for a 
complete a of trade-in for- 
mulae). This formula assumes that 
the price offered the customer for a 
trade-in is approximately one-third the 
resale price when it has been recondi- 
tioned. In the example given above, 
the 13 refrigerators which must be 
rebuilt to be resold should sell at an 
average of $90, which figure is com- 
posed of $30 for cost, $30 for recondi- 
tioning, commissions and handling, 
and $30 for profit. The $390 profit 
realized from the resale of these 13 
units would just wipe out the loss of 
the 13 that had to be junked. Any 
profit, therefore, would come from the 
units sold as-is. 

Applying the tables reproduced on 
these pages to an individual's dealer’s 
own business and applying to them 
the arithmetic of his own experience 
will give him some estimate of the 
extent and costs of hi strade-in busi- 
ness. Those are things he should 
know, for, whether he likes it or not, 
he’s going to be selling in a replace- 
ment and trade-in market from now 
on End 
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Now! 
A NEW FULL LINE® 
WINDOW 
FANS 


OK! OK!—so we listened to you. 
Now do us a favor. Just for once, order — 
G-E Fans to meet that big demand. And early, 


gentlemen—early! 


New G-E Automatic Twin-Fan Ventilator. Re- 
versible. Turns ON and OFF when temperature 
rises or drops. Fits sash or casement windows. 
Portable—for use as ventilator or circulator. 
Only $64.95* 


New G-E 20" Automatic Window Fan. Reversi- New G-E Window Ventilator. For year-round 
ble. Automatic thermostat control, Cools up to ventilation. “‘See-thru” panel allows view and 
five rooms. Portable for use as ventilator or sunlight. Easily reversible. Snaps out for use as 
circulator. Only $69.95* table, floor or wall fan. Only $34.95* 





PSST. Don’t forget—all G-E Window Fans are portable— 
reversible and dual purpose—use them in the window as 
ventilators, or use them anywhere as circulators. 
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FOR THE DEALER... THE DISTRIBUTOR... THE MANUFACTURER 


the GIMMICK 





That MOVES 
the GOODS 





DINNERWARE 


by the STETSON CHINA CO. 


TESTED - PROVEN - PROFITABLE 


The positive tie-in that is the biggest promoter of appliance 
sales in America today! 


Promotionally Priced for 


GIVE-AWAY or SELF LIQUIDATION 


Custom-made to your specifications . . . or original Exclusive 


designs from our huge stocks. 


FREE MAT ADS and Promotional Aids! 


LET US PLAN A PROMOTIONAL 
PROGRAM FOR YOU! 


Write Today to 


| ad | 
(etson China C0.. uxcou. 
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The Lighting Industry 








Upgrading the Future 
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l'o see the potential or the possibili 
ties of this projection, one must face 
ertain fact The first is that this i 
a “Big If.” No one believes for one 
moment that the industry could 
achieve these figures the first year 
With more than 44-million wired 
homes in the countrv, the question of 
achieving five percent, or roughly some 
2.1 million homes, the first vear is out 
of the question. But the momentum 
of the push could build it to average 
out over the ten year period 

4 close look at the two chart 

lables 3 & 4) will give some indica- 
tion of the residential potential. Table 
3 is based on 100,000 dwelling units 
It shows the annual industry figure 
for bulb and tube sales. The current 
list price for this would be in the 
neighborhood of $240,000. 

Selling minimum light conditioning 
to this “one house in twenty” each 
year for ten years in a row would ac 
complish this: each house is sold $40 
worth of bulbs and tubes. On five 
percent of 100,000 this would bring 
in $200,000 each year 

Each year the one-in-twenty propo- 
sition would decrease the market po 
tential of non-light conditioned houses 
by one twentieth, or five percent. But 
the replacement market for renewal 
sales in bulbs and tubes from newly 
light conditioned homes would mount. 
During the first year of the program, 
renewal sales for bulbs would amount 
to $65,000 per 100,000 homes. This 
would double the second year, tripk 
the third, and so forth. At the end of 
the fourth year, this one phase of re 
placement sales would reach $260,000 
The projection for the ten years total 
would put replacement sales well over 
today’s market, with the doubling 
mark passed in the seventh year. 

The effect of the combined sales 
from the three phases (non-light con 
ditioned renewal business, light condi 
tioned conversion business and light 
conditioned renewal business) really 
adds up. ‘To get the overall picture, 
not just that of bulb and tube sales 
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The Clouded Picture 


Hor r vast residential! 
potential goa ich that comp! 
tes tl t The distribut 
system has grown with the industr 
but do t present the clear cut 
traight | form for achieving ti 
For instan there are three 


ventional forms 
tern—manufacturer 


retailers 


the distribution pat 
listributors and 


Manufacturers. The manufacturers 


of bulbs and t re fewest in nut 
ber but largest lume and activit 
Thev have Bang to prom + 


build and stimulate the industry thar 
anv other segment. But since they 
make only the end product, they car 
not do the ] , 


The manufacturers of fxtures ar 
many in number, but small in size 
There is a lack of brand name accept 


wince in the fixture field, with a few 
notable exceptions. Since these manu- 
facturers are smaller in size they have 
less monev to advertise, promote and 
merchandise their individual lines 
Portable lamp manufacturers have 
similar problem 

Distributors. While some distril 
uting firms may handle both appli 
ances and lighting, they split the dis 
tribution between two divisions. And 
two types of salesmen handle the sell 
ing, promotion and merchandising 
Service has been the basic aim of the 
distributor; promotion and merchan 
dising has suffered 

Retailers. Retailers show a similar 
pattern. But the pattern is even more 
complex. Bulbs and tubes going into 
the replacement market are channeled 
through the mass distribution market 
Well over half of the popular bulbs 
retail in the grocery and chain-varietv 
markets 

Portable lamps probably move 
through the department store and 
furniture outlets in most cases, with 
a few specialized firms getting some 
of the business. Most of the distri 
bution here is one-step, direct from 
manufacturer to dealer 

When it comes to fixtures, coupled 
with wiring, the electrical contractor is 
the most accepted outlet. He has the 
background of service (like his dis 
tributor) but is a less aggressive type 
of retail outlet 

(Continued on page 298 
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At Chicago Furniture Mart, 
Spaces 508A and 509A 


FIRST 
SHOWING! 











The most exciting line of appliances 
in Frigidaire history 


Not just new features—not just improvements—but all new models, 


plus brand-new additions to an already outstanding line 


NEW! See the revolutionary Frigidaire Cold-Pantry! A combination 
food freezer-refrigerator so different it required a totally new name. 


Vew Freezers, too! Uprights and chest types to meet every buyer’s needs. 


NEW! See the Electric Ranges with the magic "Thinking Top.” Now 
comes automatic cooking on top that’s as carefree, trouble-free, and 


work-free as automatic oven baking and roasting! 


NEW! See a brand-new concept of built-in range units. Here’s 
something totally new and different in both surface units and wall 
ovens. They will obsolete all others to set the pace for built-in cooking, 


baking and roasting in today’s modern homes. 


NEW! See the exclusive "Turbo-Spray Dishwasher.” A new idea in 
washing action and rack loading at last makes the dream of 5-minute 
dishwashing come true, Pre-rinses, washes and dries electrically. Also 
there’s a new Food Waste Disposer. 

Finest Laundry Equipment, too, Recently announced . . . already a 
big sales success! See the famous Frigidaire Porcelain Pair and the new 
low-priced Thrifty Pair. 


NEW! See the dramatic 1955 Room Conditioners. More compact, 
streamlined, with beautiful new styling —for both regular and casement 
type windows. New Twin-Powered models offer a new sales-making idea 


in local comfort and economy 


These new products will be shown to dealers and retail salesmen in dramatic, fast-moving, factory conducted meetings, as follows: 














Albany Jan. 17 Detroit Jan. 28 Memphis Jan. 21 Philadelphia Jan.13-14 St. Louis Jan. 10 Spokane Jan. 19 
Atlanta Jan.31-Feb. 1 El Paso Jan. 24 Miami Jan. 26 Pittsburgh Jan. 21 Salt Lake City Jen.21 Syracuse Jan.17 
Birmingham Jan. 28 Fort Worth Jan. 21 Milwaukee Jan. 12 Portland Jan. 14 San Antonio Jan. 28 Tampa Jan.24 
Boston Jan. 12 Hartford Jan. 10 Minneapolis / Jon. 31 Roanoke Jan.6-7 Seattle Jan. 17 Washington Jan. 14 
Buffalo Jan.24 Houston Jan. 26 St. Paul Rochester Jan, 26 Sioux City Jan. 28 Wichita Jan.17 
Chicago Jan.6-7 Indianapolis Feb.2 New Orleans Jan.3! 
Cleveland Jan, 19 Kansas City Jan. 20 Oakland Jan.11 re : Pye a — : 
t complet t from 1 

Dayton Jan.6-7 LosAngeles Jan.5-6 Oklahoma City Jan. 14 ° plete details fro he Frigidaire Distributing 
Denver Jan. 24 Lovisville Jan.19 Omaha Jan. 26 Headquarters office that serves your orea, 

. 

+ 
EES FRIGIDAIRE Built and backed by General Motors 
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So much more to sell 


when you sell LYO ep 


AIR CONTROL UNIT banishes smoke, heat and cooking odors. 
Just raise the hood and it goes to work. Lower the hood 
and it’s “off’’ automatically. A cooler, cleaner kitchen— 
and housewives love it! 






TWIRL-O-MATIC UNIT provides 
loads of additional storage space. 
When Mrs. Housewife rotates 
this corner unit, out come two 
circular shelves with stored ma- 
terials at her fingertips. 
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TAP-O-MATIC HANDLES open cabinet doors 
like magic. Just a tap and they swing open 
automatically. Here’s a convenience every 
housewife raves about—and it’s a Lyon 
exclusive! 


And Another Big Selling Feature 
LYON STEEL KITCHENS IN COLOR 


@ Green, blue, yellow, pink, gray, tan—any of these colors, alone 
or in combination, are now available. Lyon provides them at 
only 10% over white in cost—only one week additional delivery 
time! If some of your customers want special colors, we’ll furnish 
them, too! 

Features—choice of colors—Lyon’s direct-to-dealer policy — 
these all combine to make Lyon this year’s hottest line! 


MAIL COUPON FOR COMPLETE STORY 








LYON METAL PRODUCTS, INC., 121 Monroe Ave., Aurora, Ill. 
Gentlemen: I want proof that the Lyon Direct-To-Dealer 





: Kitchen Cabinet policy can mean bigger profit to me... 
TEESE SS at a 
ADDRESS ries Sees Es SS er Soe 
Crirr.... Si ai aa Re eee 
1 

i 








A PARTIAL LIST OF LYON STANDARD PRODUCTS 
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Lighting Industry 
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The electrical contractor is one who 
sells, installs and services lighting. But 
the emphasis in the past has been on 
the last two and the selling has 
suffered. Up until recently, he has 
not promoted or traded up, has not 
merchandised and developed new 
business. 

Where, you might ask, does this 
leave the appliance dealer? Does he 
have a place in the lighting industry 
and should he attempt to get a share 
of the retailing dollar which is so 
evident in the potential? 

The answer is a qualified yes. He 
can get a share of the market. And 
he has the tools. But to see just how 
the appliance dealer can fit into 
tomorrow's lighting market, factors 
both in his own appliance industry 
and those of the lighting field must 
be considered. 

The appliance retailer has shown 
evidence lately of a change. He is 
going into more sidelines and there is 
a tendency to diversify. The chronic 
complaint of low profits and slim 
margins is common. New appliances, 
such as component ranges and ovens, 
built-in refrigerators and air condi- 
tioning are calling for more service at- 
tention in the installation phase. More 
dealers are turning toward the kitchen 
field as a better chance for package 
sales at a cleaner price. 

What does this mean? It simply 
means that the appliance dealer could 
handle lighting in a limited form if 
he considered it a sideline. One that 
could be coordinated for package sales. 


Lighting as a Package 


The dealer should not concern him- 
self over much with bulb or tube 
sales, for he cannot compete with the 
mass markets. Should he go into 
portable lamps? No, for he cannot 
stock the required inventory with 
these changing style items. What re- 
mains? Simply the fixture and wiring 
end of the business. These are stable 
items, with small change in lines and 
a limited inventory, which are asso- 
ciated with appliance lines—the 
kitchen, the laundry, and possibly the 
bath. 

To do this, the dealer must think 
of lighting as a package, not as indi- 
vidual units. Taking a cue from the 
light conditioning program, he should 
promote, merchandise and sell lighting 
as an “appliance.” He should learn 
to think in terms of a “roomful of 
light.” If the dealer can bring him- 
self to think in these terms he will not 
be working with small units. 

Utility fixtures for a kitchen job, 
plus the wiring can bring in $100. 
Bath fixtures can run to $40 to $50 
and with wiring can rack up a sale of 
$75. Consider a good job of lighting 
the laundry room. If you are selling 
the matched pair (washer and dryer), 
work for a package job of lighting too. 

There are many other ways in which 
the appliance dealer can work with 
lighting for a healthy profit. With 30 
percent margins, he can build a busi- 
ness which is far from small. 
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See What S New ! —— _— Model MWP-12 


C 12” Reversible 
Booths 1205-7-9 Navy Drill Hall . a —_——liclia 
at the Chicago National 
Housewares Show — Jan. 13 - 20 


Model MWP-T12 
12” Twin Reversible 


Portable Window Fan 
EO 


- "iy * 
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4 a 
verti 
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Model MRP-24 M 
24” Electrically Wah 
Reversible : 
Portable Window Fan 


...including 
THE SENSATIONAL NEW 


JET-8 ona TWIN-8's 
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i it | Model MWP-16 
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Reversible Portable Window Fan 
NOW — MARKEL PRESENTS a new line of the famous FRESH-AIR 
MAKERS that are the standard of the fan industry ! 


EIGHT MODELS — from 8” to 24” including two electric reversibles — 
to supply all your fan needs ! A model for every purse and purpose ! 


MARKEL “‘Jet-8"’ 
Fresh-Air Maker 


MP-T8 
MARKEL Twin “Jet-8"" 
Fresh-Air Maker 
AND — in addition — a down-to-earth selling program that means greater 

volume, greater profits for you ! 


YES, MARKEL FRESH-AIR MAKER FANS have everything that your 


customers want — that you want ! 


¥ Directional! 
¥ Powerful! ¢ Reversible! 
¥ Convertible! ¢ Quiet! 

DIRECTIONAL! Each jet cone swivels independ- 


ently 30° — fingertip controlled! 


FITS EVERY WINDOW! Built-in brackets 


Write. wire or phone now for the details ! 


All These... and a Complete SALES-AID 
MERCHANDISING PROGRAM T00! 


adjustable to all 24” to 38” windows! 1. COOPERATIVE ADVERTISING Program V" see Ps Market 
REVERSIBLE! Push out hot air—pull in cool air! 2. Tell-n-sell Floor Demonstrator Displays Special .., , 
PORTABLE and VERSATILE! Lightweight — 3. Hand-out and Mail-Out LITERATURE y NEW 20” " 
adjustable cushioned twin feet stand solidly any- ELECTRICALLY ! 
where. a Tell-n-Sell FACT TAGS REVERSIBLE j 
5. NEWSPAPER AD MATS 3-Speed Window | 
MARKEL Ta GCMM 6. RADIO ond TV SPOTS | FAN wean 
5 
' BUFFALO 3, N.Y “MARKEL Fresh-Air Makers eae ra 
Manufacturers of Fresh-Air Maker Portable Window | are PROFIT MAKERS!°*° ! Electrically Reversible | 
Fans, Portable and Built-ln Heetaires, Markel-Maid | 3-Speed 20” j 
Fry-Pans, Cookers, Warmettes, and Residential Lighting i If you're not going to the Housewares Exhibit, write, j Window Fan | 
sa ne ie a tis tee al ee wire or phone DEPT. EMI for literature and prices. (ao. a oe mm ee el 
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WATER-DEFLECTOR TUB 
Produces 1800 extra cleansing water 
currents per minute, Washes clothes 
in less time—soaves soap and elec- 
tricity. 


3-SPEED WASHING 

AND WRINGING 

Provides selection of speed to suit 
kind of material being washed— 
from sheerest curtains to heavy work 
clothes. 


DOUBLE-DUTY AGITATOR 
Has removable bowl for washing 
small pieces—baby clothes, hand- 
kerchiefs, and lingerie separately. 
Bulky clothes are washed at the 
same time in the large tub. 


Write 
Portfolie 
B-54D. 


THE BARTON CORPORATION 
West Bend, Wisconsin ¢ Export Address 39 Broadway, New York 36; 
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Washing Machines 





shipments or sales. Both shipments 
and sales are roughly evenly divided 
which means that washers have con- 
tinuing steady acceptance throughout 
the year. 

Geographically, washing machine 
shipments by states, based on an aver- 
age of seven years show the East North 
Central area (O., Ind., II, Mich., 
Wis.) with 21.17 percent of the total 
business. The next most important 
area are the three important Middle 
Atlantic states (N. Y., N. J., Pa.) with 
19.60 percent; third most important 
region is the South Atlantic grou 
with 12.67 percent, Pacific States with 
12.17 percent, the West North Cen- 
tral area with 9.54 percent, the West 
South Central with 9.12 percent, the 
New England states with 6.10 percent 
and the Mountain states last with 3.44 
percent. Our figures on washer ship- 
ments for the first nine months for 
1954 do not show any marked varia- 
tion from the seven year average. 


Sales by Regions 

A further clue to the distribution of 
washing machine sales by regions is 
provided in our annual survey of elec- 
tric utility companies reporting sales 
in their areas. Further details are given 
in the article elsewhere in this issue, 
entitled “Appliance Sales by Regions”. 
A total of 149 utility companies pro- 
vided us with data on washing machine 
sales and they showed that 68 units of 
both automatic and conventional wash- 
ers were sold per thousand customers 
served. This is down somewhat from 
the figure reported last year when 75 
units of both types were sold per thou- 
sand customers. It is interesting to 
note that the Pacific states with 98 
units sold per thousand customers led 
the regions last year, according to these 
utility figures, and the West South 
Central region was second with 90 
sales per thousand customers. The 
Mountain states follow with 85 per 
thousand and the South Atlantic re- 
gion was next with 79 per thousand. 

It will be seen from the sales figures 
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that the automatic washer, along with 
the refrigerator and television, stood 
high in the dealer's favor as one of 
the big three appliances. But the 
automatic washer, in addition, had its 
companion pieces, the dryer and the 
ironer, to boost total home laundry 
business into impressive volume 
figures. The popularity of the twin 
units of washers and dryers continued 
throughout the year and two manu- 
facturers, Bendix and General Electric 
are now marketing a single unit com- 
bination washer-dryer. Manufacturers 
continue to improve and revise the 
design and engineering of automatic 
washer models, incorporating simpler 
controls, flexible washing cycles to 
accommodate both small and large 
loads, and more generous use of color 
in styling. asian successful home 
laundry conference was held during 
the year and brought together hun- 
dreds of home economists to discuss 
the various problems of detergents 
and the new synthetic fabrics and to 
work out a labeling system for gar- 
ments to indicate their degree of wash- 
ability. The day would appear to be 
coming when home laundry, long 
looked upon as a tedious form of 
drudgery, is approaching the state of 
an applied art. 

As in 1953, there was considerable 
juggling at the distribution level— 
franchises being exchanged at a dizzy 
pace. 

Industry spokesmen among leading 
manufacturers estimate that about 
3,425,000 washers of both automatic 
and conventional types will be sold 
in 1955—a drop of about 200,000 
units from 1954’s sales. Of these, 
2,355,000 should be automatics and 
1,070,000 conventionals. This would 
seem to indicate a falling off from the 
1954 figures and inasmuch as most 
informed sources seem to feel that 
business, if anything, will be better 
next year, it is reasonable to suppose 
that the total figure may be nearer 
the 3,600,000 mark. End 
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“FORGET IT MISS DWILP, IT’S GOOD ADVERTISING 
FOR POP’S APPLIANCE SHOP!” 
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ACT FAST ON THIS 
SECRET INFORMATION ! 





FEDDERS PUTS YOU ON TOP OF THE PROFIT @F 


COMPLETE 
CUSTOM 
LINE 


COMPLETE 
DELUXE 
LINE 


CASEMENT 
MODELS 





Top of the line...sleek, powerful new beauties that have Fedders exclusive 
“Famous Five Features!” Pre-balanced Refrigeration system gives steady, 
dependable cooling. Fingertip “Weather Wheel” gives gentl 

airflow to any spot in the room. New front-mou Weather Bureau 
gives easier push-button weather. Flexi adapts to any kind of 
window mounting desired. Coggpéfely Automatic Thermostat cools 
and heats, too! Here's geh@fture package that'll sell any prospect. 


The popular powerhouse line that proved itself to be the Number One 


famous Fedders heat pump. Fedders origga@and exclusive Built-In 


Weather Bureau gives “the wegef€r you want with the touch of a 
button.” Oversize filte ch more dust, dirt, soot and pollen! 


This powerful casement model is a miracle of compact, stream- 
lined design. Available in full-rated 4% and 34 ton sizes. Packs 
all of Fedders advanced engineering features into the smallest 
space possible. With the Custom...the Deluxe...and the 
Casement line, you can fill every room air conditioning 

need... meet every budget requirement. 











BRAND NEW DUAL 
DEMONSTRATION CENTER 


FEDDERS ws ows 
MA COMO HOMERS 
. a“ —_e 
ul 
_ 3 
“ b 


holds both Custom and Deluxe units. An 
actual salesman in itself . gives a com- 
plete visual presentation By giving pros- 
pect a choice, it helps you ‘'sell up!’ 


HOW. 


Turn the page and 
sce HOW Fedders 
is going to keep 


you on top of the 
profit pole in ‘55! 





HERES HOW Feddens 
US Gog 76 SPL. for You 


1955 “HERE’S HOW” KICK-OFF PACKAGE 


1. BUSINESS AND 

PROFESSIONAL CAMPAIGN 
Gives you complete coverage of Hotels, Motels, Office 
Purchasing Agents and Managers, Funeral Parlors, 
Hospitals, Doctors and Dentists. 


2. MAMMOTH MASS 

MAGAZINE CAMPAIGN 
Reaches 27,000,000 of the most able-to-buy families. 
Hardest-hitting ads in the industry again in 1955! 


3. GROUP LISTING 

NEWSPAPER PROGRAM 
Eight to ten hard-hitting ads running day after day 
throughout the hot weather season. 


4.RADIO AND TV SPOTS 

WITH DEALERS LISTED 
Will be individually tailored for each market and 
paid for out of co-op and in-market funds. 


5. BRAND NEW DUAL 

DEMONSTRATION CENTER 
that shows both Deluxe and Custom models... gives 
the prospect a chance to trade himself up. 


6. COMPLETE DIRECT MAIL AND 

SALES PROMOTION PACKAGE 
300 direct mail pieces, imprinted and mailed for you. 
Eye-catching wall banners, counter cards, streamers. 














Wilkerson Studio 
Fairfield, lowa (pop. 7,299) 

Commercial studio, and an Ansco 
dealership with a large stock of cameras, 
films, photographic equipment. George 
Wilkerson, owner, said: 

“About 98% of the farmers in this area 
have cameras. The younger people buy neu 
cameras, with flash coal eal ie equipment, 
Farmers like the 35mm. pictures in color, 
and buy both viewers ond seaiatena!? 





Pardekooper Drug 
Pella, lowa (pop. 4,427) 

This store is an Eastman dealer. The 
stock of cameras, films, flash equipment 
and accessories, fills a double section 
of shelves from floor to ceiling. 

“Our trade is largely farm. This is one 
of the most camera conscious areas in the 
country. We have many tulips here, and 
people like to photograph them. Every farm 
family has at least one camera.” 


~~ GS 





Lyon Camera Shop 
Jefferson, lowa (pop. 4,326) 

Mr. Marvin Lyon, owner, says he has 
sold a total of 1,500 of a certain model of 
camera with flash equipment; and most of 
the sales were to farmers. The store was 
showing twelve 35mm. slide projectors in 
one display, three home movie cameras 
in another. The proprietor said: 

“My trade is mostly farm. Farmers in 
this community are camera conscious. They 
buy cameras, bring in film for developing, 
come to me with their problems.” 





Lehman Drug Store 
Carroll, lowa (pop. 6,231) 

This store carries a $6,000 inventory 
of cameras and accessories, and grosses 
$30,000 a year from its photographic 
section. Beymer Lehman, proprietor, says 
that more than 75% of his sheteananiie 
sales are to farmers; and pointed out 
that there were five other drug stores 
in the town. 
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Do you know any better 
customers e e e for anything? Than the farm 


family subscribers to SuccessruL Farmine?.,.Their farm 
cash income averaged just under $10,000 in 1953. They 
have more spendable income after taxes than the average 
urban family...They spend more time together as a family 

and more time outdoors—than city people do... In the 
past three years, 82% have remodeled or repaired their 
homes, and 4% have built new homes. They are prime 
prospects for electric appliances that saves effort, adds 
comfort and convenience to family living. 

And there are an awful lot of them—more than 
1,300,000 of the country’s most prosperous farmers. ..a bloc 
of buying power equivalent to another national suburbia, 
in this one magazine! 


... Ask any SF office for the story! 


Merepiru Pusiisninc COMPANY, 
Des Moines... New York, 
Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. 
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DRYERETTE, JR. 


BIG LITTLE DRYER 














































SEE THESE FEATURES: 


Two-washer load capacity 
Fast and low cost drying 
Automatic controls 

Very low priced 

Rugged, compact construction 


Permanently attractive green 
Plextone™ finish: 
can be furnished white to order 


ideal for coin-metered operation 


Ask for the whole story on the Dryerette, Jr. 
Hoyt Manufacturing Corp., Westport, Mass. 





DRYERS EXCLUSIVELY 


Do repeat 
sales die 
in"your customer's 


kitchen 7 


Really good salesmanship involves more than closing the 
original sale... it also includes paving the way for future 
sales of other appliances. And one sure way of killing off 
those repeat sales is careless delivery . . . scratches on the 
appliance ... or scarring the customer's woodwork. 

Smart dealers avoid all this... instead they build goodwill 

hy delivering appliances in Webb Slingabouts. They're made of 
water-repellant canvas, thickly padded and flannel lined, 

easy to slip on and off the appliance. And they're economical, 
too, for they can be used over and over for years. 


Ask about Wrapabouts for Radio, TV, Hi-Fi and Air Conditioners 


Se 
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| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout or Wrapabout prices for Model + 

" EE 
C= io = 
Ot ce eg 

City. SE NO a Pes |g 
| (please specify) 
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Clothes Dryers 





only estimates and do not cover every 
utility in the country. On dryers, 
164 utilities serving 30.6 million cus- 
tomers reported retail sales of 401,- 
000 units. Projected to national totals 
this indicates sale of 582,237 units, 
considerably short of the total esti- 
mated by the industry. 


Trade-ins Appear 


ELECTRICAL MERCHANDISING’S an- 
nual replacement and trade-in survey 
indicates that a surprisingly large 
trade-in market has developed on dry- 
ers, even though the units have been 
on the market for only a few years. 
(No industry sales totals are available 
prior to 1947 and even in that year 
the industry sold only 58,000 units). 
The survey shows that 284 out of the 
380 reporting dealers are handling 
dryers; that means three out of every 
four stores handle the product. The 
284 dealers reported sales of 2,874 
units from January through August 
or an average of 10 sales per dealer 
for the eight month period. Dealers 
breaking their sales down into “new” 
sales and “replacement” purchases in- 
dicated that 87.1 percent of dryers 
were sold to homes not already own- 
ing the appliance while 12.9 percent 
were replacement sales. About three 
percent of sales involved a trade-in 
(the replacement rate of 12 percent 
is, as usual, considerably higher than 
the trade-in figure). Only about 11 
percent of the dealers said they were 
accepting trade-ins on dryers, although 
better than 70 percent accept trades 
on refrigerators, ranges and washers. 

The 30 dealers handling trade-ins 
sold 638 units and accepted 82 trade- 
ins. Of this latter total, 15.9 per- 
cent were junked, 24.4 percent were 
rebuilt and resold, 34.1 percent were 
resold as is and 25.6 percent were still 
on hand 

Whether the replacement figures 
industry-wide are as high as this sur- 
vey indicates is not certain. One 
reason for a higher than expected 
replacement rate may lie in the im- 
provements made in product design 
over the years. Early dryers were less 
economical to operate than today’s 
counterpart, they created clothes wear 
that shortened clothes life, their high 
temperatures sometimes scorched fab- 
rics and they tended to overdry, ac- 
cording to Ann Olson, home service 
director for Bendix. 

Modifications and improvements in 
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design have overcome these problems. 
The most radical of recent innova- 
tions is the combination washer-ryer. 
Although only one firm has thus far 
actually produced commercial quanti- 
ties of this unit, one more is definitely 
set to produce such a unit next year 
and it is generally conceded that 
many manufacturers are working on 
such units. The effect the increasing 
use of such units will have on the 
potential for dryers alone is by no 
means certain but it is a question 
which is receiving close scrutiny by 
many people in the industry today. 

Initially, at least, such combina- 
tions are expensive (though not much 
more than the price of both a washer 
and dryer). But many people today 
can afford to buy only a single unit 
at a time and one of the distinguish- 
ing characteristics of the dryer market 
has been its quick acceptance by the 
moderate income market. Robert M. 
Mitchell, vice-president of Whirlpool, 
pointed out early last year that many 
dryers are being sold for use in low 
to medium priced houses and “not 
exclusively to the carriage trade as 
so often happens in marketing a new 
and relatively high-priced appliance.” 
He said that 35.8 percent went into 
$4000-10,000 homes, 46.5 percent 
into $10,000-25,000 houses and 17.7 
percent into homes “over $25,000.” 


Optimism Prevails 


This “broad” character of the dryer 
market is one reason why so many 
people in the industry hold such op- 
timistic views as to its future. Long 
term guesses as to the industry's fu- 
ture sales were compiled by Exec- 
rRicAL MERCHANDISING in 1952 and 
by Electrical World, a McGraw-Hill 
publication, in 1953. Both however 
have proven to be too conservative. 
The 1952 estimates predicted that 
it would be 1956 before the industry 
hit 833,000 units while the 1953 sur 
vey said that not until 1955 would 
the industry sell 823,000. That these 
figures were easily surpassed in 1954 
is a good indication of how strongly 
the market has developed. The ulti 
mate impact of the washer-dryer com 
bination and other marketing condi- 
tions must be taken into consideration 
in making any new projections but 
for the immediate future the industry 
is moving strongly ahead, confident 
that it will set new records in 1955 


End 
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Special report to the trade 


1955—ELECTRICAL MERCHANDISING 


That's the escutcheon plate for one of 
the most comprehensive and timely issues 
ever put before the appliance and radio- 
TV industry. In it you'll find kitchens 
analyzed and synthesized from 1650 to 
1960, from appliances to work zones and 
from estimates to profits. And you'll find 
it in the March issue off ELECTRICAL 
MERCHANDISING 











The biggest news in 
the air conditioning 


business is happening 
right now at York! 


Great things are happening at York! .. ; 
important developments that are now making 
Big News for air conditioning dealers. 

Here are the facts: 

To serve you better, York Corporation has 
set up two complete and independent divisions 

Commercial and Industrial. Under the new 
organization, York’s Commercial Division will 
devote full time and energy to air conditioning 
and refrigeration packages for the York Dis- 
tributor-Dealer family. This is important news 
because more than ever before, York is deeply 
and directly in the “appliance” business. 

To support these new steps, the York Com- 
mercial Division has an advanced new Research 
and Development Laboratory and expanded 
manufacturing facilities. And you'll soon see 
that York’s program to help Distributors and 
Dealers sell has a new look—has been given 
plenty of elbow room! 

Powerful new merchandising plans to help you 
sellin 1955 are all mapped out, starting with the 
finest line of air conditioning units the people of 
York, Pennsylvania, have ever produced. 
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News about this exciting York line will be 
announced to millions of homes throughout the 
country in the biggest, most aggressive, concen- 
trated campaign in York's history. 

As you know, York was the first to develop 
a commercially successful Room Air Conditioner 
... first to introduce the completely hermetically 
sealed cooling circuit in large commercial air 
conditioners . . . first to find a practical way 
to apply the “Heat Pump” principle to room 
units . . . first in technical superiority every 
year in every phase of refrigeration and air 
conditioning! 

Now, with a powerful new strategy to push 
sales of the nation’s finest line of air conditioning 
appliances, 1955 will be another year when 
York takes the lead. 

The management skill that made York the 
“quality name in air conditioning” is making 
York the biggest-selling line in air conditioning.” 

You can get into position to capitalize on 
these events if you act now! Get an early start 
by using this coupon today! 


YOR K 


FOR 


1955 


MECHANICAL 





The 1955 YORKAIRE Year- 
Round Residential Air Condi- 
tioner—a “best-seller to 
expand a big market for you 
—fast! 












COOLING 


The 1955 YORKAIRE Room 
Conditioner Model C-75 has 
features which have made 
YORK the most wanted air 










conditioner. 
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YORK CORPORATION, York, Pennsylvania ; 
Commercial Division | 
Please send me complete information on the merchandisir } | 
plans and products checked | 
Yorkaire Room Conditioners Unit Coolers ! 
Yorkaire Store Conditioners ] Flakice lee Mokers 
Automatic Ice Cube Maker Condensing Units i 
Yorkaire Residential Air Conditioners | 

NAME i 
FIRM NAME | 
ADDRESS 
city ZONE __ STATE 
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the quality name tn air conditioning and refrigeration 


HEADQUARTERS 


SINCE 1885 
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Camm 


BLUE RIBBON LINE 


SEE IT NOW IN 
BLUE RIBBON BOOTH 
#437-439 


NATIONAL HOUSEWARES SHOW 
NAVY PIER 
JANUARY 13th to 20th, 1955 
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Ironers 





ironer is not that it can not be sold, 
but simply that it isn’t being sold. 
l'ests by this company, he says, prove 
conclusively that a specialty selling op- 
eration moves ironers in volume. But 
it requires specialty sales crews who 
sell nothing else to follow up on 
washer owners, give demonstrations 
and/or free trials, or even put the ma- 
chines out on a rental basis. Sales, he 
maintains, are the direct result of dem- 
onstration and instruction. 


Sales by Months 


No clue to the pattern of sliding 
sales is evident in our annual surveys 
of retail sales by months. Even in 
1953 (the latest year available) Decem- 
ber was, as usual, the best of the year 
with 12.52 percent of total sales. 
January was next best with 9.49 per- 
cent and April was third with 9.47 
percent. ‘The swing between the low 
est (Sept., 6.73 percent) and the 
highest was 5.79 percentage points, in 
dicating that the ironer is considerably 
more seasonal in nature than washers, 
somewhat less seasonal than dryers. 

The pattern of manufacturer sales 
is similar, at least at the beginning of 
1953, when January sales accounted 
for over 15 percent of sales. Decem- 
ber, unlike the retail level, was the 
worst month with 4.5 percent. Junc 
was a fair month with 8.1 percent and 
the swing was a big 11.3 percent 


Replacements and Trade-Iins 


Our survey of 380 dealers shows for 
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1954 that only 39.2 percent of them 
handle ironers—as compared with 90.3 
percent for washers and 74.7 percent 
for dryers. This is a sharp decline from 
the previous year’s survey when 52.4 
of the responding dealers handled 
ironers. 

Most of the sales that these mer- 
chants made were to homes which had 
not previously owned an_ ironer— 
93.1 percent. So replacement sales 
amounted to only 6.9 percent, far less 
than washers’ 67 percent and even 
below the dryers’ 12.9 percent. 

Trade-ins accepted in proportion to 
total sales were even smaller—2.6 per- 
cent. Of those old ironers accepted 
as trades, dealers junked 17.7 percent, 
rebuilt and resold 29.4 percent, resold 
as-is 23.5 percent, and had 29.4 per- 
cent on hand. 


Outlook for 1955 


Despite the miserable showing of 
ironers in 1954, manufacturers are not 
singing the blues about 1955 pros- 
pects. One leading maker who suf- 
fered a 25 percent decline in 1954 
sales expects to increase his 1955 vol- 
ume by over 33 percent—which would 
put him over the 1953 figure. While 
neither he nor any other maker with 
a realistic attitude could logically look 
for any astronomical boom in the next 
few years, they can reasonably expect 
that there will always be a place in the 
home for ironers—and, if the product 
is carefully nurtured and exploited, a 
constantly growing acceptance. End 
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ARVIN ‘‘ROCKET 21” 


® guaranteed quality at a rock bottom price 









@ with NEW longer dealer discounts! 


/ ARVIN ROCKET 21 


15995 


FULL 21’ SCREEN 













@ now with aluminized picture tube at $169.95 
@ phenomenal range and stability 


@ side mounted controls on a horizontal chassis 
—heat can't “pile up” 


® compact mahogany-color cabinet, 
2154” x 206” x 171” 





@ built-in all-channel one-knob tuning optional 
for only $20 extra 


THE TV YOU CAN SELL AT A PRICE, SELL 
AT A PROFIT, SELL AND BE PROUD OF 


Other Arvin Rocket 21” VHF table models $179.95 
and $189.95. Console model $199.95. 
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Prices are suggested retail for Zone 1. 
and include Federal tax and warranty. 


















ALSO ARVIN SUPER CUSTOM 
MODELS (right) ...asuperb step-up line 
in fine hardwood cabinets . . . with 270 
sq. in. aluminized picture tube . . . “‘sight- 
saver’ tinted safety glass . . . stepped-up 
picture power... gubctuiitie electronic 
stabilizer . . . full-depth automatic focus 

. lifetime linearity control... and a 
host of other features $229.95 to $349.95 


—— 































DISTRIBUTOR FRANCHISES 
AVAILABLE IN SEVERAL AREAS 
WIRE OR WRITE: Weldon L. Payne, General Sales Mgr. 
Radio & Television Division, Arvin INDUSTRIES, INC., COLUMBUS,, INDIANA 
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HY, Meet the First 
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Y New Merchandising 


Idea in TV Antennas 


since 1948 


THE NEW 


Radion 





iva up of impulse sales, extra profits 


\dl! y y 


QOTA-3 Antennas a week 


make $4440 profit 


(Same floor space as 1 TV set) 





Make the 3 sq. ft. under a Radion Antenna carton 
the most profitable space in your whole store 
Contact your jobber or write direct for Radion 
Profit Plan 


Radin 


THE RADION CORPORATION 
Dept. J, 1130 W. Wisconsin Ave., Chicago 14 


PAGE 


* Average Inventory 
Value $27.00 
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Refrigerators 





with 9.45 percent, 10.46 percent and 
10.6 percent respectively. The two 
lowest months of the year are Decem- 
ber with 6.02 percent and November 
with 5.88 percent of the year’s total 
business. It is interesting to note that 
manufacturers’ shipments of refrig- 
erators are heaviest in the first half 
but fall off sharply during the re- 
mainder of the year. 

To summarize the seasonal aspects 
of refrigerator distribution, we might 
point out that, based on four year 
average figures, manufacturers shipped 
29.80 percent of their volume in the 
first quarter while dealers sold 22.13 
yercent in the same period; manu- 
acturers shipped 28.13 percent in the 
second quarter as against dealer sales 
of 28.11 percent in the same period; 
in the third quarter, manufacturers 
shipped 23.28 percent as against 
dealer sales of 31.01 percent and in 
the final quarter, manufacturers ship- 
ped 18.79 percent as against dealer 
sales of 18.73 percent. 


Sales by Regions 


Again in 1954, Evecrricat Mer- 
CHANDISING surveyed most of the ma- 
jor power companies in the country 
for information on sales in their areas. 
During the past year reports were re- 
ceived from a total of 218 utilities 
serving 36,055,497 domestic electric 
customers, Of these utilities, 160 
companies reported sales of 74 elec- 
tric refrigerators per 1,000 customers 
as compared to 159 companies in 
1953 reporting sales of 79 ahignete 
per 1,000 customers. Projected na- 
tionally, this would mean that in 
1954 a total of 3,324,270 refrigerators 
were sold. Highest reporting area in 
the country was Wyoming with 144 
refrigerators per 1,000 customers; 
next was the District of Columbia 
with 129 per 1,000; next was South 
Carolina with 115; and next was 
Georgia with 102. Details of this 
particular survey may be found else- 
where in this issue under the title 
Rat sr Markets by Regions”. A 


breakdown of each region is also pro- 
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vided. Further information on how 
the appliance market is divided re 
jena is provided by the state 
breakdown (also printed elsewhere in 
this issue) which shows manufac- 
turers shipments of refrigerators for 
the first nine months of 1954. A 
total of 2,289,781 units were shipped 
nationally and the following break- 
down by regions is shown: Middle 
Atlantic States, (N. Y., N. J., and 
Pa.) accounted for 21.44 percent; the 
East North Central region, (Ohio, 
Ind., Ill., Mich., and Wis.) for 21.07 
percent; the South Atlantic area for 
14.20 percent; The Pacific states with 
10.07 percent; the West South Cen- 
tral area for 9.28 percent; the West 
North Central for 8.91 percent; and 
the East South Central, New England 
and Mountain States for 6.13 per 
cent, 5.89 percent and 3.01 percent 
respectively. 


Size, Price, Design and Trends 


The year 1954 was a relatively ex- 
citing and eventful one in the elec- 
trical refrigerator business. Spurred by 
intense competition at the manufac- 
turing level, problems of discount- 
ing and general price cutting at the 
retail level, and the obvious necessity 
of producing new design innovations 
to frelp speed obsolescence, manufac- 
turers allel out all the stops to main 
tain volume. The basic market con- 
ditions for healthy sales volume were 
all in evidence—high employment, 
high incomes, a high level of savings, 
a decreasing volume of outstanding 
installment debt and an extraordinarily 
high level of new home construction. 
Opposing these opportunist factors, 
were the negative factors of over-pro- 
duction at the manufacturing level, a 
deterioration of specialty selling tech- 
niques by dealers, and a virtual dis- 
ruption of price structure due to the 
activities of discounters and price 


cutting generally throughout all levels 
of the business. New refrigerators in 
general were re-styled, re-designed and 
re-engineered to attract that impor- 
(Continued on page 312 
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You sell with help from Specialists. 


* Airtemp’s only business is air conditioning. The Airtemp 






sales organization which serves the needs of room air condi- 






tioner dealers exclusively is made up of men who are factory- 






trained and experienced merchandisers. They know how 






to get room air conditioners into the hands of consumers!, 










You sell with a Leader. Your prospects 


* know the Airtemp name —associate it with engineer- 






ing leadership—have complete confidence in the room air 





conditioners which bear it. 








You sell with Franchise Protection. 
© 





Distributors and dealers are franchised. 


y You sell the only line with time- 
‘© tested models for both conven- 
DIVISION OF CHRYSLER tional and casement windows! 


For casement windows—the original, tried and 
proved Airtemp especially engineered for quick, easy 


4 | installation inside casement windows, Gives you sales where 
others can’t compete! 
For conventional windows — six different models, 
one that’s just right for every size room and budget, 
Quality products every one—products you can depend on to 


t — a 
i] I ; 195 ea stay sold, With Airtemp, you never have to pay back your 
® profit in service! 


for detaile-mail coupon TODAY! 


1 Room Air Conditioning Department &-1-55 y 
\ Airtemp Division, Chrysler Corporation 
Comfort Zéne 1600 Webster Street, Dayton 1, Ohio 


CH RY; LER Yes, i'm interested—piease rush complete details. 


IRTEMP sn ial 


DIVISION OF CHRYSLER 























Address 








AIR CONDITIONING FOR HOMES, BUSINESS, INDUSTRY ! 






City Zone State 
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ELECTRIC 
HOUSEWARES 


Fully 
Automatic 
Electric 
Percolators 


STANDARD 
8-CUP 


No. 1942 


No. 1941 
$8.75° 


Sz 


cq eat 


No Wonder They Sell So Fast! 


You Are Invited To See 
“EMPIRES NEWEST 
ELECTRIC HOUSEWARES 
At Booth 468-470 


NATIONAL HOUSEWARES SHOW 
Navy Pier - Chicago 


January 13 to 20 


* Prices Slightly Higher in West 





ELECTRIC TABLE GRILL 


. eames up with the ma 
Cotlee Quickie” “Perco : 
Food & Baby Bottle beer _ 
Hot Pilate. and the eae red 
Empire Automatic Perco _ 
to bring you the — —_ 
plete line of profitable =~ 
tric Housewares you 


feature! 


The METAL WARE @Gozéoration 


piel ttytrnitage. TWO RIVERS, WIS. 


New York 


th 

A chrome plated beaut hy 
190 sq. '- grilling ts Se 
\ rchangeable grids a — 
ind removable rip : 
—Tr 788 15.50 List. 


pan. 


Merchandise Mart 
Chicago 
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Refrigerators 





tant segment of the market owning 
boxes from ten to fifteen years old 
Color, both inside and outside, the 
units made headlines and bid fair 
to have an important bearing on fu- 
ture sales. The incorporation of freez- 
ing units, previously held generally to 
a two cubic feet compartment at the 
top of the refrigerator, went to three 
and four cubic feet compartments at 
the bottom in a number of manufac 

turers’ lines. This was the so-called 
“upside-down refrigerator” . Auto- 
matic defrosting was introduced in 
more lines and made a bigger sales 
volume. Philco made news with its 
double door refrigerator which would 
open from either side; GE introduced 
one of the first wall-type refrigerator- 
freezers, and at the same time stunned 
the trade with their announcement of 
1 policy permitting their own distribu- 
tors to set retail prices in their respec 

tive areas: Gibson reversed the popular 
trend by introducing _ refrigerator 
models with no freezing compart- 
ments. 

In general, it might be said that 
manufacturers went to shorter lines, 
still larger storage capacity, increase in 
the number of units with “door file” 
type of storage, plus beverage dis- 
pensers and cheese and butter condi- 
tioners, sliding shelves and greater 
use of color. Two-door refrigerators 
with food storage and freezing com- 
yartments separate continue to take 
arger shares of the business. Latest 
NEMA figures for 1954 show that 
about 12 percent of units produced 
by member companies were of the two 
door variety and it is expected that 
this percentage will increase sharply. 


Freezers 





when the highest month was 11.93 
percent and the lowest 4.48 percent. 


Replacements and Trade-Ins 


With freezer sales up around the 
million mark every year since 1949 
it is not surprising that this year 77.6 
percent of the 380 dealer respondents 
to our annual Replacement and 
l'rade-In Survey told us that they sell 
freezers. ‘That’s more than sell dryers 
or air conditioners or vacuum cleaners 
ind almost as many as handle TV. 
Neither is it surprising that these re- 
tailers, who sold an average of seven 
units each during the first eight 
months of 1954, found that nine per 
cent of their sales were being made 
as replacements. (The figure is lower 
than the 15.7 percent reported in 
1953 by a different group of dealers. ) 
While this replacement figure is com 
fortably low by comparison with re 
frigerators, ranges, washers and even 
IV, the percentage of total sales re 
quiring a trade-in acceptance rose 
from 1953's 4.2 percent to 5.5 per- 
cent—even though only 15.3 percent 
of the reporting dealers said that they 
handle freezer trade-ins 
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I'wo studies made by women’s 
magazines throw some light on the 
consumer’s preferences in present 
ownership of refrigerators. The 
Woman's Home Companion, for in- 
stance, reported that of 1,625 sub- 
scribers 64 percent had bought their 
refrigerators since 1949; that 60 per- 
cent of 1,931 subcribers own boxes 
from seven to ten cubic feet; that 47 
percent would buy a larger size if they 
were buying again; that 11 percent 
plan to buy in the next twelve 
months; and that of those planning 
to buy, 78 percent already own one. 
Some indication of the replacement 
problem may be gathered from the 
fact that of 2,042 Woman’s Hon 
Companion subscribers responding to 
their questionnaire, 99 percent have 
refrigerators 


The Outlook 


Manufacturers queried by ELec- 
rRICAL MERCHANDISING as to the out 
look for 1955 seemed optimistic that 
business would be better than in 1954 
Their own figures for total volume in 
1955 show an expectation of about 
3% million units will be sold. Prices 
will remain fairly stable, but discon- 
tinuing at the retail level will cut into 
the dollar volume of the industry. At 
present it would seem fairly safe to 
predict that industry will settle down 
to a fairly stable annual volume of 
some 3% to 4 million units per year. 
But even more design and engineering 
improvements will have to be intro- 
duced to shake present owners of 
old machines out of their lethargic 
acceptance of a minimum automatic 
refrigeration service. End 
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Getting rid of freezers accepted 
in trade is likely to require more ef- 
fort than some other appliances be- 
cause dealers reported that 30 per- 
cent of those accepted were rebuilt 
before they were resold, a percentage 
figure exceeded only by air condi 
tioners and television sets. However, 
as Compensation 4] percent were re 
sold as-is, only nine percent had to 
be junked and 20 percent were on 
hand at the time of the survey. The 
next few years should see a substan- 
tial rise in the number junked as those 
freezers which were bought early in 
the post-war period approach the end 
of their usefulness. In addition, 
changes are being made more rapidly 
now in freezer styling and features 
than in any previous period. The 
shiny, coffin-like box is fast giving way 
to sleekly decorated appliances boast- 
ing color both inside and out, door 
shelves and special containers. 

The new emphasis on style and 
efficiency, together with the promo 
tion from the basement to the kitchen 
and an almost universal use of frozen 
foods augurs well for a continuing 
growth of freezer sales. End 
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Better Homes and Gardens 


ome for All America 


breaks all attendance records ! 


2,000,000 people, in 37 states and Canada, 
visit 92 models of the Home for All America, 
presented editorially in the September 1954 
issue of Better Homes and Gardens. 


Better Homes and Gardens’ Home for All America 
promotion leaves every previous home promotion 
far behind on every point by which success can 
be judged. 


¢ Opening day attendance was over 450,000 

e Total attendance was 2,000,000 

¢ Through the promotion, cooperating builders sold 
over $11,000,000 in new homes—not to mention sale 
of lots 

¢ Builders, suppliers and furnishers spent over $500,000 
in huge local promotions 

¢ Over $50,000 was raised for charities by opening day 
admission fees 


Here, again, is eloquent testimony to the fact that 
Better Homes and Gardens editors know what’s in the 
hearts and heads of the American public—that when 
BH&G says “this is good”’ people act! 


1955 





Better Homes and Gardens is the trusted buying guide 
of over 4,000,000 alert, progressive American families. 


They read it avidly. They trust it implicitly. They buy 
on its counsel, 


Better Homes and Gardens is America’s primary advertis- 


ing medium for anything connected 
with the home and home improvement. 


MEPEDITH PUBLISHING COMPANY, Des Moines, lowa 


hi 


% 






Better Homes & Gafilens ~ 
advertisers are invited guests 


in more than 4,000,000 homes. 





An even better 
model home promotion 
for 1955 will be announced soon! 


Details will be available during the 
NAHB Convention at space 108, Conrad Hilton, 


or at BH&G Headquarters, Sheraton-Blackstone Hotel. 
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FLEXFLYTE DRYER DUCT 


Here’s a way to rake-in extra profits on all your dryer sales. . . 
simply sell and install the outstanding new Whirlpool Flexflyte 
Dryer Duct Outdoor Venting Unit. New Flexflyte, with an exclu- 
sive new flexible plastic tube and adjustable aluminum hood, is the 
only quick, efficient, economical method of outdoor venting. It 
can be installed anywhere ...on any dryer... in a matter of 
minutes, It's completely flexible . . . you can twist it, bend it, turn 
it to any angle easily to fit any situation—even flush-to-wall in- 
stallations. It’s simple to install . . . a screw driver, knife and 
scissors are all you need. It’s practical ... the compact aluminum 
hood is hinged to give flush mounting on any exterior finishes. 

New Flexflyte is beautiful and datable too. White in color it 
is specially treated to be impervious to acids, alkalis, solvents and 
oils. A wipe of a damp cloth keeps it clean. 

Capture the extra profits possible with this new Whirlpool 
exclusive... use new Flexflyte ~ p Duct for all your outdoor 
venting jobs. You'll be money and time ahead. Get complete in- 
formation from your Whirlpool distributor or A. P. J. A. parts 
jobber right away. 


FLEXFLYTE VENTING IS SO SIMPLE 



















2. CUT DUCT 

TO LENGTH 
USING SCISSORS | 
AND PLIERS 













1. INSTALL 
COMPACT 
HOOD 

IN WALL 









3, CLAMP DUCT 
TO HOOD 
AND DRYER 
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IT’S DONE... 
NEATLY AND QUICKLY 


service division 





Electric Ranges 





months. For retailers, January was the 
worst 1953 month, accounting for 
7.42 percent of sales. For manufactur- 
ers it was the fifth best, accounting for 
9.6 percent. May was the best month 
for dealers with 9.73 percent while for 
manufacturers it tied for third place 
at 10 percent. All in all, no month was 
really bad for retail range sales, but for 
manufacturers a November share of 
4.9 percent of sales represented a 
sharp drop from March’s 11.4 percent. 
Ranges, as one manufacturer recently 
expressed it, “should sell like salt— 
all the year ’round,” because they have 
no great seasonal factors with which 
to contend. Not even the ancient 
assumption that people do less cooking 
in the kitchen during the summer 
months seems to have any validity 
because retail sales are high during the 
year’s hottest season. 


Replacements and Trade-ins 


The fact that range sales held up 
as strongly as they did in 1954 while 
some other appliances were suffering 
sharper declines is even more surpris 
ing in view of a substantial increase in 
the importance of the replacement and 
trade-in market. According to our 
ninth annual survey (See, You're Sell- 
ing in a Replacement Market, in this 
issue ), 295 dealers sold a total of 7,289 
ranges during the first eight months 
of 1954, 53.3 percent (3,885 units) 
of which were sold as replacements to 
homes already owning ranges. This is 
nearly a 10 percent jump from the 44.1 
yercent sold as replacements by a simi- 
ar group in 1953. 

The percentage of trade-ins to total 
sales took an even bigger jump from 
27.8 percent in 1953 to 40.8 percent 
in 1954. (The replacement figure is 
different from the trade-in figure be- 
cause not all replacement sales in- 
volve trade-ins. Many customers get 
rid of their own flat units, use them 
in summer homes, throw them out, 
etc. ) 

I'he importance of these figures 
probably cannot be over-emphasized. 
If four out of every ten range sales 
involves a trade-in, it means that the 
dealer must set up a plan to handle 
trades and it means, too, that his 
suppliers must provide some assist- 
ance. Kefrigerators and washers are 
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“AND TO MY BROTHER BILL | BEQUEATH MY ELECTRIC RAZOR!” 
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the only two appliances which suffer 
from a higher trade-in ration than 


ranges. 
A higher proportion of trade-ins 
was accompanied, too, by some 


changes in the ways dealers disposed 
of them. Here’s the picture for 
1950 through 1954: 
Disposition of Range Trade-Ins 
Rebuilt & Resold On 


Junked resold “as-is” hand 
1950 26.1% 310% 30.1% 12.8% 
1951 21.7 32.0 29.0 17.3 
1952 19.1 24.2 36.9 19.8 
1953 22.8 32.3 32.2 12.7 
1954 26.7 22.0 40.0 113 


The 1954 figures, provided by 230 
dealers, show more units junked and 
more resold as-is than in any previous 
year. Conversely, they show that 
fewer were rebuilt and resold than 
in any previous year. 


The Outlook 


Despite the emergence of an im- 
portant replacement market, manu- 
facturers are not pessimistic about 
1955 sales, although many of them 
point out that they could use a lot 
more help from utilities. 

One manufacturer spoke for many 
when he said in a letter to this maga- 
zine, “I believe the best ways that 
electric utility companies can pro- 
mote the sale of ranges is with wir- 
ing subsidies, the aggressive merchan- 
dising and aggressive promotion of 
electric ranges vs. gas ranges. Some 
utilities are doing a good job, but 
many more of them are not.” 

Another maker wrote, “If there is 
any one place where the utilities can 
further the cause of the electric range, 
it is, we believe, in planned wiring 
programs. . . . We are trying to bring 
to the attention of the utility people 
the benefits of a ‘flat rate’ wiring plan. 
For example, when an electrical con- 
tractor can be assured of a reasonable 
degree of volume on range wiring, he 
can afford to make the kind of prices 
which make sense for value received.” 

Even without any enthusiastic in- 
crease in utility activity, four out of 
seven makers of ranges expect bigger 
sales in 1955—perhaps an increase of 
five or more percent. Prices should 
stay about the same. End 
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BROIL-QUIK 
SUPER CHEF 


by the Consumer Reporting Group 
Smart Shoppers Swear by! 


fully automatic infra-red 


> BROILQUIK 
Seve Chek 


BROILER-ROTISSERIE-BAKER 


Wins Over All Other Brands! 


A famous independent and impartial 





consumer reporting group bought 

10 different broiler-rotisseries in retail 

stores! After comprehensive and 

conclusive cooking tests they found 
rs | ~~ Kile MeN Broil-Quik Super Chef BEST! This is 
Raymond Loewy ' $” Guaranteed by % the kind of superiority that makes 
Associates Dep Good Housekeeping ; ; 

Broil-Quik “MR. BIG” in building 

traffic and wrapping up sales fast! 

Sales records will be shattered in ’55! 


Get ready to cash in now! 


THE PEERLESS CORPORATION 


615 West I3ist Street, New York 27, N. Y. 





World's largest manufacturers of miracle INFRA-RED applicnces 


BROIL-QUIK MAKES MORE MONEY FOR 
MORE DEALERS THAN ANY OTHER TRAFFIC APPLIANCE 
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Motor Repairman 
Says KLIXON Protectors 
Reduce Major Repairs 


KEENE, N. H.: F. A. Farrar, owner of the Farrar Electric 
Motors and Repairing Shop, knows from experience how 
KLIXON Inherent Overheat Protectors prevent motor 


burnouts. 


“It is our opinion that the motors equipped with Klixon 
Overload Protectors have reduced the major repair 


expenses to our customers.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protector, illustrated, is built 
into the motor by the motor manufacturer. In 
such equipment as refrigerators, oil burn- 
ers, washing machines, etc., they keep 
motors working by preventing burnouts. 
If you would like increased customer-prefer- 
ence, reduced service calls and minimized 
repairs and replacements, it will pay you 
well to ask for equipment with KLIXON 
Protectors. 












Automatic 
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SPENCER THERMOSTAT 
Division of Metals & Controls Corporation 
2501 FOREST STREET, ATTLEBORO, MASS. 
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Electric Water Heaters 
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wiring, are not beyond reason. Of 
course they vary, depending on loca- 
tion and labor and materials involved, 
but most manufacturers place the aver- 
age cost around $35. 

Despite the possibility, mentioned 
above, of a coming trend to smaller 
size units, the present trend is all in 
the other direction. According to 
NEMA figures for the first nine 
months of 1954, larger heaters took a 
bigger share of the market than ever 
before. The table below shows the 
percentage of sales for various sizes in 
the years 1952 through 1954: 


Water Heater Sales by Size of Tank 


9 mos. 

1954 1953 1952 
0-7 gal. 0.97 054 0.71 
8-20 283 225 2.25 
21-34 (excl. table top) 14.82 15.56 15.95 


(table top only) 870 9.42 11.18 
35-44 (excl. table top) 824 7.05 7.28 
(table top only) 9.89 11.45 11.40 
45-54 (excl. table top) 35.00 35.40 35.10 
(table top only) 2.24 162 0.54 


55-69 575 562 5.38 
70-84 10.93 1054 9.71 
85-99 0.15 0.14 0.19 


100 and over 048 O41) 031 


It's apparent from this table that 
the three largest sizes of water heaters 
have made small but consistent gains 
during the last three years. 


Best Sales Months 


Water heaters, because they are one 
of the household’s most necessary ap 
pliances, are seldom replaced just for 
the sake of keeping up with the neigh- 
bors and don’t break down as the re 
sult of any unusual strain such as en- 
dured by refrigerators in hot weather, 
should, theoretically, sell fairly evenly 
throughout the year. They do, but 
no more so than some other appli 
ances. According to our survey of re 
tail sales by months for 1953 (see com 


——_- 
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plete survey elsewhere in this issuc), 
the best three sales months for the 
dealer are June, with 10.80 percent of 
the year’s total, July, with 10.15 per- 
cent, and December, with 10.57 per- 
cent. 

The worst month of 1953 was 
January, with 6.74 percent. Neither 
ranges nor washers had such a wide 
swing between the lowest and highest 
months of the year. 

According to our annual Replace 
ment and Trade-In Survey, more water 
heaters were sold this last year to 
homes which already owned them than 
in 1953. Two hundred and thirty 
three dealers told us that 49.3 percent 
of sales went to homes with wate: 
heaters and 50.7 percent went to 
homes without. But in 1953 a simila: 
group said that 37.2 percent of sales 
were to previous Owners and 62.8 per 
cent to non-owners. This indicates a 
sharp increase in the replacement mat 
ket in just one year. Similarly, the per 
cent of trade-ins to total sales also 
jumped—from six percent in 1953 to 
10.2 percent in 1954. What dealers 
did with the trade-ins after they a¢ 
cepted them varied very little in the 
two years. According to the 64 dealers 
who answered this part of our ques 
tionnaire, they junked 56.7 percent of 
their 1954 trades, rebuilt and resold 
4.6 percent, resold as-is 25.8 percent, 
and, at the end of the eight-months 
period reported, had on hand 12.9 
percent. 


Prospects for 1955 


Because of the stable market, con- 
tinuing volume in home building and 
continuing economic prosperity, water 
heaters should maintain or surpass the 
1954 sales volume. Manufacturers’ es- 
timates of 1955 sales run anywhere 
from 550,000 units to 900,000, but 
most pick a figure somewhere in the 
800-thousands End 



















“THAT KNOB YOU'RE TRYING TO TWIST, SIR . 


JANUARY, 


THAT'S THE SCREEN!” 
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4 WAY MERCHANDISING PLAN 
for new CAPITOL Color-Planned kitchens 





























FAMOUS "COLOR-PLANNED” 
HOUSE & GARDEN COLORS 


Color-coordinated with all 
the quality furnishings and 
accessories that use the 
House & Garden color sys- 
tem. Choice of six solid 
colors, six unique color- 
flecked finishes, and white. 


CAPITOL'S GREATEST 
NATIONAL AD PROGRAM 


Dramatic full-color pages 
featuring Capitol’s all-new 
line in the leading home 
magazines, Plus plenty of 
editorial tie-ins. Plus hard- 
hitting new sales promo- 
tion material. 















QUALITY THAT SELLS 
EASIER AND STAYS SOLD 


All-new design. Rounded 
20) a eeetel@el- mm ahgett a. ” ' contours, nylon-roller 
: drawers, self-aligning 

PLANNING BOOKLET r . a doors, sit-down sinks spe- 
4 designs by stylist lee Ct e—., a cialty cabinets for built-in 
EE Se Se Sear : ovens, ranges, mixers, 
; fans. All steel. Can't warp, 

rot or stick, 


oe 









PRE-SELLS MORE PROSPECTS 
ON THE NEWEST IDEAS IN KITCHENS 


Authoritative, years-ahead styling suggestions in “‘Color- 
Planned Kitchens by Capitol”, unique 20-page kitchen 
design manual, will set kitchen fashions for thousands of 
homemakers . . . buyers sent by the booklet to their 
Capitol dealer for full details on equipment and acces- 
sories described. This styling information is furnished 
every Capitol dealer . . . part of our 4-way merchandis- 
ing plan to get you more store traffic . . . to back up the 
newest ideas in kitchen cabinets with the biggest sales 
opportunity in the industry. 


WRITE NOW FOR FULL DETAILS 





on how Capitol Kitchens’ new 4-way 
Merchandising Plan opens up big 
profit potentials for you. Or use the 
handy coupon below. 


CAPITOL KITCHENS 
division of Hubeny Brothers, Inc. 
608 East First Ave., Roselle, N. J. 











Please send complete information about the 
new CAPITOL Color-Planned Kitchens and 4-way 
Merchandising Plan. 













i. tama ([] Distributor [) Deoler [] Builder 
KITCHENS a 
STREET & NO._ 
DIVISION OF HUBENY BROTHERS, INC. 
city. ZONE SSS 
608 East First Avenue Roselle, New Jersey 


“*CABINETS OF STEEL FOR LASTING APPEAL'' 
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Complete 


GUIDE 


to Trade-In Profits 


955) 
NV oi 


H 
L i 


Trade-in Blue Book 


=z: 


Three volume library shows 
you (and your customers) 
the true market value of 
appliance trade-ins. Hold 
the line on trades and you'll 
hold the line on profits. 
Order a copy for each of 
your salesmen today. 1955 
editions. 


@ Endorsed by NARDA 

@ Now used by over 10,000 
dealers 

@9 major appliances listed 

@ 15,000 models of all makes 


single copy $5.00 
any 2 copies 7.00 
@ny 3 copies 10.00 


NATIONAL APPLIANCE 


PAGE 318 

















Television 








(continued) 


1953. By the end of 1954 this total 
rose to somewhere in the vicinity of 
425. This is a net gain of about 70 
stations during the year (considering 
that a number of them also went off 
the air). This gain was registered 
almost exclusively in the VHF band 
since there will no more (and perhaps 
even less) UHF outlets on the air at 
the end of this year. No market area 
of any size remains to be opened up 
although there are certain “blanks” 
in the coverage. Many of these areas 
may eventually be covered through 
satellites or boosters. Thus, although 
the telecasting end of the business will 
continue to change in detail, the basic 
outlines seem to have been completed. 

As might be expected, saturation 
continued to rise during the year. 
Figures now indicate that in excess of 
33 million homes have TV sets (com- 
pared to 27 million last year) for a 
saturation of 74 per cent (compared to 
63 percent). 


Dollars and Cents 


As indicated earlier, the industry in 
1954 was preoccupied with low-end 
merchandise. This is reflected in a 
drop in the average set price (from 
$280 in 1953 to $238 in 1954). Thus, 


Radio 


although production passed 1953 
totals, dollar volume fell short of last 
year’s performance. 


Seasonal Variations 


ELECTRICAL MERCHANDISING’S esti- 
mates of seasonal sales shows clearly 
that 1953 ran counter to what the in- 
dustry considers traditional. Heavy 
sales from September on are expected. 
In 1952, for example, 38 percent of 
the business was done in the final 
quarter. In 1953 less than 25 percent 
of the business was done in the same 
period, It is expected that the 1954 
figures will show more conformity to 
the traditional sales curve. 

The share of the total ‘T'V business 
done in each region of the country re- 
mained remarkably stable in 1954. 
Five areas registered slight gains, prob 
ably due to opening of additional sta- 
tions. Biggest losses (about two per- 
cent apiece) were shown in the Pacific 
and Middle Atlantic. Largest gain was 
in the South Atlantic (from 12.03 to 
14.22 percent of the national total). 

Estimates of sales prepared by — 
companies participating in ELEc- 
TRICAL MERCHANDISING’$ annual sur- 
vey of utilities do not correspond too 
closely with industry figures. Projected 


to a national total the utility figures 
show sales of 5.1 million sets, two 
million less than the figures compiled 
by industry sources. According to the 
survey the West South Central region 
registered the most TV sales per 1000 
customers. This region’s total was 143, 
compared to 139 in the East South 
Central and 135 in the West North 
Central. Lowest figure per 1000 cus- 
tomers was 96 in the East North 
Central. 


What's Ahead 


The industry is going into 1955 
with a much healthier attitude than 
that with which it entered 1954. 
RETMA’s annual “guesstimate” of 
sales showed the sales managers ex- 
pected industry black and white pro- 
duction to hit 6.6 million and color 
sales about 300,000, bringing the total 
just below the seven million mark. 
The higher dollar value of the color 
sets should help dollar volume com- 
pare even more favorably with 1954. 

There are plenty of problems which 
will create headaches Eas 1955 but 
despite an awareness of these situa- 
tions the industry is looking forward 
to the coming year with a reasonable 
show of optimism End 





(continued) 


Its 1954 total of 17.36 percent repre- 
sented a gain of almost four percent 
over 1953. California remained sec 
ond, Pennsylvania climbed one notch 
to third and Illinois was fourth. All 
three suffered minor losses in their 
share of the national total during 
1954. 
Utility Figures 


The above figures are based on fac- 
tory shipments but bear a fairly close 
relationship to retail sales. An even 
more immediate (though less com 
plete) index to sales can be found in 
the charts accompanying ELecrricaL 
MERCHANDISING’S annual utility sur- 
vey elsewhere in the issue. With 94 
utilities reporting, the charts show 
the sale of over 1.8 million radios 
Projected to the national total of 
wired homes this would represent sales 
of 4.1 million radios. According to 
these utility-reported figures, sales pet 
1000 customers dropped in all but 
three regions of the country. In one 
of these three, however, a rather spec 
tacular increase was registered. This 
took place in the East North Central 
where sales per 1000 jumped from 74 
to 124. More modest gains were 
shown in the West North Central (49 
per 1000 this year compared to 40 
in 1953) and in the Mountain area 
(90 against 88). Sharp drops occurred 
in the Middle Atlantic (from 122 to 
98), in the South Atlantic (from 118 
to 98), in the West South Central 
(from 124 to 94) and in the Pacific 
(from 92 to 65) 

(Although the above figures are 
based on reports from a large number 


of utilities it should be born in mind 
that they have two limitations. First, 
they cover utilities serving less than 
half the nation’s wired homes; second, 
they are in many cases only the esti- 
mates of the utility involved and may 
be subject to some later correction. 
Thus, although a projection of the 
figures in the utility survey show sales 
of only 4.1 million radios, most other 
figures indicate that close to 6.4 mil 
lion will be sold this year). 


As mentioned earlier, many in the 
industry expect an upturn in radio 
sales in the coming year and an 
eventual leveling off at somewhat 
higher levels than those experienced 
in 1954. While these higher totals 
are well below the peaks hit in the 
postwar period, they do represent a 
sizable volume of business and lend 
support to those in the industry who 
have insisted over the years that radio 
is neither dead nor dying. End 





" YEAH, | SUPPOSE YOU GUYS ARE LIKE US AUTO MECHANICS 


YOU'RE DOIN’ 


. DUNNO JUST WHAT 


JUST FEELING YOUR WAY HOPING YOU’LL ACCIDENTALLY HIT ON 


THE TROUBLE.” 


JANUARY, 
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It’s great to be a Carrier 
Room Air Conditioner Dealer! 


No, none of our law-abiding Carrier Dis- 
tributors would ever block traffic. But any 
Carrier Distributor knows dozens of other 
ways to direct prospects to your store! 
Carrier-trained advertising and merchan- 
dising men personally help Carrier Dealers 
with their advertising! But the really BIG 
extra is that... 


Carrier Distributors 
know air conditioning ! 


They grew up in the air conditioning 
business! ‘Twenty-five of them have been 
associated with Carrier for more than 
twenty years nearly sixty of them for ten 
years or more! ‘They're the industry's most 
experienced air conditioning distributors! 
\nother important extra... 


You have the 
Carrier name to sell! 


Carrier doesn’t make light bulbs, TV 
sets, or phonograph records — just air con- 
ditioning! They're the people who know 
iir conditioning best! And Carrier Room 
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Air Conditioners show it with slim silhou- 
ette styling, weather-armor cabinet, cor- 
rosion-proof coils, and exclusive cooling 
reservoir! 


Want to know more about the 1955 
Carrier Room Air Conditioner... and 
what it’s like to be a Carrier Dealer? We've 
made up a special issue of “Inside Carrier,” 
the monthly magazine that’s usually re 
served for Carrier Dealers only. It’s yours 
for the asking! 


Vail coupon for GIANT “Inside Carrier” ! 


AIR CONDITIONING 





\‘d also be interested in finding out more about; 
Carrier Residential Weathermakers 
Carrier Self-contained Weathermakers 


Nome 


Street 


City State 


1955 





REFRIGERATION 
INDUSTRIAL HEATING 


CARRIER CORPORATION, 318 S. Geddes St., Syracuse, N. Y. 
| want that GIANT Room Air Conditioner issue of ‘Inside 
Carrier’ and the name of my nearest Carrier Distributor. 


Carrier System Weathermakers 
Carrier Icemakers 











Because Carrier Distributors 


are extra helpful! 
bai 2 ad 


Look what you get from the Carrier Distributor ! 


* Financing and warehousing plans to ease your 
inventory problems! 


¢ Four retail financing plans designed to make 
payments painless! 


¢ Advertising and promotional plans custom 
built to your needs! 


Look at the products you have to sell! 


The Carrier Room Air Conditioner illustrated below 
has universal appeal! Carrier was first with “multi 
mounting.” You can install the new 1955 Carrier 
almost flush with the sill; you can install it in base 


ment, casement, wall or even through a transom! 































































THIS is the “BIG NAME” that 
sells fastest in today’s market! 


And value is just what Son-Chief’s 40 years of appliance 
manufacturing gives you! Because we're set up to tool and 
assemble top quality appliances at one of the lowest 
production costs per unit in the entire industry! Cash in 


on high markup satisfied customers! 


high profits 


No. 664, triple-chrome plate, 
7530 watts, 115 volts, 
A.C. only. 





SON-CHIEF 
AUTOMATIC POP-UP TOASTER AT 


NEW LOW PRICE! 


We're continuing to make our 
popular No. 666 all-chrome pop 
up toaster, But to give you even 
more value, more sales, we've re 
designed it with high-heat baked 
enamel base (Model 664) 
bling us to trim its already low 
production costs! So the price on 


ena- 


this new model is really sensation- 
al! Same gleaming triple-chrome 
plate. Hinged crumb tray. Fully 


No. 400, triple-chrome plate, 
5 pts. or Ibs. of oil, 
1500 watts, 115 volts, 


wa A.C. only. 
ism 


automatic, Toast color control, > 
Underwriters’ Laboratories Ap- “ef 
proved 


SON-CHIEF 
SUPER SIZE DEEP FRYER-COOKER WITH 


NEW TIME TABLE DIAL! 


Compare this with other higher 
priced fryers! Family size cooking 
area holds 6-8 man-sized portions! 
Seamless aluminum pot is unusu 
ally 
Automatic 


heavy cast, for long wear 
thermostat control 
1500-watt cast-in heating unit, 
Leak-proof back drain. Under 
writers’ Listed 

No. 9190 all-chrome, 
600 wotts, 110 volts, 
A.C. or D.C. 

















SON-CHIEF 
COMBINATION GRILL, 
SANDWICH TOASTER & 
WAFFLE IRON! 


Gaining in popularity every day! 
Heavy-duty steel, chrome plated 

famous Son-Chief construction 
throughout! Oversized grids, Tem 
perature indicator, Extra large, 
greaseless pure cast aluminum 
wefle grids, Underwriters’ Listed, 









SEE US AT THE NATIONAL HOUSEWARES SHOW, 
NAVY PIER—CHICAGO, JAN. 13-20—SPACE #815-17 


SON “CHIEF Stcctrics, Que. 
WINSTED, CONN. 
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Room Air Conditioners 





not be available for some time but it 
seems logical that the improvement 
shown in 1953 will be maintained or 
perhaps even bettered. There are two 
reasons for this: (1) there was some 
heavy pre-season merchandising activ- 
ity in 1954; and (2) the lack of hot 
weather held back summer sales. This 
latter method, however, is an expen- 
sive means of smoothing out the sea- 
sonal curve. 

Saturation once again increased 
sharply, thanks to the high level of 
sales. Previous figures have been re- 
vised to account for multiple installa- 
tions; the current figure of 4.5 percent 
compares with a revised figure of 2.6 
percent last year. 

The job of estimating saturation for 
this product is complicated by two 
factors: 1) a sizable share of sales 
(probably 25 percent) go to non- 
residential purchasers; and 2) many 
customers have more than one unit 
in their homes. Estimates of how 
many people own more than one unit 
vary, but a recent study by one manu- 
facturer showed that for every 100 
customers 38 had multi-unit installa- 
tions. 


Where They’re Sold 


Tables — for the story “Ap 
pliance Markets by Regions” else- 
where in this issue indicate that every 
region of the country except New 
England registered room air condi- 
tioner sales gain in 1954. These figures 
are beeed on reports by utilities in 
each region and to afford a basis for 
comparison are given as “‘sales per 
1000 customers of utilities reporting.” 
In New England in 1953 there were 
11 room air conditioners sales per 
1000 customers, This fell to five per 
1000 in 1954. Biggest increase was 
in the West North Central where the 
figure more than doubled (38 as com- 
pared to 17 in 1953). Other area sales 
included (with 1953 figures in paren- 
theses): Middle Atlantic 26 (22); 
Fast North Central 12 (10); South 
Atlantic 26 (25); East South Central 
39 (36); West South Central 77 
(62); Mountain 9 (7); and Pacific 
5 (4 


RE 
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The utilities reporting in this sur- 
vey represent 25.7 million customers. 
They reported the sale of 686,313 
room air conditioners. Projected to 
national totals they represent the sale 
of 1,209,262 units, which is some- 
what higher than some industry esti- 
mates. 


What's Ahead 


As noted earlier, the industry ex- 
pects retail sales to show still further 
gains during 1955; whether production 
will keep pace with these sales is, as 
pointed out above, still a matter of 
speculation. 

There will be product changes dur 
ing 1955, although a good bit of the 
merchandise offered the public will be 
basically 1954 units restyled for the 
1955 season. Engineering work has 
continued, however, and some of the 
units on the market will have greater 
capacity, draw less current, and have 
much better power factors. There will 
be more emphasis on flush mounting 
and some firms will add casement 
units. While some firms may virtually 
withdraw from the market in the 
coming year, others remaining in the 
field will expand their lines to offer 
two or three “‘series’”’ of units in con 
ventional, casement and console styles. 
There were well over 100 firms mar- 
keting room air conditioners in 1954 
and some manufacturers expect a 
sharp cut in this total in 1956. (The 
feeling is that these firms will stay in 
the market until 1956 to dispose of 
merchandise on hand.) Other indus- 
try spokesmen argue that in any 
growth industry there will always be 
marginal firms jumping in and out of 
the business and that a good year in 
1955 will bring additional entrants in 
the air conditioning race to make up 
for those who get out of the trade. 

No one can foresee the industry 
becoming any less competitive or any 
less dependent on the weather—but 
the majority of firms are so well sold 
on the potential available that they 
can still look at the future optimis 
tically, despite the problems still un 
solved and despite last year’s experi 
ence. End 
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| HAVE A NEW 
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Most beautiful 
fan in Hunter’ 
69 years 


on’ 


5 
“5h 


Polos 





A =~ New HUNTER 


7 


‘hoe 
—— Hassock Fan 


FEATURE THE FAN WITH THE TRULY NEW LOOK! 

Here’s the new and beautiful look in fans—the smartly-styled 

Hunter Hassock Fan! It's the answer to your customer re- 

quests for a fan with cooling efficiency, beauty and safety. 
The new Hunter Hassock Fan has selling features from top to 


PERFECT CIRCLE AIR FLOW 





“ ps rg: . a 1 - ar For example: 3500 CFM air delivery . ‘inblote dels 
outwart without annoying drafts e 

Ey lle to prot ee enient 3-speed switch 
livers 3500 CFM. Ideal cooling comfort More Than A Fan, Too! * et We gent nts met ent 8-9 ow 
for home. office o1 apartment. Often Smartly-styled cabinet in OP as . > 
used with air conditioners to cool larger beige to harmonize with all Order now from your Hunter Distributor 
areas by increasing circulation. room colors. Perfect as low or contact Hunter Fan and Ventilating Co., 


table, TV seat or footstool. 398 $. Front St., Memphis, Tenn. 
So compact, only 14%” high 
and 16%” wide. 





Hunter makes a complete line of highest quality fans. 


WINDOW + HASSOCK «+ ATTIC + OSCILLATING + CEILING + EXHAUST 
INDUSTRIAL FANS * ROOM AIR CONDITIONERS 






E yarante 
5 ear () j 















Double-action 


Hunter 


WINDOW 
FANS 
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Electrically Reversible 
for DOUBLE-ACTION Cooling 
VENTILATING—At night, as an exhaust fan, it 
drives out hot air and pulls in cool breezes 


CIRCULATING~—In daytime, reverse blade rota 


tion and it is a powe rful cire ulating fan 
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BEST SELLING WINDOW FAN NOW BACKED BY 


BIGGEST PROMOTION IN HUNTER HISTORY ! 


Big space advertisements! Liberal dealer 
co-op advertising! Salesmaking displays! 
A complete promotional plan for dealers! 


Hunter leads the way again—with the biggest advertising 
and merchandising campaign in its 69-year history! 


Make the most of this big Huntet promotion for 1955—¢et 





vour share of the assured demand for the complete Hunte 


line of finest fans, priced right! Call your distributor today! 






Compare its features with 
any other window fan — regardless of price! 




































e Electrically reversible ¢ Whisper quiet, caretree CASEMENT FAK 
for Double-Action cooling! performance! 
' ; For efficient, economical cool- 
¢ Cools several rooms at once ¢ Modern safety grille ; ; : a 
ing, feature the twin 12 
¢ Certified air deliveries ¢ Simple installation; no RE a a. 
9500 CFM and 3400 CFM! | additional wiring needed! Ww trically savetefilin Cor dondl 
e Two speed control on both e Underwriters’ Laboratories lating or circulating action— 
intake and exhaust! approved! ; ; ° : 
itake and exha ipprovec + with certified air delivery of 








2000 CFM! Fits standard 3- 
light casement windows—pan- 1 
els furnished without extra 
charge to fit standard 4-light 
windows. Patented air-direct- 
ing safety grille. 








Order now from your Hunter Distributor 
or contact Hunter Fan and Ventilating Co., 
398 S. Front St., Memphis, Tenn. 














Hunter makes a 
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WINDOW * HASSOCK * ATTIC * OSCILLATING 
CEILING * EXHAUST * INDUSTRIAL FANS 
ROOM AIR CONDITIONERS 
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Incomparable V-M 
tape-o-matic® 
Tape Recorder, 
Model 700, List 
$179.95" 


ee 








Popular-priced V-M MODEL 
















SL, 986 le Automatic 
7 1} Deluxe V-M MODE 990 Portable : 
Authentic hi-fi. » - ex Multiple-speaker v-M Portable Automatic Three- Three-Speed, List $69.95 
“PIDELIS” Table Mo le MODEL 556 Portable High S List $86.50 
High Fidelity, Mott 650: Fidelity, List. .... .$119.95° peed, 

49.5 , 
List 















Tiny V-M MODEL 121 
|-f rite V-M Portable Mania toe 

a -favo > a A te 

Sc ee 151 Portable Man- Speed, I _ i oe") 

ot Si 1, List $49.95* (less amplifier, 

ee-Speed, List 949." 












Low-cost V-M MODEL 920 
Automatic Three-Speed Rec- 


act V-M MODEL 972 
ord Changer, List... $39.99 


Three-Speed 
ist $59.95° 






















Comp 
Automatic 
Table Model, | 
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*Slightly higher in the west 
UL Approved 


And YOU Make the Money! 


V-M— America’s finest phono line — is on the move! Ready to back 
you up with the soundest selling plans ever offered. You get full-line benefits 
with minimum investment... for faster turnover ... better profits... greater 


return on investment! 


Look—V-M helps you pull in the profit with power-packed ads in the big 
national magazines! V-M ‘merchandising with muscles’’ packs a wallop that'll 
make your cash register ring! It includes: dazzling display packages . . . dealer 
support in 85 key market newspapers . . . plus a host of hard-hitting selling 


aids! Put it all to work... for you ...in your market... selling your customers! 


Get Top Profits . . . Stock The Top Seller . . . The Voice of Music Line! 
Contact Your V-M Distributor Salesman Today and YOU'll Make the Money! 





l CORPORATION 


BENTON HARBOR, MICHIGAN 





WORLD’S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 
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Why don’t you be 
the one to 
\ get her off the hook? 


_ GAL who has to lift, lug and hang 
a week's wash is hung up—but good! 
Help her out of a difficult spot. Sell her 
an automatic dryer with the famous 
Lovell Drying System. It'll save her up 
to 10 hours a week. And free her from 
a back-breaking wash-day chore. Make 
it easy on yourself, too—tell her about 
these Lovell features: 


1. Single Dial Control: 
~ (a) Provides for any degree of dryness. 
(b) Automatic shut-off at desired 
dryness. 


dN 


. Vacuum Drying System preheats air, has 
highest drying rate, costs less to operate, 
reduces lint accumulation. 

3. New Extra-large Infrared Element has 
three times more heating area, purifies 
clothes, dries them more gently. 

4. Easy-to-unload Door is extra large, opens 

all the way. Gives full visibility 


wa 


. Air-cooled Cabinet allows easy access for 
cleaning. 
6. Easy-to-clean Lint Trap. 


7. Lint Trap Safety By-pass prevents clog- 
ging if user fails to empty trap. 

8. Outdoor Humidity Vent is easily con- 
nected at rear. 

9. Handy Clean-out Drum Baffle to remove 
sand, small objects. 

The Lovell Drying System is used in many 

leading makes of tum- _ suum 

ble-type dryers, both . 

gas and electric. Lovell 

Manufacturing Co., Erie, 

Pa. Also makers of 

famous Lovell Pressure 

Cleansing Wringers. 





America’s newest household blessing 
Di ELECTRIC and GAS 


vanes Ys ween 


(Remind every customer that she can get her 
wash done quickest with a wringer-washer 
and automatic dryer—and that the combina- 
tion costs iess than she thinks!) 














1955 Range Lines 





WESTINGHOUSE Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: 9 new models in 1955 
range line includes eight 40-in. 
models, one Imperial 30. 

Selling Features: New to line are 
the Imperial 40’s BH and BHS and 
the Custom 40 CH all three of 
which feature full width ovens with 
look-in glass panel and an outside 
oven light switch that makes it pos- 
sible to see within oven without 
opening the door double thickness 
of insulation around full-width 
ovens provide cool exteriors; twin 
broilers in top of oven can be 
turned on simultaneously for large 
broiling capacity (8 good sized 
steaks) or can be used separately. 
Divided surface units, a Super 
Corox unit and two 8-in. Corox; 
BH has an Electronic unit. 

Other models in line include 2 
new DoubleOven Commanders 
AH and AHS. AH features an 
Electronic surface unit plus three 
other surface units including a 6-in 
Super Corox that gets hot in 30 
secs; an 8-in. Corox and a 2-level 
Speed Cooker for use as deep well 
cooker or as an added surface unit 
when raised up. Full width storage 
drawer; cove lighting on back 
splasher; aqua control panel with 
white and gold controls; color 
glance controls. Model AHS Com 
mander has same features except it 
does not have the Electronic unit. 

Imperial 30, which is 30-in. wide, 
has large oven full width of range; 
Look-in glass panel; Peek-A-Boo 
oven light; Oven Signalite; full 
width storage drawer; new back- 
splasher has chrome, gold and deep 
aqua; Color-Glance controls for 
surface units which include a 6-in. 
Super Corox; 2 other 6-in. units 
and an 8-in. unit; automatic appli- 
ance outlet can be controlled by a 
4-in-] timer. 

Other features in new line in- 


ELECTRICAL 


NEW PRODUCTS 


APPLIANCE 


clude Miracle Sealed ovens with 
Fiberglas heat guard seal; Color 
Glance or Tel-A-Glance controls. 


Price: From $199.95 to $469.95 





WESTINGHOUSE Built-In 
Ranges 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Westinghouse announces 
they will enter built-in range field 
in April. 

Features: For surface cooking the 
new built-in surface unit will pro 
vide 4 detachable plug-in surface 
cooking units, one of which is the 
Super Corox that gets hot in 30 
secs. The built-in oven will have a 
24-in. wide opening; Look-In glass 
panel in oven door; Peek-A-Boo 
light to see inside without opening 
oven door. 

Prices: Surface units, 
ovens, $199.95 


1955 Freezer Lines 


$169.95; 





INTERNATIONAL 

HARVESTER Freezers 
International Harvester Co., 
180 WN. Michigan Ave., 
Chicago, 1, Ill. 
Models: I-H 1955 freezer line in- 
cludes 4 chest and 2 upright 
models. 
Selling Features: Largest upright is 
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18.9 cu. ft. AV-19; AV-15 is a 
14.7 cu. ft. model which holds 514 
Ibs. frozen food. Other upright 
features include a “Frost-Out” vent 
for quick disposal of defrost water; 
a_box-girder door to hold heavier 
food loads on door shelves. 





4 chest models range from apart- 
ment-sized, 7 cu. ft. size to a large 
20 cu. ft. model; designed to afford 
more up-at-top freezer area, all 
chest freezers except A-7 have deco- 
rate-it-yourself top—which can be 
covered with counter-top material 
to match other counters in kitchen 
and to be used as extra worksur- 
face. 

Both types feature factory pre-set 
temperature control; “dri-wall’”’ 
construction; fanless operation; 
built-in interior; signal lights; and 
yellow interiors. 








AMANA Freezers 


Ameona Refrigeration, Inc., 
Amana, lowa. 


Models: Amana 1955 line includes 
Stor-Mor upright freezers in 12, 15, 
19 and 25 cu, ft. sizes and 2 chest 
models in 8 and 14-cu. ft. sizes, 

Selling Features: Stor-Mor Door is 
lined with racks, shelves, compart- 
ments with accessible food; 19 and 
25 cu. ft. sizes holds 80 Ibs. frozen 
food; 15 cu. ft. size 55 Ibs.; gravity- 
fed vertical racks holds foc ck- 
ages one on top of the other Fike a 
vending machine; width of racks is 
adjustable to accommodate various 
size packages; latticed-door ice 






ANNA A. NOONE 


cream compartment holds 35 pts. 
ice cream in No, 19, 27 pts, in 
No. 15. Left-over shelf consisting 
of a row of 1-pt., free-sealing freez- 
ing containers; pull-out service 
shelf; Juice bar, even-zero tempera 
tures for sharp freezing, hermeti- 
cally Powerpact condensing unit. 


All models finished in white enamel 
except 25-cu, ft. model; interior 
trim gold and ice green, 2-way light 
illuminates door and freezer shelves; 
new uprights occupy 40 percent less 
floor space and wall space. 


Door hinges permit removing 
without taking out screws. Other 
features include frame type door 
handle with built-in tumbler lock; 
large door gasket; positive freezing 
surface of aluminum; Freon refrig- 
erant, 


Chest freezers have zero wall 
construction make possible quick 
freezing and low temperature stor- 
age; easy opening top lid; dividers; 
removable baskets; built-in lock; 
mercury switch light works auto 
matically when lid is open; also 
temperature indicator. 

Prices: From $399.50 to $729.50 
for uprights; $279.50 to $399.50 


for chest freezers. 











ADMIRAL Freezer 


Admiral Corp., 
3800 Cortland St., 
Chicago, 37, Il. 


Device; Admiral 114 cu. ft. upright 
freezer, 

Selling Features: Has 5 refrigerated 
shelves and a Glacier blue interior; 
2 transparent door shelves for stor- 
age of juices and small packages; 
has 402 Ibs. frozen food capacity; 
vented shelves permit even circula- 
tion of zero-cold air and are trimmed 
in gold color; a red warning light 
on sone of door goes out whenever 
proper temperature is not main- 
tained because of power failure 


Price: $279.95 
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1955 Refrigerator Lines 








INTERNATIONAL 
HARVESTER Refrigerators 


international Harvester Co., 

180 WN. Michigan Ave., 

Chicago, 1, I. 

Models: 6 models in International 
Harvester refrigerator line. 

Selling Features: Top model 
A-120-D, 12-cu. ft. model, fits same 
floor space as most 8 cu. ft. models; 
occupies floor area 28 in. deep and 
294 in. wide; push-button auto- 
matic defrosting; full width 65 Ib. 
freeze T; pore elain meat drawer 
holds 10 Ibs. vegetable crisper 
takes over 34 pecks; automatic all- 
weather temperature control ad- 
justs inside cold to outside tem 
perature; glide out and adjustable 
shelves; fingertip storage on 7 
shelves in door, including compart 
ments for eggs, butter, bacon and 
cheese. 

Other models in line include 
7.4 cu. ft. model A-75; 8.5 cu. ft. 
apartment size A-85; 9.4 cu. ft. 
model A-95-D, a 10.6 cu. ft. model 
A-104 and a 10.1 cu. ft. model 
A-160-DX. All models except 
A-104 have full width freezers 
which has a U-shaped freezer. 

All models feature ‘Decorate 
it-Yourself’”’ door which can be 
used in its original white or covered 
with fabric to match kitchen decor; 
yellow interiors with copper trim. 





WESTINGHOUSE 
Refrigerators 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: 7 new 1955 refrigerators. 


Selling Features; 4 models feature 
Frost-Free automatic defrosting, 3 
defrost at push of button; new in- 
terior and exterior styling ranging 
from 2-door Frost-Free model with 
114 cu. ft. capacity, to an 8 cu. ft. 
model, feature artic blue Titanium 
interiors; recessed black panel across 
outer doors of top 3 models. 
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Automatic twin juice fountain on 
3 Frost-Free models automatic 
mixes 2 different juice concentrates 
under pressure with proper amount 
of precooled water to deliver frothy, 
ready-mixed cold juice; 2 compart- 
ments, l-pt. each; a 2-qt. pre-cool 
ing water tank draws fresh water 
from water system; Fountain oper 
ates at 15 to 125 Ib. pressure using 
a Venturi valve. 

Full width freezer compartments 
in all models with capacities rang 
ing from 73 lbs. in freezer compart- 
ment of 2-door model to 39 lbs in 
smallest model; 18 Ib, Meat Keeper 
in 4 deluxe models; roll-out shelves 
that can be removed in top 3 
models; adjustable shelves in FH 
103 and 2 pushbutton defrosting 
models. Beverage Keeper in DFH 
122; 20 qts. milk storage in top 
models; 12 qts. in 8 cu. ft. model. 

Blue porcelain vegetable Humi 
drawers 3 to 4 bu. Egg keepers tilt 
back to remove one egg; removabk 
to take a half-dozen to work surface: 
bottle shelf; cheese file; butter 
keeper and fruit bin 
Prices: From $549.95 for 2-door 
freezer-refrigerator to $239.95 for 
PH.-80. 





G-E Refrigerator-Freezer 


General Electric Co., 

Major Appliance Div., 

Appliance Park, 

Louisville, 1, Ky. 

Device: Newest G-E refrigerator 
freezer combination has 130 Ib. 
freezer compartment below the 10 
cu. ft. refrigerator unit. 


Selling Features: Model LH-14 
features 4 cu. ft. double-capacity 
freezing section, which will hold 
up to 130 Ibs. frozen foods; freezer 
door opens with foot pedal; has 2 
30g racks; 2 spacious removable 
wire baskets roll out on nylon bear- 
ings; built-in light, ice trays down 
one side include a double-depth 
aluminum tray for desserts plus 
Mini Cube and Redi Cube trays. 

Refrigerator compartment con- 
tinues revolving shelves introduced 
last year; new rear corner lights 
covered with plexiglas panels; 
hinged foldaway bottle racks swing 
out of way when not in use; ad- 
justable removable door shelves. 

Exterior colors include white, 
yellow, turquoise, LH-14M, white 
has contrasting grey textured 
freezer. 


1955 Air Conditioner Lines 








AMANA Air Conditioner 


Amana Refrigeration, Inc., 

Amana, lowa. 

Models; 2 room air conditioners de- 
signed for flush mounting, built 
with increased cooling power. 
Selling Features: All models have 
thermostats to automatically main- 
tain desired temperature. Year 
‘round models in 4, 3, 1 and 14 h.p. 
sizes deliver more cooling; any of 6 
combinations of cooling, heating, 
dehumidification and_ ventilation 
may be selected by adjusting a sin- 
gle glider control at front of unit. 
l'an or ivory fronts with gold trim. 
Deluxe models come in 4, 3, 1 and 
14 h.p. sizes; brown with gold 
metal trim. 

Both lines are engineered for 
quiet, vibrationless operation; 
rounded corners, adjustable installa- 
tion in any of 23 positions; intake 
and exhaust openings for condenser 
air located at back end of cabinet. 
Less than 5 in. need be installed 
inside room in De Luxe models. 
Year Round models, a little more 
\han 6 in. 

A kit for casement window in- 
stallation is available, and for wide 
windows 

Larger air outlets, fingertip ad- 
justable air deflector; hermetically 
sealed refrigeration; fiberglas air 
filter 
Prices: From $299.50 for De Luxe 


4 h.p. 115 volt model to $489.50 
for 14 h.p. 208 volt model. 





MITCHELL Air Conditioners 


Mitchell Mfg. Co., 

2525 Clybourn Ave., 

Chicago, III. 

Models: 3 new Super High-Capacity 
Chassis series M-345, M-1005 and 
M-1245; and 4 Bel-Aire series, M- 
235, M-225, M-245 and M-2005. 
Selling Features: Super High-Ca- 
pacity series feature a new refrigera- 
tion circuit in which air is cooled 


and filtered twice and temperature 
of room is dropped in 3-min, 15 
secs; maintains peak efficiency to 
120 degs. outside temperature. M- 
345 is a 3 h.p. model; M-1005, a 
l-h.p. model and M-1245 14 h.p. 
Air Flow Modulation, (AFM) a 
regulating switch that enables unit 
to deliver a concentrated column of 
air for fast cooling or a gentle flow 
of cool air to maintain a desired 
temperature; Weath’r-Dial with 7 
levels of operation including heat; 
2-speed motors; automatic thermo- 
stat; flush mounting; directionaire- 
control; and Expando-mount, a new 
device which enables installation 
with tools in any size window with- 
out custom fitting. All models have 
Cadillac beige cabinet; and M-345 
are available for 115 volt, 208 and 
230 volt operation, other models 
operate on 230 or 208 volts. 
Bel-Aire series features louvered 
panels adjustable to 20 different 
directions; Expando-mount; sizes 
are 4, 4, 3 and | h.p. respectively; 
the 3 and | h.p. models include the 
new Super High-Capacity chassis; 
Direction-Aire control; flush mount- 
ing; Weath’r Dial, adjustable to 
cool, ventilate and exhaust. All 
models operate on 115 volt a.c. ex- 
cept M-2005, 1-h.p. model which 
is a 230 volt, a.c. model. 
Prices: Super High-Capacity models 
from $379.95 to $499.95; Bel-Aire 
series from $299.95 for 4 h.p. model 
to $399.95 for | h.p. model. 





G-E Air Conditioners 


General Electric, 
Major Appliance Div., 
Appliance Park, 
Louisville 1, Ky. 
Models: G-E. 1955 room air condi 
tioner line features flush with inside 
wall installation. 
Selling Features: Flush mount ‘con 
struction, known as Drape Line De- 
sign is available in R32M, R52M 
and R72M models including 4 h.p., 
115 volt and 3 h.p. 115,208 and 
230 volt models and in 1 h.p. 208 
and 230-volt models. In flush posi- 
tion the unit does not interfere 
with movement of draperies or 
venetian blinds; if projecting posi- 
tion is preferred the flat top of unit 
may be used as a shelf; fine furni- 
ture finish includes blond and ma- 
hogany wood grain; 2-tone gray 
finish on the exterior weatherhood. 
3 rotator air directors provide 
flexible and draft-free air direction; 
permanent filter needs no replacing 
—can be cleaned with warm water. 
All-weather units which heat as 
well as cool are available in the 3 
and 1-h.p. 208 and 230-volt models; 
a reverse flow or refrigerant extracts 
heat from outside air plus a resist- 
ance heating element that turns on 


- automatically when outside air tem- 


perature drops below 40 degs. F. 
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Only Rotator Available 
In Four Glorious Colors: 


; BROEGE MARBLE 
AMERICA’S MOST Be MAHOGANY 


Oe GOLDEN WHEAT 
DEPENDABLE ROTATOR Soa DECORATOR’S GREY 





THE TRIO 


“ARISTOCRAT” 





NOW ce 
. , 
fmertcds 
most 7) , The sleek, modern, low silhouette of the new 
beautiful. TRIO rotator control case marks a new high 
in styling. 








Beauty, here, is more than skin deep since its 
low center of gravity makes it tip-proof! Note, too, that 
there are NO unsightly control knobs or switches to spoil 
its beauty. These are located at top rear of case-—where 
your hand naturally rests in operation of rotator! 






















Switch and direc 
tional controls are 
located at top rear 
of case for most con- 
venient manual oper- 
ation. Lighted diol 
permits operation in 
darkened room and 
also indicates when 


There is no obscuring the easily-read lighted dial. Avail- 
able in four glorious colors—to blend perfectly with any 
decor. 


rotator is on When 
on, pointer always 
shows exact position pan ‘ , ‘ 
of antenna RIO has a new plan which makes it convenient for 
the dealer and distributor to carry a complete selection of 
aa ee es colors with no major increase in 
THE TRIO a rotator investment. With this plan 


i “ARISTOCRAT” % the homemaker has a choice of 


colors—even at the time of installa- 
i CULMINATION OF [% 


1 SIX YEARS RESEARCH § tion, 
AND PRODUCTION 


ka 
; 
Fe, a Baa telsASe e 


7 Only Rotator 
With Factory 
Attached Cable 
{4 Only Rotator 
With Two-Year 







Guarantee 
Copyright 1954 By Trio Manufacturing Co 
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INTERNATIONAL 
HARVESTER Air Conditioners 
International Harvester Co., 

180 WN. Michigan Ave., 

Chicago, 1, Hil. 

Models: Six 1955 air conditioners 
in 1-H line run from 4 h.p. to | 
h.p 

Selling Features: ‘“‘All-Seasons” 
heat pump models available in 3 
and \-h.p. sizes; reverse cycle heat 
pumps automatically warm room as 
well as cool it; new design ait 
grilles located at top of all models 
designed to send cool air upwards 
to ceiling and over entire room; 
“‘no-draft” is another feature. All 
models may be decorated to blend 
with draperies and decorative 
schemes, 





FEDDERS-QUIGAN Air 
Conditioners 

Fedders-Quigan Corp., 
Buffalo, 7, N. Y. 
Models: Fedders-Quigan 1955 line 
is made up of custom, deluxe and 
standard models in sizes from 4 to 
l-tons; 2 casement window models, 
and a Shm-Lo-Boy, completely en 
closed model. 
Selling Features; Slim-Lo-Boy is a 
4 ton model 12 in, deep, 30 in. 
high with a control panel that fits 
flush with top; unit can be installed 
free-standing or recessed in wall; 
available in brown and white. 

Custom models feature “Flexi 
mount” installation in any one of 
8 positions; illuminated Weather 
Bureau comfort guide behind gold 
colored strip across bottom of cab 
inet includes thermostat and 
damper dials; 2-speed motor for hi 
and low speed cooling; 360 deg 
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weather wheel for draft-free air 
flow; built-in dehumidifier and dust 
trap are other features. 

Yeluxe and custom models have 
reverse cycle heat available in 4 and 
| h.p. models, Automatic thermo 
stat control switches from cooling 
to heating or the reverse automati 
cally. 

Casement window models arc 
also available in 4 and 3 capacities. 

Restyling includes color tones to 
harmonize with a variety of interior 
decoration schemes. 


Prices “Lowered by an average of 


$50.” 





CARRIER Air Conditioner 


Carrier Corp., 

Syracuse, N. Y. 

Device: Carrier air conditioner for 
mobile homes 

Selling Features: Unit fits entirely 
inside and requires no openings in 
walls or roof; serves as end table as 
well as air conditioner: filters inside 
air, reducing cleaning and dusting; 
} h.p. floor-type unit; air for re- 
frigeration condensing is drawn 
through an opening in floor op- 
erates on 115-volt circuits found in 
most trailer parks 


1955 Fan Lines 





SIGNAL Fans 


Signal Electric Div., 

King-Seeley Corp., 

Menominee, Mich. 

Models: Jet-Stream models HV-100 
and HV-120; Cool Spot oscillators, 
10-1400, 12-1400 and 16-1400; and 
signal 3-speed oscillators 12-2400, 
16-2400 and Signal Pedestal oscil 
lator 16-2480. Jet-Stream, high 
velocity 3-speed models feature jet 


design cowling; deep pitch blades; 
4-pole “Stout-Heart” motor; air 
stream adjusts through 180 degs; 
HV-100 delivers 2500 cfm; HV- 
120, 3500 cfm. grill front and back, 
mar-proof base; blue enamel finish; 
handle for carrying. 

Cool-Spot oscillators include a 
10-in. single speed (10-1400) 2-pole 
motor which delivers 600 cfm; a 
12-in. 2-speed model (12-1400) 
which delivers 850 cfm; and a 16-in. 
model (16-1400) with 3-speeds that 
delivers 1250 cfm. All Cool Spot 
models have opalescent silver-maple 
finish. 

Signal 3-speed oscillators feature 
handy rotary switch in base for full 
cool-control of the three speeds; 
fans oscillate through 80 deg. or 
lock in place; blue grey enamel fin- 
ish available in 12 and 16-in. blade 
sizes. Pedestal oscillator 16-2480 is 
same as 16-2400 with 3-speed pull 
switch in motor cover and is 
mounted on floor stand which is 
adjustable from 4 ft. 4 in. to 7 ft. 
6 in. 

Prices: Jet Stream, $37.50 and 
$47.50; Cool Spot, from $16.95 to 
$39.95; Signal oscillators, $34.95; 
$44.94 and $64.95 for pedestal 


modcl 





ARVIN Fans 


Arvin Industries, 
Columbus, Ind. 


Models: Arvin 1955 fan line in- 
cludes 2 20-in. models 7620 and 
7520; a portable 14-in, unit No. 
7414; 2 Cool-R-Hot fans 5400 and 
5440. 

Selling Features: No, 7620, 2-pur- 
pose model can be used as a win- 
dow exhaust fan or as an air circu 
lator for floor, table or other loca- 
tion; 3 balanced aluminum. air- 
scoop blades housed in grey enamel 
steel shell have a 6-pole induction 
motor; 3-speeds: frum 650 low to 
1060 rpms high; nickel and chrome 
wire grilles front and back, 








No. 7520 is same size and capac- 
ity as 7620 designed for use as win- 
dow fan only; comes in a complete 
package with expandable panels. 
Both models are reversible by hand 
for intake or exhaust. 

No. 7414, 14-in. low-cost model 
can be used for window exhaust or 
intake or for use on floor. 3 alumi- 
num air-scoop blades; 4-pole induc- 
tion motor; gray baked on enamel 
finish. 

Cool-R-Hot models 5440 and 
5400 have green and bronze enamel 
finish; both have adjustable heads 
and metal protector grilles front 
and rear. 

Accessories in the 1955 Arvin 

line include 2 side panel kits and a 
portable hi-lo pedestal for the 20-in. 
model. 
Prices: No. 7620, and 7520 $49.95; 
No. 7414, $28.95; Cool-R-Hot 
models are $23.95 and $20.95 re- 
spectively. 


by 
i ae 





ATLAS-AIRE Fan 


Atlas Tool & Mfg. Co., 

5147 Natural Bridge Bivd., 

St. Louis, 15, Mo. 

Device: Atlas-Aire 20-in. reversible 
window fan No. RV20. 

Selling Features: Fan can be in 
stalled in windows 284 to 424 in 
wide without tools—a crank handle 
in adjustable side panels and a 
“force” locks fan into place; 4-speed 
push button switch has a separate 
button for high or low speed on in 
take and exhaust; delivers 3500 
cfm; specially designed rubber hub 
reduces motor noise; 4 petal alumi- 
num blade; direct drive, 5-pole 
motor; light gray finish, plated 
spiral blade guard. 





G-E Window Ventilator 


General Electric Co., 

Fan Dept., 

Bridgeport, Conn. 

Device: All-purpose, Year-Round 
window ventilator, W21. 

Selling Features: Snaps in and out 
of unbreakable, weather-resistant 
clear plastic panels allow sunlight 
to pass through; can be used as an 
intake or exhaust fans; grid guard 
makes it possible to use fan inde- 
pendently of panels as table, floor 
or wall fan; can be used in any 
room or casement window by means 
of a mounting hanger; handy in-line 
switch on cord eliminates stooping 
or stretching to operate. 


Price: $34.95 
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One simple way 


“close” a 


gas range sale 
is to sell her... 








Better Baking Results 


with a Penn gas oven thermostat 





For a powerful sales plus on your gas ranges, sell Only Penn has all these features . . . that’s why it 
the better baking results homemakers get with a is such a big sales plus on your gas ranges. If the 
Penn gas oven thermostat! This thermostat al- range you're offering doesn't enjoy the advan- 
ways gives faster response to oven temperature tages of a Penn oven thermostat, ask your manu- 
changes .. . greater sensitivity, with temperature facturer — he can get it for you! Penn Controls, 
true to dial setting . . . better baking every time. Inc., Goshen, Indiana. 
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AUTOMATIE CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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EMERSON-ELECTRIC Fans 


The Emerson Electric Mfg. Co., 
St. Lowis 21, Mo. 


Models; FE. merson-Electric 13-in, 3 
speed low table fan, and a 16-in. 
and 21-in, 2-speed reversible win- 
dow models 

Selling Features; Low-table model 
has new design; finished in falcon 
brown and beige with old gold and 
chromium trim; a washable plastic 
‘table-top cap in glastex green, 
‘brown and white is available with- 
out extra charge; 4 balanced blades 
and special fan-duty motor delivers 
3200 cfm on high. 


16-in, and 20-in, 2-speed reversi- 





ble window fans have new cabinets 
designed by Banka-Mango in 2-tone 
brown and beige with old gold hori- 
zontal bands; both fans feature 
capacitor motor; balanced blades; 
direction of rotation is reversed at 
flip of switch to pull cool air in or 
exhaust hot indoor air; adjustable 
panels permit quick easy installa- 
tion in windows 29% in, to 36 in. 
wide; mounting chains supplied for 
smaller windows. 16-in, fan delivers 
2000 cfm on high; 20-in. model de- 
livers 3200 cfm, 


Prices: Low:-table, $53.95; 16-in. 
window, $61.50; 20-in 
$76.55 


window, 





AIR KING Window Ventilator 
Berns Mfg. Corp., 

3050 N. Rockwell, 

Chicago, 18, Hil. 

Model: Berns Air King 20-in. elec- 
trically reversible window ventilator 
AV20PB, 
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Selling Features: 6-speeds for ex- 
haust and intake; high speed cools 
entire apartment in a few minutes, 
medium speed gives even, moderate 
cooling any hour of day or night; 
adjustable sliding side panels fit any 
window; Beigetone finish. 

Price: AV20PB, $64.95; AVI6E, 
$57.95 





ees 


AIR KING Fans 


Berns Mfg. Corp., 
3050 N. Rockwell, 
Chicago, 18, Ill. 


Models; Berns Air King mobile line 
features a 17-in. blade and a 20-in. 
model, 

Selling Features: Both fans are 
adaptable for use on table, floor or 
in windows; 180 deg. tilt adjust- 
ment; may be raised or lowered 
from 22 to 37 in.; 3-speeds; Beige- 
tone finish. 
Price: FM20, 
$69.95. 


$74.95; FM16, 





PENQUINAIRE Fans 


Motor Outlet Co., Inc., 
96 Warren St., 
New York, 7, N. Y. 


Models; Penquinaire WFR 20-in., 
and ““T'winette”’ 

Selling Features: WIR 20-in., has 
6 quiet speeds—3 for intake and 3 
for exhaust; ivory finish cabinet; 
easily installed and adjustable for 
windows 28 to 34 in. wide; 3800 
cfm; Robbins & Myers motor; 20- 
in. aluminum propellers with rub- 
ber hubs; 60 cycles, 110 volts, a.c. 





NEW PRODUCTS 


“Twinette” electrically reversible 
window fan; automatic; portable— 
may be moved from window to 
window; adjustable from 274 to 
364 in.; fans can be individually 
operated, independent of each 
other; set in casement or sash, the 
windows can be opened or closed 
without interference; 3500 cfm; 115 
volts, 60 cycles; baked enamel fin- 
ish; weighs 40 Ibs. 

Prices: $89.99 each. 


1955 Heater Lines 








ELECTROMODE Baseboard 
Heater 


Electromode Corp., 
Rochester, N. Y. 


Models: 
heaters. 
Selling Features; Low-level perim- 
eter heat spreads a shield of warmth 
against cold walls from floor to ceil- 
ing; automatically controlled by 
wall-mounted low or line voltage 
thermostat; cast-aluminum heating 
clement; all wires insulated, em- 
bedded and sealed within finned 
aluminum casting; blank sections 
for extension, right and left-facing 
end pieces, corner pieces all match- 
ing the basic units, may be used to 
carry out unbroken baseboard effect; 
basic unit is 32 in. long, 84 in. high 
and 3-in. wide; 600-watts capacity; 
operates on 120-240 volts; silver 
grey hammertone finish. 


Electromode baseboard 








BROAN Fan-Heater 


Broan Mfg. Co., Inc., 
1669 N. Water St., 
Milwaukee, 2, Wis. 


Device: Broan fan-type heater for 
bathrooms, nurseries, recreation 
rooms U-15 and S-12. 

Selling Features: Equipped with 
bulb-type thermostatic control 
which provides automatic tempera- 
ture control from 60 to 90 degs. F; 


JANUARY, 


built-into-wall; fan behind element 
draws cold air in at bottom, forces 
heated air out through top of grille; 
No U-15 (1500 watts, 5000 btu/ 
hr.) has nickle-plated Uniflow grille. 
No. S-12 (1200 watts, 4000 btu/ 
hr) has stainless steel grille; both 
come with toggle switch or thermo- 
stat control. 


1955 Laundry Equipment 











SPEED QUEEN 
Laundry Equipment 


Speed Queen Corp., 

Ripon, Wis. 

Models: New deluxe automatic 
washer Al2A and two dryers DE- 
8A electric and DG-14A gas. 
Selling Features: Automatic washer 
Al12A has new timer control and 
timer knob to make possible instal- 
lation of the SO suds-saver, which 
has been specially designed for 
Al2A washer and cannot be used 
on any other model. Suds-saver, an 
accessory, is installed internally 
and wired to main control knob to 
make it a part of the washing cycle 
if desired. 

2 major improvements on Speed 
Queen’s deluxe electric and gas 
dryers—both models feature a life- 
time porcelain top and a new ultra- 
violet germicidal lamp. 








FOWLER Dryer 


Fowler Mfg. Co., 
Portland, Oregon 


Device: Fowler top-loading, electric 
dryer. 

Selling Features: Top opening door; 
air-flo system combines air and heat 
so that heated air goes through all 
the clothes; time switch selector; 
drum suspension to prevent cylin- 
der sag; large capacity cylinder; 
black heat element; high velocity, 
8-blade fan; thermal over-load-pro- 
tected motor with automatic reset. 


Price: $149.95. 
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Sey “de am 
“tool hunting” 
for good! 


Here’s the newest idea in TV service cases. It’s the Tube 
and Tool Tender’s “Pec PLATe” panels and adjustable 
metal holders. With this combination, set up your tools 
in the arrangement that suits you best. Then enjoy the 
time- and temper-saving convenience of having the too/s 


you want, right where you want them, whenever you It’s spacious — carries 


tubes, tools, meter, 
need them. per on gg 4 


And of course the Sylvania Tube and Tool Tender pegs nem ag need 
also gives you generous tube and equipment storage. ’ ‘ 


of 


Your Sylvania Distributor has your Tube and Tool Tender now. oon tins 
it's another Sylvania exclusive, designed for your easier TV - ped 


Sylvania 
servicing, offered only by your Sylvania Distributor. Distributor 





It's light and attractive, it's It’s durable and sturdy — It’s convenient —for théep as 


aluminum ... weighs only 20 will stand up in constant well as field use. Complete with 
pounds fully loaded. field use. “'ghelf-service,”” 


Sylvania Electric Products Inc, ~ 
yy 1740 Broadway, New York 19, N. Y! 
In Canada: Sylvania Electric (Canada) Lid, 
University Tower Bidg., St. Catherine St. 
Montreal, P.Q. 


LIGHTING - RADIO + ELECTRONICS + TELEVISION - ATOMIC ENERGY 
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New 


RAY-0-VAC 
FLASHLIGHT 


all-time 


BIGGEST SELLER! 










This is the flashlight that has broken 
Ray-O-Vac sales records of all time. And 
that’s not all—dealers everywhere 
report it is shattering their sales 
records, too. Smooth, streamlined . . 
Push-Pull Ring Switch . . . the handiest, 
dandiest flashlight switch ever designed 
. PUSH it’s on, PULL it’s off... 
they’re sold as fast as they're delivered! 
Place your repeat order today. 


ev nit = 


‘thas 


i » 


\\d\ah 


The HANDYMAN is carded in powerful displays 
like this—with one, two, or four flashlights. 
Put one up at the cash register, another 

at your regular flashlight display space, and 

a third one in your window. 


RAYVY-O-VAC COMPANY, MADISON 10, WISC 
= - RAYVY-O-VAC CANADA, LTD., WINNIPEG, MANITOBA 
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1955 Electric Housewares 








G-E Skillet 


General Electric Co., 
Small Appliance Publicity, 
Bridgeport, Conn. 


Device: G-E. automatic skillet 
Selling Features: Round shape; 76 
sq. in. cooking surface of cast alumi- 
num; a sealed-in G-E Calrod ele- 
ment; chart on handle lists correct 
cooking temperatures for most fre- 
quently prepared foods plus a selec- 
tor dial with settings from 160 to 
400 degs, and an indicator light 
which signals when desired tem- 
perature is reached; handle and feet 
are heat resistant plastic; can be im- 
mersed in water up to indicator 
light on handle. 

Price: $19.95. Any standard 12 in. 
lid fits, or an aluminum lid avail- 
able at $3. 





. 


WEST BEND Tea Kettle 


West Bend Aluminum Co. 
West Bend, Wis. 


Device: Speedmaster electric tea 
kettle. 

Selling Features: A 24 qt. tea ket- 
tle with a 1000-watt a.c.-d.c. im- 
mersion-type tubular element pro 
vides fast heat transfer; heats a full 
qt. water in less than 6 min. 
chrome on solid copper; trigger- 
operated spout cap; whistle tells 
when water boils. 

Price: $10.95 





WHITE MAGIC Ice Cream 


Freezer 


J. E. Porter Corp., 
Ottawa, Ill. 


Device: White-Magic refrigerator- 
type electric ice cream freezer. 

Selling Features: Automatic con- 
trols but off freezer when ice cream 
has formed; motor and gears are 
sealed, don’t need oiling; motor 





NEW PRODUCTS 


casing and cover finished in white 
baked on enamel; 1-piece alumi- 
num container with individual 
cover; plastic mixing paddles are de- 
tachable with tripper release; finger 
tip controls lock and unlock con- 
tainer form; 6 in. wide 14} in. long; 
5 in. high; fits almost all refrigerator 
freezing compartments; weighs 64 
Ibs; 50-60 cycles; 110-120 volts a.c. 





AMECO Boilmaster 


American Electric Appliance Corp., 
1060 Washington Ave., 
Bronx, 56, N. Y. 


Device: Ameco Boilmaster Trav-Ler 
kit, 

Selling Features; Kit includes the 
Boilmaster unit that heats, cooks 
or boils food, plus 2 cups, saucers, 
spoons, instant coffee and instant 
soup; Boilmaster can be immersed 
in water for cleaning; has automatic 
cut-off; thermos-type construction 
to keep contents hot; insulated; 660 
watts, a.c. or d.c.; polished alumi- 
num; 4-cup capacity, 

Price: With traveler kit, $14.95; 
Without kit, $9.95 





ROTO-BROIL 
Broiler-Rotisserie 


Roto-Broil Corp., 
32-14 Northern Bivd., 
Long Island City, 1, N. Y. 


Model: Roto-Broil 400 Capri 

Selling Features; Designed to han- 
dle larger fowl and heavier roasts; 
Calrod element; wrap-around grill 
top cover; under cover is a deep, 
extra large grill with a deep well to 
channel off gravy or grease; rede- 
signed Bak-A-Tray connects into its 
own socket doing away with extra 
cord and plug—it slides into broiler 
ready to bake; outside rotisserie it 
becomes a server, food warmer, 
cooker and defroster; redesigned 
control panel gives fingertip control 
—separate pushbuttons operate ro- 
tisserie, broiler and baker; thermo- 
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static dial control regulates heat to 
required degree; automatic bell 
ringing timer signals when food is 
done; 2 pilot lights—one on broiler 
and one on Bak-A-Tray signal that 
units are in operation, 

4 accessories are also available— 
a combination deep fryer-skillet 
that fits onto Bak-A-Tray; a corm- 
popper; and 2 fry squares for tailor- 
made ham or bacon and eggs. 
Price: $79.95 





G-E Blanket 


General Electric Co., 
Small Appliance Div., 
Bridgeport, Conn. 


Model: G-F. “Slumber-Cover” au- 
tomatic blanket. 

Selling Features: A textured 100% 
fine cotton fabric by Chatham with 
a Skinner acetate satin binding; 
rose pink and turquoise in sizes for 
twin or double bed plus a dual 
control for double-bed; custom- 
contoured bottom corners provide 
ample foot room; designed for year- 
round use; in severe weather it can 
be used as a regular blanket. 

Prices: $34.95; $37.95; $47.95. 





SUNBEAM Waffle Baker 


Sunbeam Corp., 
5600 Roosevelt Rd., 
Chicago, 50, III. 


Device: Sunbeam waffle baker and 
grill with radiant control. 

Selling Features: Thermostatic con- 
trol responds to heat radiated from 
grid instead of by actual contact 
with a thermostat block as provid- 
ing uniform results; other features 
include easy-to-see signal light that 
tells user to put in batter and when 
waffle is done; expansion hinge 
which allows room for king-size 
toasted sandwiches; overflow rim; 
drip spout for draining grease into 
drip cup are other features. 


Price: $32.50. 





G-E Grill 


General Electric Co. 
Small Appliance Dept., 
Bridgeport, Conn. 


Device: New G-E automatic grill 
and waffle baker with reversible cast 
aluminum grids. 

Selling Features: A temperature 
control panel with 6 pretested set- 
tings; newly designed thermostat 
unit controls heat, of grids and an 
indicator light signals user; grids are 
specially treated to prevent stick- 
ing; spout has been provided to 
drain off excess fat; can be used for 
grilling or frying, or as a closed 
grill for toasting. 


Price: $22.95 





G-E Dishwashers 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville 1, Ky. 


Models: Mix-or-Match colors in a 
deluxe undercounter dishwasher 
SU-60M highlights G-E 1955 elec- 
tric sink and dishwasher line. 
Selling Features: 5 colors plus white 
on the exposed front panel of SU- 
60M which is also available in 
knotty pine, oak, birch or mahog- 
any wood, 

acks in dishwasher are covered 
with yellow resilient plastic and 
hold a complete service for 8; 
dishwasher automatically pre-rinses 
dishes twice, washes, triple-rinses, 
dries and shuts itself off; a color- 
coded signal light above control 
dial shows wash cycle progress mak- 
ing it easy to add a forgotten dish 
or cup. 

Mobile Maid roll-around dish- 
washer SP40L, needs no installa- 
tion; a Unicouple connector oxy 
onto hot water faucet of any sink. 

Deluxe 48-in. dishwasher-sink 
No. SE-40M combines a standard 
sink and counter with built-in dish- 
washer under the counter section; 
l-control faucet mounted on sink 
backsplasher; utility compartment 
with door that opens at touch of 
finger or knee; a drain opening 
sized to accommodate a food-waste 
disposer; acid-resistant porcelain 
sink and work surface and improved 
drainage from sink top. 
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In Chicago, 
it takes 2— 


to clean up in ’55 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 
unduplicated coverage, one must 
be the... 


~S 


i> . 


In 
No.2 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 


LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 


HAL WINTER CO., MIAMI BEACH 
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ij CHICAGO 


ae 
THE ng, » polishing brushes; easy to guide; 
NEWSPApr, | weighs 114 Ibs.; specially —— 
AMERic4 5 = | scrubbing brush prevents splashing 


211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


~NEW PRODUCTS 





G-E Disposalls 


General Electric Co., 
Major Appliance Div., 
Louisville 1, Ky. 


Models: 2 deluxe and a standard 
model in 1955 line. 
Selling Features: Deluxe models 
| FA-4 and FA-45 feature the Safety 
Twistop control, which operates 
| only when control is locked over 
| the top opening in “on” position; 
control also acts as a drain plug; all 
wastes—bones, egg shells, fats, peels, 
coffee grounds are forced against 
shredding ring and reduced to par- 
ticles and washed down drain with 
cold water; 2 models have special 
| connector through which an auto- 
| matic dishwasher may be drained; 
fits all standard drain openings; 
special adapters and a boring tool 
are available to accommodate in- 
| stallation in nonstandard sink 
openings. A short model (FA-45) 
| is offered for high drain lines, un- 
dersink obstructions etc. May also 
| be used in homes with septic tanks. 





JOHNSON Polisher-Scrubber 


S. C. Johnson Co., 
Racine, Wis. 


Device: Johnson Wax _polisher- 
scrubber, 

Selling Features: Interchangeable 
single flat rotary scrubbing and 


water on baseboards, furniture or 
appliances; scrubs and polishes right 
up to baseboards; can be used on 
hard-surface floor, garage, basement, 
porch kitchen dining room, living 
room etc; easy brush change; auto- 
matic safety shut-off switch pre 
vents machine from operation until 
operator moves handle downward 
to normal operating position; blue- 
green and beige finish; vinyl 
bumpers; ribbed special plug; shock- 





ee butyrate upper housing; lower 
rousing of lightweight aluminum; 
operates on 115 volt a.c. or d.c., 25 
and 75 cycles, motor housing 74 in 
height, 83 in. wide. 

Price: $69.50 with brushes and 
chenille polishing pad. 





WESTINGHOUSE 
Water-Cooler 


Westinghouse Electric Corp., 
Springfield, Mass. 


Device: Westinghouse Cooleret— 
designed for use in the home. 
Selling Features: Occupies only 
about | sq. ft. floor space counter 
height; white finish; provides in- 
stant cold water in evenly con- 
trolled stream; push button, operat- 
ing faucet on front of cooler; 
equipped with 1-gal. reservoir it re- 
quires no plumbing or drain con- 
nections; water can be poured into 
reservoir and kept cooled until 
wanted; spring water bottles of 2, 
3, or 5 gal. capacity can also be used. 
Price: $149.95 





TRI-WONDER Lamps 


Kissner Industries Inc., 
Madison, Wis. 


Device: Tri-Wonder lamps kill in- 
sects, destroys odors and provides 
soft indirect light. 

Selling Features: Westinghouse 
Odorout bulbs are used to destroy 
odors electronically, kill flies, 
moths, mosquitos odorlessly; vitri- 
fied translucent china bases avail- 
able in a variety of combinations. 
“Tulip design” (shown) comes in 
pink and black glaze. 

Prices: From $4.95 to $14.95 
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Act Now to Boost Next Summer's Sales 
... With G-E Motors and Sales-aid Tags 


DESIGNERS of the window fans, room coolers, 
and kitchen ventilators you'll be displaying 


next summer are now selecting the electric 
motors to power their new models. Those who 
choose General Electric shaded-pole motors 
will be adding both customer satisfaction and 
saleability to their products. 


YOUR CUSTOMERS know that “‘G.E.”’ stands 
for dependability ... and they are continually 
being “‘pre-sold’”’ on G-E motors. When the 


fans and room coolers you sell are equipped 


with G-E shaded-pole motors, cash in on this 
buyer preference by displaying these tags 
which tell your customers you take pride in 
your merchandise. 


ON YOUR SPRING ORDER express your pref- 
erence for G-E motors and ask your equip 
ment supplier for these tags. They'll pay off 
for you in increased sales of air-moving ap 
pliances during the coming season. General 
Electric Co., Schenectady 5, N. Y. 


704-47 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 
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G-E SHADED-POLE MOTORS—designed for long 
operating life-feature permanently lubricated, quiet 
bearings, eliminate need for re-oiling service calls 
Display “hang-on’”’ 


tag to help boost saics 


your 












STROMBERG-CARLSON 
Radios 


Stromberg-Carlson Co., 

Rochester, 3, N. Y. 

Models: Stromberg-Carlson 1955 
line of portable, clock and table 
radios includes 2 portables, an a.c.- 
d.c, model and two clock-radios. 
Selling Features: Portables, avail- 
able in choice of 6 colors—citron, 
green, black, brown, terracotta and 
antique white. Vagabond BP-l, 
personal portable operates on a bat- 
tery with over 100 hrs. life. Min- 
strel, EP-2 is a 3-way a.c.-d.c. port 
able. A special tailored carrying 
case in luggage tan is available for 
both models, 

Modernaire, a.c.-d.c. table model, 
also available in 6 colors, has high- 
bain, built-in ferrite cored loop an- 
tenna and a 4 in. PM speaker. 

MusiClock II and MusiClock De- 

luxe clock-radios in 6 colors have 
superhet a.c. circuits; full toned 4-in. 
PM speaker, direct drive tuning 
with special Civil Defense dial set- 
tings; Telechron clock movement 
which can automatically be set to 
turn radio on or off at preselected 
time and provide power to an ap- 
pliance outlet. MusiClock Deluxe 
features in addition to clock, a 
buzzer alarm with “wake-up” and 
“slumber” switches. 
Prices: Vagabond, $29.95; Min- 
strel, $39.95; Modernaire, $26.95; 
MusiClock II, $29.95 and Musi- 
Clock Deluxe, $39.95, 





MAGNAVOX 
TV-Radio-Phonos 


The Magnavox Co., 

Fort Wayne, Ind. 

Models: 2 new cabinet designs for 
a combination 21-in, 'T'V-Radio-3 
speed phono—“Magnavision Con- 
certo” and Modern Theatre. 

Selling Features: Magnavision Con- 
certo No, MV121LX has the new 
vertical design feature of a TV 
cabinet and pull-out drawer base; 
a 6-tube push-pull audio power AM 
radio is located in drawer; casy- 
slide drawer also contains the 
3-speed record changer with dual 
sapphire styli pickup; duosonic 
speakers 6 and 58-in. hi-fi type are 
mounted in front of drawer and 
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slanted for ear level sound; they are 
used for TV, radio and phono 
sound distributicn; a variable treble 
control and compensated volume 
control are part a Magnavox Inte- 
grated Design audio system. 


Modern Theatre, the other 
model, is a deluxe modern Lowboy 
in mahogany or oak; provides a big 
21-in. picture surrounded by a slim 
frame of cabinet. Top mounted 
controls covered by hinged lid; 
21-in. aluminized, 265 sq. in. tube 
has 16,000 volt power, 20-tubes, 
transformer powered chassis and 4] 
mec IF amplifier, 

A mobile table mounted on 
lucite casters is now available for 
all Magnavox table TV sets. 
Prices: Magnavision Concerto, 
$299.50, VHF, $319.50, UHF; 
$309.50 in blonde and charcoal 
gray VHF. Modern Theatre, 
$398.50 VHF in mahogany, 


$429.50 UHF. In white oak, $415, 
VHF and $445, UHF. 
Mahogany table is $14.50. 








MAGNAVOX Radio-Phono 


The Magnavox Co., 

Fort Wayne, Ind. 

Model: Magnavox “Symphonic 
Moder” radio-phono with tape 
recorder and playback. 

Selling Features; Tape recorder, 
which is optional at extra cost, de 
livers wider, smoother frequency 
response, features a 20-watt mul 
ti le speaker hi-fi sound system, 
AM-FM radio and 3 speed preci- 
sion record changer. 

Low-boy cabinet in mahogany, 
white oak or cherry; speaker baffle 
is in one bold sweep completely 
across base of sct. 

Chassis features a  14-tube 
AM-FM chassis and amplifier, de- 
livering 20 watts undistorted audio 
power; hi-fi sound is achieved 
through two 12-in. low frequency 
speakers and a hi-fi horn speaker 
with cross-over filter network; 
3-speed record changer has Pianis 








mes NEW PRODUCTS. 28: 


simo pick-up, plays all speeds and 
sizes, cleaning them while playing. 
Price: $495. without tape recorder 
and playback in white oak or ma- 
hogany; $595 in cherry. 


| 





G-E Radio 
General Electric Radio and 
Dept., 


Electronics Park, 
Syracuse, N. Y. 

Device: Table radio No. 455. 
Selling Features; Uses a printed cir- 
cuit board called ““Thru-Con”—wir- 
ing is plated on both sides of board 
and through terminal holes so as to 
establish connection between 2 
sides without use of eyelets or spe- 
cially designed terminal pins; no 
wiring to jar loose; built-in antenna; 
Alnico 5 speaker; moisture-resistant 
aluminum voice coil; brown with 
gold trim with large ivory tuning 
dial and volume control. 


Price: $19.95. 





ROLAND Radio-Phono 


Roland Radio Corp., 

Mt. Vernon, N. Y. 

Model: Repertoire combination 
AM-F'M radio and hi-fi phono. 
Selling Features: Consists of a 10- 
tube superhet, a push-pull audio 
system; an automat 3-speed rec- 
ord changer that plays 7, 10 or 
12-in. records available with a pre 
amp stage and hi-fi variable reluc- 
tance pick-up or a hi-fi ceramic 
cartridge with two __ reversible 
matched jeweled needles, separate 
bass and treble controls; woofer 
and tweeter loudspeakers; acousti- 
cally engineered speaker enclosure 
with a hi-fi frequency range of 
20-20,000 cps. 

Other models in line include 
Rotunda, hi-fi table radio-phono; 
Revere clock-radio and a_ table 
AM-FM model “Realist’”—a 10- 
tube set with rectifier, built-in twin 
hi-fi speakers, balanced tuning; avc; 
built-in Ferrite loop antenna and 
separate AM-FM stages. 

Price: Repertoire, $289.95. 








STROMBERG-CARLSON 
Hi-Fi Sets 
Stromberg-Carlson Co., 
Rochester, 3, N. Y. 


Models: 2 Hi-Fi table model, 3- 
speedphonos have been added to 
Hi-Fi-Et line. 

Selling Features: Hi-Fi-Et now 
available in hand-rubbed mahogany 
veneer cabinet (HFTM) and in 
bleached mahogany (HFTB). 
Prices: Mahogany, $119.95; 
bleached, $124.95. 


’ 
. 


seen erennn oan aaial 


L ee 


RCA Victor Table Radios 


RCA Victor Div. 

Radio Corp. of America, 

Camden, N. J. 

Models: “Driscoll” decorator series 
of table radios. 

Selling Features: 5-tube plus recti- 
fier in 6 decorator color combina- 
tions: white and black; chartreuse 
and black; red and black; red and 
ivory; dark green and ivory; powder 
blue and ivory. 

Price: $39.95 





MIRROR-TONE TV Set 


Mirror-Tone Television Div., 
Scott Radio Labs. Inc., 
1020 N. Rush St., 
Chicago, 11, Ill. 

Device: 
22ZT. 
Selling Features: Modern cabinet 
23 in. wide, 22 in. deep, 26 in. 
deep; optional iron legs raise height 
to 35 in. mask and controls 
trimmed in gold. 


Price: $159.90. 


Streamline consolette 
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/ 
hanks to you, sir, a lot of people 


are going to have a very Happy New Year, | 


The people to whom you've sold our TV 

sets will enjoy themselves thoroughly. 

Many will have the time of their lives 

with CBS Sweep Tuning*, that 

quick and easy way of switching on the 

whole, wide world of entertainment. 

Others will revel in the real-as-life 

experience of CBS two-speaker “360” 

| Full Fidelity Sound. A growing number will 
discover the drama and excitement 


of CBS Full Fidelity Color TV. 
Q) Mm e 2 () Cc We, too, are facing the happiest New Year 
; of our young corporate lives. ' 


With your help, in the year just past, we've 
made dramatic progress in volume, in 


. 
WI ) a \ e a \ } fel quality, and in public recognition. And our 
: J 4 = minds are buzzing with big ideas for 1955. 


Happy} New Year! 


We promise to do everything in our 
power to make 1955 the most prosperous 
of new years for you, erat, APP, FOR 










- = CBS-Columbia 
é A Division of the Columbia 
Broadcasting System 





Ditties tina siecle 
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REPUBLIC STEEL KITCHEN 
OINK-MIX SPECIAL! : 


e Model 54” Cabinet Sink—single 
boards; four drawers, two oO 
utlery tray and wire utility 





Republic De lux 
bowl, double drain 
them 12” deep; sliding ¢ 
rack. 
Exclusive Single-Lever Mixer Faucet—Newest inno- 
yation in fixtures, de luxe dish spray included. 
Pop-Up Mixer Shelf —Installed right in the cup- 
————— board. 
Hamilton Beach 


beaters, two bowls. 
- 


it all adds up to #264-7°—to ** 
sell for even less than the 179? FREE DEALER 
mae 








Mixguide Electric Mixer—Double 











) bring em in and 


regular price of the sink... rt 


*Slightly higher Denver and West 


EXTRA VALUE SELLS IT! sisosio omar ete 


m. Only Republic Steel has it! It’s highest 


with this BIG-PROMOTION ite 
I! Based on the most popular cabinet 


quality merchandise, and it’s priced to sel 
sink in Republic's line. 





Republic $ 

tee! Kitchens 

1012 Belden Avenue, conde“ -seuamatat Division 
’ ° 


We w 
antinonaR 
epublic’ 
utor our w ic's Sink-M 
ay pronto ix Special. Se 
a nd your d 
istrib- 


Dealer Store 
Address 


City. 


nh OE 
Signature. 
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ELECTRICAL APPLIANCE 


r 
NEWS : 








TED WEBER, JR. 





In '55: Sales Go Up and Prices Come Down 


[he men who make appliances are 
looking forward to a good year in 
1955. 

hat’s apparent from a glance at 
the chart below which summarizes the 
market guesses of dozens of manu- 
facturers of major appliances. The 
column at the right of the chart 
shows, percentagewise, how these 
manufacturers think 1955 will com- 
pare to 1954, line by line. Gains are 
forecast for eight of the 11 appliances, 
slight recession for two more and a 
major loss for only one product, con- 
ventional washers. 

How good are these projections? 
Well, they're not perfect, as the chart 
below also indicates. Last year manu- 





The Housewares Show 


For your convenience, a list of the exhi- 
bitors at the Housewares Show has been 
‘printed on page 342 of this issue of 
ELECTRICAL MERCHANDISING. 

The annual show, which will be held from 
January 13 to 20 at the Navy Pier in Chi- 
cago, is expected to draw some 10,000 
visitors to see the two miles of displays. 





facturers came close to calling the 
turn on refrigerators, ranges, water 
heaters, food waste disposers and room 
air conditioners. They were too op- 
timistic on freezers (where production 
was 19.58 percent under the esti 
mate), conventional washers (where 
output was 12.49 percent under the 
estimate), and dishwashers (where pro 
duction was 15.83 percent under). 
But they too conservative on 
dryers where output ran better than 
17 percent ahead of estimates and on 
automatic washers where production 
was a whopping 26 percent ahead of 
the guesses. Actually, the miscalcula- 
tions on automatic and conventional 
washers tend to cancel each other out. 
If you lump washers in a single cate- 
gory, last year’s panel guessed that 
output would total 3,314,684 units; 
actual production was 3,650,000 units. 
That means the manufacturers were 
about 10 percent too conservative on 
washers as a whole. 

What About '55. Percentagewise 
the biggest gains in 1955 are foreseen 
for dishwashers and food waste dis- 
posers and the biggest loss is seen in 
the conventional washer field. The 


were 
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® That's the way appliance manufacturers size 
up prospects for the year ahead; lower prices 
expected on 10 of 11 lines 


®@ And on eight of these products sales will be 
ahead of 1954, with dishwashers and disposers 


leading the way 


only other two predicted losses are 
for room air conditioners and auto- 
matic washers and in each case the 
predicted drop is less than 3 percent. 
The guesses represent estimates of “‘in- 
dustry sales” and because of this the 
moderate drop in “sales” of air condi- 


at the same time in last year. Freezers 
are a good example; last year’s “guess- 
timates” pegged 1954 output at 
1,212,333 units, slightly better than 
the actual output in 1953. But dur- 
ing 1954 freezer output fell far below 
this guess and 12 month figures to- 
taled only 975,000 units. A gain of 


but a somewhat similar comparison 
of how well the industry “guessed” 
1954 and what it thinks will happen 
in 1955 can be gained by comparing 
the “guesstimates” released annually 
by RETMA. Last year the prediction 
for 1954 TV prodection was about 
five million units. Actually, produc- 
tion hit 7.2 million. 

For the year ahead the RETMA 
members think TV sales will hit 6.9 
million and that radio sales will reach 
10.7 million. Included in the TV 
figure are 300,000 color sets; included 
in the radio figure are 3.5 million auto 
sets. 

How About Prices. On ten of the 
eleven appliance lines manufacturers 
expect prices to be somewhat lower 
in 1955 than they were during 1954. 


Their guesses line up this way: 
































tioners may hide a more decided = Estimated Actual 
in production since the inventory will five percent is being forecast for 1955 Product for 1955 in 1954 
be shipping considerable merchandise but this would mean production of Refrigerators $285.00 $305.00 
which was carried over from the 1954 only 1,027,059 units, considerably be- freezers .............. 395.64 395.00 
season. In considering the slight drop low last year’s guess. Similarly, this Automatic washers .. 258.16 271.50 
predicted for automatic washer sales year’s ironer guess is only 97,050 units, Conventional washers..... 140.71 148.50 
it should be remembered that 1954 a gain of six percent over 1954 totals Dryers (electric) 204.74 223.00 
was a record year. but far below the guess made last year Orvers (gas) . 238.08 = 261.50 
Moderate gains are predicted for at this time of 174,000 units. To gq ‘lreners 17332 207.00 
‘frigerators, freezers, dryers, ironers, lesser degree the same holds true of Renges 251.04 261.00 
retrigera ’ ts, dryers, , § . Water heaters 108.09 130.00 
ranges and water heaters. Some of water heaters and dishwashers. Bishwashers 294.00 300.00 
this year’s guesses are considerably Radio and TV, Too. The chart be- _ Disposers F 117.44 ‘130.00 
more conservative than those made low does not cover radio or television Room air conditioners 309.63 340.00 
Crystal Gazing: Appliance Men Again Try To Predict What's Ahead 
Change: Change: 
Product 1954 Estimate* 1954 Actual Actual vs. Est. 1955 Estimate* 1955 vs. 1954t 
Refrigerators 3,432,888 3,425,000 = 83% «3,500,000 R19 
Freezers 1,212,333 975,000 — 19.58 1,027,059 + 5.34 
Washers (Automatic) 1,909,153 2,420,000 + 26.76 2,355,312 - 2.67 | 
Washers (Conventional) 1,405,531 1,230,000 —- 12.49 1,069,111 - 13.08 
= | 
Dryers 757,467 890,000 + 17.50 936,683 + 5.24 
my 5 
lroners 174,286 91,300 | = 47.61 97,050 + 630 
Ranges 1,204,786 1,165,900 - 3.30 1,246,875 + 7.03 
Water Heaters 816,923 775,000 —- 5.13 783,056 + 1.04 
Dishwashers 249,500 210,000 - 15.83 243,333 + 15.87 
Food Waste Disposers 380,000 360,000 - 5.26 437,500 + 21.53 
Room Air Conditioners 1,115,800 1,230,000 + 6.22 1,199,375 - 249 





“Figures compiled by Market Analysis Department, ELECTRICAL MERCHANDISING, from estimates submitted by leading applionce monulocturers 


$1955 estimate vs. 1954 Actual 






1955 
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3. 
Twe-speakers sell itt 
New exclusive twin-speaker 
ful) fidelity radio at $29.95! 
Model 8)]2 





Wortd’s most beautiful 
clock radios! A really complete 
line as low as $24.95! Model 826, 





Book-thin, 3% pound 
full-powered portable! 
Model 801 only $19.95! 

















industry's fastest-selling 
8-way portable radio! 
Mode! 830 only $29.95! 











7. 


Portable, 5-speed two- 
speaker Hi-Fi phono Model 819 
at a sensational 95 








8. 
Automatic 3-speed 

three-speaker Hi-Fi phono 
Model 800 only $129.95! 























9. World's smatiest personal portabie! 
Emerson “Pocket Radio”*—a proven gift 
sensation! Model 747, with batteries, $40. 
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Now! 24-inch Screen! A new 
mammoth-screen Emerson, full-powered 
with aluminized tube, priced for volume. 


Model 1122, 9249.95. 


MeTson 


EXTRA! REVOLUTIONARY 


NEW EMERSON A’D°:D PLAN 
(Additional Dealer Discounts) 


The most rewarding discount plan in the television industry. 
Now, Mr. Dealer, when you ‘trade-up’ a TV customer, 

you pocket all the gravy! For the first time, you pay no 
more for ‘extra-cost’ finishes than you do for ‘leader’ finishes. 
Think of the added profit! Truly, Emerson is the line 

with the dealer in mind! 


nee. U.S. PAT. OFF 


OVER 15,000,000 SATISFIED OWNERS PROVE EMERSON 18 AMERICA’S BEST BUY! 
Side-Controis! New 21-inch Emerson EMERSON RADIO & PHOROGRAPH CORF., NEW YORK, U.S.A 


table model at a new low price. Certain TELEVISION © RADIOS © PHONOGRAPHS © AIR-CONDITIONERS 
to be a best seller! Model 1104 PRICES SLIGHTLY HIGHER SOUTH @ WesT 


only $449.95. 





Wortd’s only truly portable TV! Most compact! All-wood cabinet! New Swivel Gase Console! “Turn-a-Vision”’ 
The set you can take with you, everywhere! Exclusive 17” Wide-Angle TV. Model 1060 Rotates for viewing from any angle! Oversized 21” aluminized 
Terrific volume builder as personal gift on at only 8429.95. tube, Model 1114 only 94.95. 

any occasion. Model 1030, $150 
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MARKETING 








NAVY PIER: Home for 650 exhibitors and 10,000 buyers this month... . 





Housewares Show Set 


Two miles of displays by 650 exhibitors highlight 
the annual show at Chicago’s Navy Pier, scheduled this 


year for January 13 to 20 


January is market month in Chi- 


cago and one of the chief attractions 
for appliance dealers is the National 
Housewares show at Navy Pier. The 
displays begin on January 13 this year 
and will be open until January 20, 
with the exception of Sunday, Janu- 
ary 16, 

The show, which overlaps the Mer- 
chandise and Furniture markets, will 
play host to some 10,000 visiting buy- 
ers from al] over the country, accord- 
ing to A. W. oe executive 
secretary of the National Housewares 
Association. 


List of Exhibitors*National Housewares Exhibit 





Aluminum Cooking Utensil Co., Inc., The 
715-717-719 


Aluminum Goods Mfg, Co. . 156-158-160-162 


American Electrical Appliance Corp 1280 
American Gas Machine Co., Div. Queens 
Stove Works, Inc 1234-1236 
Appliance Corp. of America 1133 
Aristocrat Clock Co 688 
Arvin Industries, inc 473-475-477 
Asquith Associates, Inc 88) 
Atlas Tool & Mig. Co C-517 
Automatic Controls Corp C-1036 
Bobcock & Preuss 423-425 
Berns Mig. Corp 496-498 
Birmingham Stove & Range Co 832 
Bissell Carpet Sweeper Co 656-658 
Block & Co 309-311-313 
Borg-Erickson Corp., The 245-247 
Brearley Co., The 267-269 
Burgess Vibrocrafters, Inc 1008 
Cal-Dak Co., The re 1021-C.1025 
Camfield Mfg. Co 437.439 
Capitol Products Co., Inc . 96) 


Casco Products Corp. .299-301-303-305-307 


Chelsea Fan & Blower Co, Inc 1219 
Chemex Corp. 117-1119 
Chicago Electric Div, of the Silex Co. 
145-147-149 
Clark Co., J. R., The 795-797-799 
Club Aluminum Products Co 
666-668 670-672 
Comfort Lines, Inc 981-983 
Continental Scale Corp 225-227 
Cory Corp. 624-632-634 
Cooper Thermometer Co 844 
Davis Mfg, Co 865-867 
Dazey Corp., The 203-205 
Detecto Scales, Inc 814-816-818 
Diehl Mfg. Co. 1122 
Dominion Electric Corp 238-240-242 
Dorby Co. 616 
Dormeyer Corp. 291 .293-295-297 
DuPont de Nemours & Co., Inc., E. |. 
C-465 


Eastern Metal Products Co 


1042-1048 
Ekeo Products Co. 


103-105-107-108-109.110 
VUE-192-113-114-115 


Electric Steam Radiator Corp C-312 
Emerson Electric Mig. Co., The... 950-952 
Enterprise Mfg, Co. of Pa., The 354.356 
Everedy Co., The 860-862 
Farber, Inc, S. W... 729-731-733 
Fasco Industries, inc 229-23) 
Finders Mfg. Co 360-362 
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Foley Mfg. Co . 721-723 
Forman Family, Inc ; . 764 
Fresh’nd-Aire Co., Div. of Cory Corp. 

624 632-634 
Frigid, Inc. 1243 


General Electric Co. Small Appliance 
Div. 720-722-724-726-728-730-732-734 


General Slicing Machine Co., Inc 828-830 
Geuder, Paeschke & Frey Co 411-413-415 
Gilbert Co., A. C., The 484-488-490 
Gits Molding Corp 549 


Hamilton Beach Co., Div. Scovill Mfg. 


Co. 157-159-161 
Hamilton Mfg. Corp 367 -369-371-373-375 
Hanson Scale Co. 189-191 
Hankscraft Co. 756 
Hoover Co., The 164-168 


Ingraham Co., E., The 1033-1035 
Inland Mfg. Div., General Motors Corp. 1249 
International Appliance Corp 777 
Jay Broiler Co., Div. Roto-Broil Corp. of 
America 1202-1204-1206 


Jet-O-Mat, Inc. 1162 
Kalamazoo Vegetable Parchment Co 686 
Kamkap, Inc. 680 
Kisco Co., Inc 384 
KitchenAid Electric Housewares Div., The 
Hobart Mfg. Co 193-195 
Knapp-Monarch Co 648-650-652-654 
Kord Mfg. Co., Inc 936-938 
La Belle Silver Co., Inc 407-409 
Lakeside Mfg., Inc. 1123 


Landers, Frary & Clark. 207-209-211-213-215 


Lasko Metal Products, Inc 532-534 
Lau Blower Co., The 541-543 
Le John Mfg. Co C-1024 
Lonergan Mfg. Co 1237-1239 
Lux Clock Mfg. Co., Inc., The 535 
McGraw Electric Co., Bersted Mfg. Div 
128-130 


Manning-Bowman Co., McGraw Electric 
Co. 186-188-190-192-194 
Markel Electric Products, Inc 
1205-1207-1209 


Marlun Mfg, Co., Inc 837-839 
Mastercrofters Clock Co C-972 
Merit Enterprises an 
Metal Ware Corp., The 468-470 
Meyer & Sons, Inc., W. F 825 
Midwest Mower Corp 829-831 


Mimar Products, Inc 1164-1166 
National Presto Industries, Inc. . 261-263-265 
Naxon Utilities Corp 5 re 
Nesco, Inc. 673-675-677 -679 
Nicro Steel Products Co., Div. Cory Corp. 
624-632-634 


Norris-Thermador Corp. ... C-445 
Nestneen Biscteic Co. ......-sccercess 1000 
re 660-662-664 
Oster Mfg. Co., John 944-946-948 
Paragon Electric Co 840-842 
Peerless Electric, Inc 557-559-561 
Peerless Mfg. Corp. ... 393-395 
Phoenix Table Mat Co 374-376-378 
Plastray Corp. .. 933-935 
Proctor Electric Co 690-692-694 
Regal Ware, Inc ....212-214 
Regina Corp., The 428-430-432 
Revere Copper & Brass, Inc., Rome Mfg. 

Co. Div. .. _640-642-644-646 
Rival Mfg. Co... ...» 150-152-154 
Robbins & Myers, Inc., Fan Div 553-555 
Robeson Rochester Corp .. €-1032 
Seal Sac, Inc .... 181-183 
Sessions Clock Co., The . 880-882 
Seth Thomas Clocks C-525 
Signal Electric Div., King Seeley Corp. 

1105-1107 
Silex Co., The 151-153-155 
Son-Chief Electrics, Inc 815-817 
Sperti Faraday Inc., Cooper Hewitt 

Electric Div. 249 
Starbrand Corp., The 1214 
Steam Electric Mfg, Co C-540 
Steam-O-Matic Corp., The 148 
Stern-Brown, Inc P . 700-702 
Stetson China Co 1241 


Sunbeam Corp. C828-C829-C832-C833 


C836-C837-C842-C843 


Superior Electric Products Corp . 273 
Supreme Products, Inc. 1269 
Sutton Corp., O. A. The 722-774-776 
Swing-A-Way Mfg, Co 177-179 
Taylor Instrument Co. 169-171 
Teamakers, Inc. 1120 


Telechron Dept., General Electrie Co 801-803 


Textile Mills Co 256-258 
Titan Mfg. Co., Inc .C-452 
Toastmaster Products Div., McGraw 

Electric Co. 186-188-190-192-194 
Toastswell Co., The 372 
Tricolator Co., Inc 381 


Tropic-Aire Inc., McGraw Electric Co 
186-188-190-192-194 


United States Electric Mfg. Corp . 268 
Victor Products Corp scude ae 
Vollrath Co., The 180-184 
Welch Co., W. W... ... €-973 
West Bend Aluminum Co 665-669-671 


Westclox, Div. of General Time Corp. C-512 
Westinghouse Electric Corp. 
272-274-276-278-280-282 


JANUARY, 


Some 650 exhibitors will show ap- 
proximately 50,000 items in the 350,- 
000 square feet of space on the pier 
and in the adjoining drill hall. while 
the range of items displayed is wide, 
electric housewares are again expected 
to be the leading group. 

Cutlery and kitchen gadgets form 
the next most popular group of items 
and other products range from open 
air barbecues to card tables. Plastics 
have carved out a place for themselves 
and wrought iron objects, missing 
since the 1920's, are back in vogue. 

For the appliance dealer seeking to 
diversify, the Housewares show is one 
of the best markets in the world. Prin- 
cipals are present, not only to exhibit, 
but to sit down, talk prices, and do 
business. Forward-looking dealers can 
even buy up the displays for use after 
the show is over. 

The Navy Pier, which is 
miles from the loop, can be easily 
reached by bus and taxicab. The 
building provides dining rooms and 
numerous coffee and sandwich count- 
ers. Checking facilities are available 
as well as a telephone answering and 
message service. 

For the appliance dealer, the House- 
wares show can be very rewarding, 
especially if he follows the advice of 
one veteran show-goer to “wear old 
shoes and sit down frequently . . . it 
stretches out longer than a_ golf 
course. 

Independent Exhibit, Too. The In- 

ndent Housewares Exhibit will be 
5 we 13 to 20, at the Morrison 
Hotel, Chicago, occupying floors 2 to 
6. Approximately 250 exhibitors are 
expected, of whom the following ten 
are in the electric field: 

International Products Co., fans, 
Spring & Park Ave., St. Louis; Herold 
Products, clocks, 2110 W. Walnut St., 
Chicago; International Register Co., 
timers, 2620 W. Washington Blvd., 
Chicago; Air Controls, Inc., 2310 Su 
perior Ave., Cleveland; Welby Corp., 
clocks, 209 S. State St., Chicago; 
Hunter Fan & Ventilating Co., fans, 
400 S. Front St., Memphis; Lakewood 
Engineering & Mfg. Co., fans, 212 N 
Carpenter St., Chicago; Chelsea Fan 
& Blower Co., 622 W. Monroe St., 
Chicago; Magic Hostess, can openers, 
6618 E. 37th St., Kansas City, Mo.; 
Kissner Industries, Madison, Wis. 

Jules Karel is show manager, Lester 
Olshansky, president, and Ray Passis, 
executive secretary. Independent 
Housewares Exhibits Inc., headquarters 
at 8 South Dearborn St., Chicago, 3 


about 14 





° (RECrERG At MERCHANDISING hes prepared 
these partial listings from information provided 
by management of the National Housewares 
Association and hes nots every effort to include 
all names of i the e, electric 

res, radio and yA industries, but 
takes no responsibility for errors or omissions. ) 
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A. O. Smith has played 


an important part in the 


progress of water heaters 


























There’s a great difference between early water 
heaters and the streamlined appliances on sale 
today! When A. O. Smith introduced ita first 
glass-lined water heater, it was welcomed for 
its remarkable rust resistance, good looks amd 
over-all contribution to modern living. And their 
current Permaglas model, with exclusive Heet- 
wall and exclusive-formula glass lining, gives the 
modern housewife far more convenience than 
ever before. The demand for this new A. O. 
Smith water heater proves once again that con- 
tinued product improvement is vital in main- 
taining the acceptance of the buying public. 

And so it is with America’s leading home- 
appliance finish—Du Pont DULUX Enamel! 
Constant research over the years by Du Pont 
chemists has resulted in more rugged resistance 
to chipping, cracking, scratching or staining... 
easier washability . . . longer-lasting whiteness 
than ever before. That’s why the DULUX of 
today meets the most exacting requirements of 
today’s topflight appliance manufacturers. FE. 1. 
du Pont de Nemours & Co. (Inc.), Finishes 
Division, Wilmington 98, Delaware. 

















Us pat. oft 


America’s leading home - appliance finish “DULUX” ENAMEL 
. now in service on over 53 million major appliances! BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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Sell them quaury Hat 
WILL GIVE SERVICE FOR YEARS - 
QUALITY THAT’S EXCLUSIVE. 


Sell them sarery tHat’s 
AS GOOD AS OR BETTER 
THAN ANYTHING MADE. 


Sell them quaury weatine 
AND CONTROL UNITS — THE 
BEST THE MARKET AFFORDS. 


| Sell them » raviator 
Powmaneed > GUARANTEED BY 
ce GOOD HOUSEKEEPING. 


When you get behind the 
Burnham Portable Steam Radia- 
tor you can offer exclusive 


STE RADIATOR features that can’t be bought 


ELECTRICALLY HEATED elsewhere such as: 
SOITTEN — Heat reguiction that's 


positive and saves current. | 


WIE Lic Msc tiisiicaee— Lifetime performance; will 


outlast stamped steel by many years. 


| 
STN — Just add top water (not dis 


tilled water) once or twice a year. 


ROSIE — Avtomatic controls keep steam pres- 


sure within safe range at all times. 


MINIMUM ELECTRIC CURRENT USED 


Only Burnham provides these sterling features! Plus all the 
usual features found in good portables! All good selling points! | 
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Cap yee le! 


MAIL COUPON TODAY 
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BURNHAM CORP., Box 351, Zanesville, Ohio ; | 

Please send me details on your Dealer Proposition or your Distributor : 

Proposition | 
NAME : 
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Tough Policy Illegal? 


Philco’s new distributor franchise system draws 
fire from the Justice Department; civil anti-trust suit 


is filed by Government 


Philco Corp. is charged with using 
illegal restrictions on wholesale and 
retail dealers in a civil anti-trust suit 
filed by the Justice Department. 

The government alleges that the 
new Phileo franchise, initiated at the 
company’s August distributor conven- 
tion, violates the Sherman Anti-Trust 
Act and the Clayton Act. 

According to the Justice Depart- 
ment complaint, Philco has been sell 
ing its products to wholesale distribu 
tors under an agreement that the dis- 
tributors confine their resale of these 
products to retail dealers located with- 
in specific sales territories set up by 
Philco. The alleged practice violates 
the Sherman Act, it is charged. 

The Justice Department also con- 
tends that retail dealers are in turn 
required by Philco not to sell the 
firm’s product to other retail dealers. 
Another charge stated that Philco 
sells its complete line of products to 
wholesalers on the condition that 
wholesalers will not deal in products 
made by Philco competitors. The de 
partment says this violates the Clay- 
ton Act. 

Philco Reply. James H. Carmine, 
Philco president, branded the suit “a 
new and dangerous challenge to those 
manufacturers who are endeavoring to 
preserve the system of independent 
distributors.” 


Battling Back 


“In a sweeping attack upon an 
established distribution system which 
has been widely used for years by 
manufacturers of brand-name products 
to protect the public, the government 
is attempting to impose an entirely 
new concept of anti-trust regulation 
and business control,”” Carmine said. 

“The government suit against 
Philco is a radical departure from pre- 
vious legal precedence,” the Philco 
executive said. “It will force manu- 
facturers to establish their own dis- 
tributing subsidiaries and it might well 
result in the end of many small busi- 
nesses which are now serving the pub- 
lic as independent wholesale distribu- 
tors. 

“Philco does not think it violates 
the anti-trust laws when it seeks to 
have its product handled by dealers 
who have been trained in Philco’s 
standards of honest representation and 
full service to the customer. 

“We have every confidence that we 
shall be able to convince the court of 
the reasonableness of our constructive 
philosophy of distribution,” Carmine 
concluded. 

Commenting on the Philco reply, a 
Justice Department official said, “If 
the system described in our complaint 
against Philco is widely used, as the 
company says it is, then there’s a lot 
of grist for our mill.” 


A survey of 29 stores in 12 cities by Standard 
Factors Corporation reveals “New Department Store 
Strategy in Fighting the Discount House” 


Price cutting is a fruitless way of 
fighting discounters, according to a 
new survey of department stores, but 
some retailers get results by emphasiz- 
ing “easy credit terms.” 

This was revealed in a recent survey 
of 29 department stores in New York, 
Boston, Chicago, Philadelphia, Wash- 
ington, Baltimore, Atlanta, St. Louis, 
Omaha, Los Angeles, San Francisco 
and Portland, Ore. The study was 
made by Standard Factors Corp., 
financing firm. 

According to Theodore H. Silbert, 
president of Standard Factors, depart- 
ment stores generally have not been 
satisfied with attempts to meet dis- 
counters by cutting prices. The sur- 
vey reports: 

“A California department store cut 
orices on a leading appliance thereby 
Sochiue severely into the discount 
house trade. Other retailers in the 
city, caught in the war, stopped han- 
dling that appliance line. The manu- 
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facturer lost out on total volume, and 
the department store could not afford 
to hold its margin so low for any 
long period of time. So the discounter 
won out in the end. A Detroit store 
reported the same experience. Simi- 
larly in Atlanta.” 

Credit. Six widely separated 
department stores in the survey did 
report good results with one method 
of battling discounters, however. 
“Their success,” says the report, “lies 
in emphasizing ‘easy credit terms’.” 

According to the survey, the com- 
bined dollar volume of these six stores 
in 1954 ran from 12 to 22 percent 
above 1953. 

The six stores used some form of 
bulk financing, whereby a store’s 
charge and instalment accounts are 
used as collateral for immediate cash 
advances from a finance company or 
bank. Annual losses on the instalment 
paper of these six department stores 
were reported as under one percent. 
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When women get together, appliances are bound to get into the con- 
versation before long. Then one of a manufacturer’s best salesmen— 
the satisfied customer—can really do a job for him. When the talk is 
about Packard-powered appliances, the job is done with extra enthu- 
siasm—from sheer satisfaction, 


For over 38 years Packard Electric motors have been giving dependable, 


low-cost service to users. The appliance maker who standardizes on 
Packard fractional horsepower motors benefits from the satisfaction 
they give, from enhanced reputation and from increased sales, 


BRANCH OFFICES: 
DETROIT 2, MICHIGAN; OAKLAND 12, CALIFORNIA, Packard Electric Division, 
OAK PARK, ILLINOIS : 
General Meters, 


Warren, Ohie 
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ELECTRIC RANGE UNITS 


You're closer to a sale when you have everything the wee 
in 


wan more. Chr 


electric range unit design, put you, Mr. Dealer, right 
Because 


you've wanted to be. 


Microtubes heat up and cool 


Microtubes, the new tre 


where 


off fast. Their flat-top, slim tubes 


put more heat into the utensil in lightning speed—no bulk 
element to heat up first. And Microtubes give up their heat 


just as —_ So now you have it--quick response at every 


switch c 


ge. And Microtubes are today’s fastest, most efficient 


units, with more contact surface for wonderfully uniform cook- 


r 
ne going to hear a lot about 
this new trend. And it's going to put 
you far ahead with more electric 
range sales and profits. Why not ask 
for Microtubes as standard equip- 
ment on your favorite line? 











IT'S THE FLAT, Stim TUBE 
THAT MAKES THE DIFFERENCE! 











it’s easier to sell 


NWicrotube' equipped 


ELECTRIC RANGES 





CHROMALOX 





























A5400 








EDWIN L. WIEGAND COMPANY | 
Pittsburgh 8, Pr | 


7525 Thomas Bivd, 









G-E: Listless Prices 





General Electric eliminates factory-set retail 
prices on its major appliances in a surprise move that 


sets the industry buzzing 


A revolutionary action by General 
Electric set marketing experts buzzing 
last month, but so far G-E’s move to 
eliminate factory-set list prices hasn’t 
caused any revolutionary results in the 
market place. 

Economists are eagerly studying the 
surprise shift in G-E policy to find 
out what it means in long range terms 
to the economy—whether it signals a 
change in the traditional distribution 
system. But the average retailer seems 
to have accepted the news calmly and 
doesn’t expect much change in the 
current pattern as a result of G-E’s 
action. 

Under the new G-E policy, the 
factory will not set retail prices on 
its major appliances. The new —_ 
applies to 1955 models of all dish- 
washers, garbage disposers, electric 
ranges, water heaters, washing ma- 
chines, dryers, and room air condi- 
tioners. Three refrigerators are in- 
cluded in the change, but it does not 
apply to five refrigerators and two 
freezers. 

However, there will still be list 
pon According to Charles K. 

ieger, vice president in charge of the 
major appliance division, G-E dis- 
tributors “will be charged with the 
responsibility of establishing recom- 
mended retail prices to meet the highly 
competitive and volatile conditions ex- 
isting within the individual markets.” 

Real Switch. The surprise move 
represents quite a change of pace for 
General Electric. The company’s small 
appliance division has been a leading 


user of Fair Trade pricing, with an 
aggressive policing policy to back up 
the factory-established prices. And 
the small appliance division plans to 
continue its forceful Fair Trading 
activity. 

While the company has never Fair 
'raded major appliances nationally, 
it actually once tried to Fair Trade 
the big appliances in one metropolitan 
area, 

In explaining some of the factors 
leading to the relaxed pricing on 
major appliances, Roy W. Johnson, 
G-E executive vice president, pointed 
to the difficulty of policing ad ne al- 
lowances, the differences in installa- 
tion costs, and the disparity between 
list prices and actual selling prices in 
many areas. 

Industry Reaction. Other major ap- 
pliance manufacturers said they were 
studying the G-E change, but so far 
no one has made a move to follow 
suit. One manufacturer, in fact, 
loosed a blast at the new policy. 

Henry F. Argento, vice president 
and general manager of Raytheon, 
said elimination of factory-suggested 
list prices would be a “step backward” 
in merchandising and would open 
the door to “all types of abuses.” 

Most observers, however, seemed 
to feel the new system will have little 
effect at the retail level. Some said it 
should be helpful in areas badly riddled 
with discount activities, but others 
observed that discounters can still 
sell “‘off-list” whether its a factory-set 
list or a distributor-set list. 


Taking the Pulse 


The new business census will examine the 
economy’s health every five years; merchants are urged 


In early 1955, the U. S. Census 
Bureau will snap a picture of the 
American economy. The figures re- 
vealed in this study will be of tre- 
mendous importance to all echelons 
of the business community. Therefore 
government and industry leaders are 
urging merchants to cooperate in the 
report. 

Appliance dealers will receive cen- 
sus ope G3 and they are encouraged 
to answer promptly, completely, and 
accurately. The Chamber of Com- 
merce points out that promptness 
saves money since delays means the 
census bureau must follow up the 
original forms with expensive tele- 
grams, phone calls and visits from 
held representatives. 

The census of business, which in- 
cludes appliance dealers, will cover 
approximately 3,000,000 retail, whole 
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to answer promptly, accurately 








sale and service operations. Questions 
include inquires about location, kind 
of business, corporate relations, em 
ployment and payrolls, operating ex 
penses, inventories, total annual sales 
and credit sales. The report covers the 
year 1954 and the merchants are 
asked to reply within 30 days after 
they receive their forms. 

In a law passed in 1954, the census 
of business, the census of manufac- 
turers, and the census of mineral in 
dustries have been synchronized and 
will be taken every five years from now 
on. The last census of business was 
taken in 1948 and is now seven years 
old. 

The facts compiled by the census 
bureau are widely used by all segments 
of business and the bureau distributed 
over 500,000 of the last census of 
business reports for counties. 
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Presenting the new ’55 


LUX 


Date -Minder... 


America’s best-selling Calendar Clock 


An electrifying success from 
the moment it was introduced, 
the Lux Date-Minder was 
America’s first electric Calen- 
dar Clock created to retail at 
only $9.95. Handsomer than 
ever, with far greater visibility, 
this new 1955 version of the 
already-famous Calendar 
Clock has a flat gold center 


with black numerals and min- 
ute calibrations on a white 
background; black calendar 
portion with gold windows. 
Color-keyed for every room 
in the house — and for offices, 
too — Date-Minder’s lustrous 
polystyrene case comes in 
metallic bronze, antique yel- 
low, flame red, ebony and ice 


white. Tells Day, Date and 
Time automatically. Size 6 42" 
x 7%". Packed 12 to a case. 
Retail —$9.95 plus Federal Tax. 


YOUR TIME-REMINDER LINE 


THE LUX CLOCK MANUFACTURING COMPANY © WATERBURY 20, CONNECTICUT 
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NEW PRODUCT, o 


recessed in wall, 


‘lo-boy”’ console 


that can be 
is shown distributors by regional manager Ed Becker. 


installed free-standing or 


Advice—and Help 


That's what Fedders offers distributors as the firm 
introduces new models and merchandising plans; dis- 
tributors urged to improve their dealer organization 


Bley Qui n distributors who 
pin Sulphur Springs in 
fate November got*ét only a preview 
of the firm’s 1955 products and mer- 
chandising plans but some straight 
from the shoulder advice from factory 
executives. 

The distributors were warned that 
an extensive market survey shows that 
Fedders has “too many wide open 
spaces” in its dealer coverage. In indi 
vidual meetings with regional sales 
managers each distributor was shown 
just how his sales performance com 
pared with the rest of the distributing 
organization during 1954 and his use 
or non-use of merchandising and pro 
motional aids was emphasized 

Through it all Fedders officials em 
phasized that their criticism was being 
offered in a constructive vein. In addi 
tion, distributors were given a variety 
of new tools with which to attack the 
market in 1955. Included were 

a variety of new models including 
several with provisions for flush 
mountings and a radically “slim 
lo-boy” console 

~a general reduction of prices with 
cuts averaging $50 on many of the 
most popular models 

a prediction that the 1955 season 
will be better than most people expect 
it to be 

a new merchandising program 
built around local-level promotions 


new 
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announcement that this year’s 
popular fall vacation for winning deal 
ers will be repeated in 1955, with the 
destination being Jamaica instead of 
Nassau. 

The Outlook. Salvatore Giordano, 
Fedders president, told the distributors 
that “consumer demand for our prod 
uct in 1955 will vastly exceed original 
expectations.” He repeated his belief 
that the industry would enter 1955 
with lower inventorics than it did a 
year ago and emphasized that the out 


look for 1955 and succeeding years 


HERE'S HOW was theme of convention 
Fedders personne! including sales 
manager Cassatt, above, donned Indian 
dress for their pitches 


and 


SPEECH-MAKING over, sales manager Robert Cassatt, president Salvatore Giordano 
and vice-president A. J. De Fino leave the theater of the Greenbrier at White 
Sulphur Springs where firm’s distributor convention was held late in November. 





REAL BUSINESS of Fedders convention was transacted in individual sessions with 
distributors, Here district manager James Tinder, left, and regional manager Glen 


Stock, 
wore, Birmingham. 


was, as he put it, “highly promising.” 

The Product. The new console 
unit, two casement units, and the flush 
mount models drew applause from the 
distributors. The compact “lo-boy” oc 
cupies no more room than a window- 
installed unit and may be installed 
either as a free-standing unit or re 
cessed in the wall. 

Fedders also placed considerable 
emphasis on its new year-round units 
with provisions for reverse cycle heat 
ing. ‘The reverse cycle principle is sup- 
plemented this year by strip heating to 
enable operation “regardless of outside 
temperature” 

The full line includes a series of 
standard units, a deluxe line, a “cus 
tom line’, the two casement models 
and the console. (See New Products 
section for details) 

The Promotion. ‘The company will 
shift consumer advertising emphasis to 
magazines this year (instead of TV 
as in 1954). Merchandising is tied 
into a single package which includes 
dealer listing ads, national advertis 
ing, local radio-I'V spots, a dealer trip, 
a series of three mailings, in-store ban- 
ners and posters, a demonstration cen 
ter and other types of promotional lit- 
erature. Distributors were urged to 
find dealers who would accept the en 
tire merchandising “package”. 
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talk over year ahead with G. E. Didoct, center, of Moore-Handley Hard- 


Tracy Kitchen Plan 


In a bid for a share of the $4,500,- 


000,000 kitchen market in 1955, 
Tracy has announced a new sales 
training program highlighted by a 
sales guide and four color films. 

Art Johns, sales training manager 
for Tracy, said regional managers have 
already begun training distributors’ 
representatives and dealer salesmen. 
The guide explains the funda- 
mentals of the kitchen business and 


introduces the 1955 Tracy line 


new 


Youngstown Kitchen 


Youngstown Kitchen dealers are 
now distributing a new 12-page book- 
let to assist consumers in choosing 
coordinated kitchen equipment. 

Reproductions of fabrics, enamels, 
floor and wall coverings from the new 
lines offered by Congoleum-Nairn, 
Indian Head Mills, Kem-Glo, and 
United Wallpaper together with 
Youngstown products help buyers 
select over-all kitchen plans. 

The booklet covers basic planning 
facts, plugs Do-It-Yourself items, and 
explains the eight financing methods 
available through most dealers 
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EXTRA BIG ero saaiso 


an . wi 
| a é 
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advanced infra-red 
automatic 


ROTISSERIE 


infinite heat control for any number of heating variations... 
Roto-Ray Tubular Heating Element... fingertip, push-button 
control... fan cooled motor... The BAK-A-TRAY has its own 
built-in thermostatic control and plugs into the 
Roto-Broil automatically without electric cord. 


@ 
“7 BAK- A-TRAY 


Vv #PATENT PENDING 


Yes, the big new Roto-Broil “400” Capri is truly an industry ‘first’. No 
other rotisserie has such a large interior cooking area, yet is so compact 
fer storage. No other rotisserie has all these advanced features: Roto-Ray 
Tubular Heating Element... fan cooled motor for longer life . . . separate 
push-buttons for barbecuing, broiling, roasting, baking! What's more, the 
infinite heat switch supplies the exact degree of heat required by any 
recipe. And here’s something else that’s special—the fabulous BAK-A-TRAY 
plugs right into the Capri itself without cords or wires! And yet, with all 
these up-to-date features, the big, new Capri is so easy to clean—for there 
are no wire racks to catch fat or grease. 





seetrn’e ROTO-BROIL “400” un 
NATIONAL HOUSEWARES SHOW 
DRILL HALL - NAVY PIER + CHICAGO 


JAN. 13 thru 20 BOOTHS 1202-4-6 








ROTO-BROIL CORPORATION of AMERICA 


32-14 Northern Boulevard 
Long Island City 1, New York 
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AMANA EXECUTIVE vice president George C. Foerstner, center, visits with two 
retailers who addressed annual conference, Harry A. Price, Jr 
Martin executive vice president of Carson, Pirie, Scott & Co 


, left, and V. Virgil 
, Chicago 


Planned Follow-Through 


Amana Refrigeration gathers 300 distributors for 
a three-day sales conference, plans year, pushes for 


department store outlets 


Last month, Amana Refrigeration, 
Inc., gathered some 300 of its dis 
tributor personnel for a rousing three 
day conference in Cedar Rapids and 


Amana, lowa. Theme of the get 
es “Planned Follow-Through,” 
reflected the tenor of the entire 


mecting 

‘Two major points were stressed 
throughout most of the busy sessions 
better and more complete distribution 
and increasing efforts to further 
freezer-food plans, particularly through 
major department stores. 

Hxecutive vice president George C 
Foerstner, said that Amana reached 
its 1954 sales goal of 20 percent of 
the freezer business by cob pat and, 
since then, “we have been getting an 
even bigger share of the freezer mar 
ket.” Foerstner put great emphasis 
on developing dealers in small towns 
and his thoughts were further detailed 
by market research director, Wayne 
Harger, who said that Amana does not 
have coverage in areas of the country 
whose pases Fad population of 55 
million is equal to about one third 
of the total population 

Add one active dealer to each of 
the counties where Amana isn’t repre 
sented now,” said he, 
tors’ volumes will be 
some 35 percent.” 

Food Plans. Amana now has 34 im 
portant department stores in the coun 
try selling Amana freezer-food plans 
and it hopes to build this list during 
1955. The company openly admits 
that one of the pritcipal reasons it is 
so interested in department stores 
stems from the shoddy freezer-food 
plan operators of some years back who 
did so much to discredit the whole 


“and distribu 
increased by 
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industry. ‘The prestige and community 
standing of department stores will do 
much, Amana thinks, to help remove 
the stigma of the “suede shoe boys.” 

The five essentials of a successful 
freezer-food plan were listed by vice 
president Walter Wendler: ethics, 
food (its quality and price), financing, 
diversified accounts, product. 

A detailed account of how a freezer 
food plan can be integrated in a 
department store's operation was out 
lined by C. Virgil Martin, vice presi 





DEALERS AND distributors discuss the conference as H. D. Albright, center, 
of Twin States Distributing Co., Charlotte, N. C., chats with Frank Trevena, left, 
and T. W. Justice, right, of McClung Appliances, Knoxville. 


dent and general manager of Chicago's 
Carson, Pirie, Scott & Co. Martin 
said that it presents “problems” and 
that the idea has to be sold to man 
agement but that the plan is working 
successfully at Carson’s. 

Models and Prices. Amana’s 1955 
line includes Stor-Mor upright freez 
ers in 12, 15, 19 and 25 cubic foot 
sizes. Only the 25 cubic foot model 
is a new size, The company also con- 
tinues its 8 and 14 cubic foot chest 
freezers. 

Two of the upright freezers, the 
15 and 19 cubic foot boxes, were 
given suggested retail prices $19.50 
and $24.50, respectively, higher than 
last year. The price rise made no in 
crease in distributor's costs, and came 
about because of added sales features. 

The single line room air condition 
ers introduced last year in three sizes 
has been expanded, too. The Year 
‘Round models have condensers about 





PROVIDING A MUSICAL interlude ot a party for Amana quests is Milton 
Terstegge, president of Stratton & Terstegge, Louisville, Kentucky 
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one third larger than last year’s models 
and evaporators that are up to 60 per- 
cent larger. 

lhe DeLuxe line is completely new 
and is lower priced for the volume 
market. Both lines come in four 
sizes; one-half, three-quarter, one and 
14 horsepower. 

Advertising Plans. Apparently well- 
satished with its entry into television 
this fall via the NCAA football games, 
Amana will sponsor the Big Ten 
basketball games with two other spon- 
sors this winter. 

Advertising manager, Merlin E. 
Morris, also told the conference that 
the highlight of the 1955 promotion 
program will feature a give-away of 


a producing oil well or $25,000 cash 


in a gigantic sweepstakes. He said that 
Amana will step up its direct mail 
campaign and will give strong support 
to distributors through a heavy trade 
paper advertising schedule as well as 
consumer ads in national magazines. 
Another innovation was the forma- 
tion of a six-man distributor advisory 
committee to consult periodically 
with Amana management on market- 
ing problems. First meeting of the 
new committee will be held in Chi 
cago during the January markets. 
Distributor members of the com- 
mittee are: Lou Johnson, Lou John 
son Co., Inc., Portland, Ore.; V. N. 
Burgess, Porter-Burgess Co., Dallas; 
Perry Winokur, Main-Line Distribu 
tors, Inc., Chicago; Harvey Farber, 


Amana Products Corp., New York; 
Don Davis, Major Appliance, Inc., 
Miami, and Trevor Pierce, Pierce 


Phelps, Inc., Philadelphia 


New Dishwasher 


Frigidaire is adding an automatic 
dishwasher and a food waste disposer 
to its line of kitchen and laundry ap- 
pliances, according to Mason Roberts, 
General Motors vice president and 
Frigidaire general manager 

The two new products will be intro 
duced to the public in January with 
Frigidaire’s 1955 refrigerators, 
freezers, and electric ranges 


food 
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The first 
new... all-new 


"Custonedoor 


at standard prices 


An outstanding example of the ‘‘Kawneer Touch”’ 

. the new all-welded aluminum door can be 
“customized”’ to your needs. Now you can specify a 
door that is 10% stronger than similar doors, pro- 
vides a clean, seamless, eye-appealing appearance, 
and features interchangeable hardware... yet the cost 
compares with other standard doors. Here is the 
only stock door that can be styled to any type of 
store. Learn all about it now. See your Kawneer 
dealer or write Kawneer, Niles, Michigan. 


Now ! —identification hardware 
‘individually designed’’ 


























be redad 


ovis "M": Cosmopolitan hard- Style''B"’: Sennen ® ‘Pull Handle” 
ware for double-ccting doors. ideal for symbol. 


J. 1 JONES, PROP. 4 


Style "B"’: Coronet “Push Bar” provides length for full name. 








Kawneer offers a choice of four different styles 

of hardware. The two styles shown have interchangeable 
face plates. If you wish a face plate to identify any 

type of business or name, all you do is have artwork 
prepared. Kawneer will laminate it in plastic, 

etch it on aluminum, or produce it on any material 

you desire and in any color. The cross-hatch plate is then 
merely replaced right on the job with the new design. 


Completely welded construction 
for greater strength—lower cost 


» 10% stronger than most doors . No exposed, unsightly screws 
« New “deep-weld” penetrates . Seamless tubular frame 
metal 100% construction 
+ Hairline joints and unblemished . Long lasting beautiful 
finish for attractive oppeorance alumilite finish 


= Kawneer 


wtitces 
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HAVE A PROBLEM 
in getting distribution 


ELECTRICAL MERCHANDISING—JANUARY, 





... here’s help from the trade publication that 
can really give it. 


Maybe you need a distributor in Des Moines. 
Maybe you want to set up an entire distribution 
system from scratch. Maybe you need authentic 
industry sales figures to establish territorial 
quotas for next year, Or perhaps you need more 
sales-minded dealers to push rather than handle 
your product. 


Where can you turn for help with such distri- 
bution problems except to ELECTRICAL MER- 
CHANDISING? 


In the appliance-radio-TV field, nobody has data 
equal to ELECTRICAL MERCHANDISING’S Statis- 
tical Issue. Nobody has anything like its direc- 
tory of leading, legitimate distributors ... with 
complete, updated names, addresses and tele- 
phone numbers. No other publication is read by 
so many top distributors and dealers who buy 
it because it helps them sell. 


Your advertising agency ... your own adver- 
tising manager . . . can verify these facts. 


And, in the merchandising of major appliances, 
electric housewares and radio-TYV sets, there is 
just one business publication with all of these 
sources you can turnto... 


1. An editor and field staff who are in personal 
touch with daily operations in the industry 
... who know more about the retail successes 
that are occurring every day than anybody 
else. You may need this know-how some day. 


® ELECURICAL « 


MERCHANDISING 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, W.Y. 
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2. A research department that is respected the 
length and breadth of the industry, It pro- 
vides trend information and correlations of 
figures that no one else even attempts, The 
phone rings constantly in this office . 
people seeking information from a reliable 
source. 


8. A working panel of 366 carefully selected 
dealers located from coast to coast. When 
you want realistic marketing advice here are 
experienced retailers familiar with local sales 
problems who give such information just to 
this one trade publication in the field. 


4. More than 39,000 screened and selected sub- 
scribers, Not everybody is permitted to buy 
ELECTRICAL MERCHANDISING. If you know 
your trade, you'll recognize these subscribers 
as an audience of leaders. 


Build yourself into the leading promotional 
publication which can help you solve your dis- 
tribution problems. Reach the policy-making 
distributor executives whom you need for suc- 
cessful dealer relationships . . . you'll be reach- 
ing the nation’s key retailers at the same time 
in the pages of ELECTRICAL MERCHANDISING. 
Concentrate your trade advertising campaign 
here... it is certainly an outstanding medium 
to contact the men most important in your 
distribution plan. 


ELECTRICAL MERCHANDISING comes first when 
it comes to getting good distribution. 


alone 
will 


cover the market alone 
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SPECIAL OFFER of three items for the price of one spearheads the entry of 


Republic 


Steel's Operation Task Force into an area 


Bayard A. Yerkes, left, 


Republic district representative, shows the items to distributor salesmen 


Someone's In The Kitchen 


It’s 


Republic Steel's factory-trained 


“Task 


Force” which, after tripling business in Cleveland, is 
now helping distributors across the nation 


Operation Task Force has proved 
itself to the satisfaction of Republic 
‘tec! Kitchens and the factory-trained 
team is now available to Republic dis 
tributors throughout the country. 

lhe program was introduced and 
tested in Cleveland, according to 


©, K. Reynolds, Jr., Republic Steel 
Kitchen sales manager. “It’s success 
there,” he said, “assured us that, 


vherever it appears, Operation Task 


Paris Bound 


Force will accelerate dealer, builder 
and consumer acceptance of Republic 
Steel Kitchens.” 

The task force, composed of factory- 
employed kitchen specialists, work 
with and for distributor sales crews 
Intensive loca] advertising, promotion 
and dealer training programs round 
out the operation 

When the task force landed in 
Cleveland, the number of steel kitchen 


HED DEALER 


MITCHELI 


JOM ATH CONDITIONER 





APPLIANCE DEALERS bought more than 12,000 Mitchell room air conditioners 
in the first 15 days of the “Early Bird’ promotion which offers a nine-day 


junket to Paris as an incentive 


Lee Taylor, left, salesman for Graybar Electric 


Co., Peoria, Ill., and Roy and Russell Knudtson, owners of on Ottawa, Ill. 
appliance store, were the first winners in the plan 
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TRAINING SESSIONS ore a key item in the operation’s schedule. Dean D. Voskuil, 


right, head of the task force team, explains some of the principles of kitchen 
planning to a dealer during the team’s visit to Philadelphia 


dealers tripled, according to Dale Wil- 
son, kitchen sales manager for North- 
ern Ohio Appliance Corp. And sales 
volume rose accordingly. 

The “66-Mix.” The Cleveland drive 
was kicked off with double-page 
advertisements in key newspapers 
throughout the surrounding 19-county 
area. The ads, with dealer listings, 
featured a special offer—the “66-Mix,” 
a $169 66-inch sink, a $51 mixer lift 
shelf and a $38.50 Hamilton Beach 
electric mixer, all for the price of the 
sink alone. 

Plans for a series of similar ads, a 
dealer contest and low-cost dealer sales 
kits helped corral additional dealers 
for the drive. 

“Our sales volume began to climb 
almost immediately,” Wilson said. 
“We had no difficulty convincing 
dealers that we had a program de- 
signed for action, which would benefit 
all who participated.” 

Wilson set quotas for the dealers 
and all who met the quotas received 
an all-expense-trip to New York. 
Thirty three dealers, including many 
of the newly-signed dealers, met the 
quotas and made the trip. 

Wilson enthused about the 
“66-Mix” special which he said _re- 
sulted in many sales of complete 
kitchens to persons who originally ex- 
pressed interest only in a new sink. 

Philadelphia Story. When the task 
force moved to Philadelphia, the of 
fer was repeated. However, Leon F 
Raider, kitchen sales manager for 
Stuart F. Louchheim Co., Philadel- 
phia distributor, preferred the 54-inch 
to the 66-inch sink in his area and the 
special offer was called the “Space- 
Saver Special.” 

Raider felt the dealer training pro- 
gram was one of the most beneficial 
aspects of the operation. “A factory- 
trained crew, working at regularly 
scheduled training meetings, can make 
kitchen specialists of all dealers in 
relatively short order,” he said. 

The task force’s next stop is Char- 
lotte, North Carolina, where it will 
work with the Allison-Erwin Co. After 
that, the Marshall-Wells Co. of Du- 
luth, distributors in Minnesota, Mon- 


was 


JANUARY, 


tana, Washington, and Oregon, will 
receive task force help. 

Sales Manager Reynolds says, ‘““We 
feel certain that Operation Task Force 
will aid greatly in making Republic 
Steel Kitchens a byword in every com 
munity where it appears. It brings 
factory methods and factory training 
right to the dealer’s doorstep.” 


Write Your Ticket 


Some 500 to 600 Crosley dealers 
and retail salesmen have “written 
their own tickets” to sales conventions 
in Bermuda, Mexico, the French 
Riviera, and the Mediterranean 

The “Write Your Own Ticket’ 
sales contest will reward dealers and 
salesmen for the prompt introduction, 
effective merchandising and aggressive 
selling of the 1955 Shelvador refrig 
erators, ranges and upright 
freezers. 


electric 


Contest Winners 





FIRST PRIZE in Thor's “Name The 
Washer’ contest goes to Ted Jessee, 
right, of Jessee Appliance Co., Santa 
Ana, Calif. Presenting the $500 prize 
are Hal Clapper, left, and Don Beck of 
Thor's Los Angeles factory branch 
Jessee suggested the name ‘“‘Holiday’’ 
for Thor's new washer line. Second and 
third prize winners were Arthur Hyman, 
Washington, D. C., and Edward J. Mc- 
Groth, Louisville. 
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y we, 
| Youngsloun hrilehens 


gVA\UE PARADE 


BEGINNING JANUARY ? 1955 


ALL NEW! 


ose 










7 WALUE NO. 1 
34” CABINET SINK 


(Catalog No. $-54-S4) 


4 BIG 


DRAWERS 


NEW CHROME 
FAUCET 


Suggested retail price, only 


T O25 oe 
et and strain 











- r 
en < 
« ~ 














Brand-new B-inch swinging mixing-faucet, guaran 

teed for 5 years, is featured on all five Value Parade 

Cabinet Sinks. t's extra-long — extra-streamlined — { ; 
=~ 








Youngstown Kitchens Food Waste Disposer eas- with easy-te-clean chrome-plated handles 
VA L U F N '@) 2 ily installed... sell it with ony of these specials 
: > Ne 
J vk, j vn = ne ees fo 
<== _ i . — =~ - 


ar : 9 





‘» ed 

‘ uy VALUE NO. 3 VALUE NO. 4 VALUE NO. 5 

_ lt ee ee 66’’ CABINET SINK 54’ CABINET SINK 

r Drainboard right or left (Catalog No. S-66-5) (Catalog No, -54-S) 
Suggested retail price, only Suggested retail price, only Suggested retail price, only 





fh $8925" *13425° $9995 
Pall With fa and straine With fa With faucet and strainer 
$4) Keep YOUR Value Parade promotion working...use the package! 


8-page, 4-color broadsides ¢ Giant window poster ¢ Eye-catching mobile 
66” CABINET SINK Die-cut sink tags © Special newspaper ad mats 
Contact your distributor for further details, now! 
4 BIG DRAWERS Visit the new Youngstown Kitchens Display, Chicago Merchandise Mart, Room 1119 


NEW CHROME FAUCET 7” Kilehens 
Suggested retail price, only 
$ Sold in the United States, Canada and most parts of the world 
Complete w th MULLINS MANUFACTURING CORPORATION «¢ WARREN, OHIO 
faucet and strain *Slightly higher in West and South 
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wham! 


se promotional! power too! kits are 


ked with dynamite... 


Saies 


* 


ie) 


backed by ts foliiife) a 


faaitiiie) st fasliiiie) st- wee pal —1 2 Be 


spring is do-it-yourself time 
cash in with Thor SpeedTools - 


your profitable new traffic appliances 
call, wire, or write 


SpeedTooils 
~~ 4 


SpeedWway ‘aarcGahene-ceoneelmsale mmore 
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Sooth Sayre Says 


“The prescription is on the bottle,” 
the “father of the automatic washer” 


his first year with Norge 


In a now-it-can-be-told 
Judson §S. Sayre, 


matic wash¢ 


interview, 
father of the auto 
r, recently related how he 
came out of retirement in Florida, and 
spent his first year as head of the 
Norge Division of the Borg-Warner 
Corp. 

As proof of what a change in strat 
egy could accomplish, he pointed out 
that sales in the six month period 
from May | to November 1, 1954, 
doubled that of the comparable 1953 
period, Gains of 205 percent wer 
announced on automatic washers, 200 
percent on clothes dryers, 20 percent 
on gas ranges, an average 102 percent 
on all appliances. Sales will hit $75 
million in 1954, Sayre said 

How was it accomplished? 
volunteered detail as follows 

Personnel and products are every 
thing in the appliance business, in his 
opinion. Norge salesmen began travel 
ing in teams. Some field men called 
on distributors while 
ized on key accounts 

Distributors: 
cent 


Sayre 


others special 
There was a 33 per 

distributors. Judd 
Sayre was amazed to find some towns 
of 100,000 without a Norge dealer. 
‘Tie-ups were frequently made with 
distributors of electronic products, pat 
ticularly those of Motorola and 7. 
nith. It was insisted that distributor 
men represent Norge exclusively, and 
each cover no more than 25 to 30 
To help the distributor men 
work, Norge sent out special teams to 
accompany them 

Branches: Sayre said he didn’t be 
lieve in branches. Distributors 
Fair Trading if they wish. 

Dealers: About 1,000 new dealers a 
month have been added. Judd Sayre 
said that he was disturbed about th« 
dealer's profit problem. According to 
NEMA data, there has been a falling 


off of 16 percent in dealer margin, and 


change in 


dealers. 


can do 


One-Shot Swamps 





A SINGLE one-minute request for letters from listeners on Steve Allen's “’ 
television show drew over 137,834 letters and cards 


stor Steve Alien 


look at the responses in amazement 


JANUARY, 


Broil-Quik president Mex Steinbook, 


according to 
as he reports on 


this is bourne out by NARDA figures 
As yet he has not come up with the 
answer to this difficulty, though it 
may lie in service and proper disposal 
of trade-ins 
Products: A new product, a plug-in 
clothes dryer at $149.95 sold for $20 
to $40 under competition, opened up 
the Southern and Southwest markets 
Laundry equipment will be the spear 
head of white goods business for the 
said Judd Sayre. Eighty 
five percent of all refrigerators sold 
involve a trade-in today. 
No air conditioning, 
disposers, or sinks ar 
the Norge line. Color complicates the 
white goods business, but Norge may 
eventually go into a few basic colors 
Norge has bought out Thor’s built-in 
range business, 
fast. 
Promotions: Jack Pettersen came up 
with the idea of a Christmas promo 
tion wrapped 
white goods ar 
the holidays 
5,000 toys, 
distributed 
Advertising: While Norge believes 
in setting a quota and living up to it, 
on advertising it tried not to peg it to 
sales, but regards it as an investment 
toward future sales. Advertising budget 
for 1955 will be $4 million and over 
A great percentage of the money will 
be earmarked for dealers and distrib 
utors on the retail level. The sum i 
four times that spent in 1953 
Clincher: ““The prescription is on 
the bottle,” says Sayre. “If you do 
what we tell you, you're going to make 
a profit.” Basic clincher in the Norge 
drive is the statement that ‘Judd 
Savre made money for the trade while 
he was with Kelvinator, repeated with 
Bendix, and give him a chance and he 
will do it for you again.” 


next 25 years, 


food wast 


going to be in 


and it is coming along 


around toys, becaus« 
e dead pigeons around 
a purchase of 


it grew until 25,000 wer 


Tonight” 
Adman Ted Grunewald, 
and adman Dick Scanlon 
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TAY, Ae bozo yo ye STYLED AND PRICED FOR FAST SALES! 


Completely re-styled for '55 .. . Beautiful, modern in 
design and finished to grace any home... . Every 
operating feature that buyers insist on .. . A com- 
plete line, priced to fit any budget—at a profit to you! 


DELUXE ELECTRICALLY REVERSIBLES HIGH-CAPACITY WINDOW FANS 
WINDOW FANS CAT.NO. ADJ.WIDTH HEIGHT DEPTH PRICE CAT.NO. ADJ. WIDTH HEIGHT DEPTH PRICE 
WDR16 = 22%”-33” 21%” 9” $46.50 WMR24 = 29” -36” 29” 12” $79.95 
WDR20 = 26%”"-36” 25%” 9%” $56.50 WMR30 35%"-42%" 35%” 12” $99.95 


12 INCH, TWO SPEED EXHAUST FAN 20” ROLL-A-BOUT PEDESTAL TYPE FAN 
0 p S CAT.NO. ADJ.WIDTH HEIGHT DEPTH PRICE oie ub (fDUSTABLE NENT ik on. ae 
WM12 22%”-29" 164%” 8%” = $37.95 gn 
eli ' PTR20 47” to 70” 37% Ibs. $49.95 


COMPLETE PROMOTION PACKAGE! reverend 


Displays, streamers, stands, full- $ 50 
color literature and mailing pieces, 
mats—everything you need for a 

hard-hitting sales job! 


TAX INCLUDED 


CHELSEA FAN & BLOWER CO., INC. 
PLAINFIELD, NEW JERSEY 
MANUFACTURERS OF HOME COOLING AND INDUSTRIAL VENTILATING EQUIPMENT 
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Deal 




















IS YOUR 
PROSPECT 





inded ? 


. . . then give him all the FACTS 





@ Most people want to know 
all the facts about the house- 
hold refrigerator they buy. 
That is why we at Tecumsch 
Products feel that it is 
important for you to know 
all the outstanding features 
about Tecumseh Hermetics 
because it makes your selling 
job easier. 


@ It will pay you as a dealer 
to tell your customer about 
these Tecumseh facts: 


@ LOW INITIAL COST is 
passed on in lower price 
refrigeration equipment or 
more “extras” at the same 
price. 


@ QUIET OPERATION as- 
sures customer satisfaction 
and builds up good will for 
you. 


@ COMPACT DESIGN allows 
more space for food storage, 
or smaller overall dimen- 
sions. Result ... more refrig- 
eration for the money. 


about the famous /, 
HERMETICS 






































e LOW OPERATING COST due 
to efficient design balancing com- 
pressor exactly to the installa- 
tion. This factor also minimizes 
the necessity for service calls un- 
der warranty, saving money for 
both the customer and yourself, 


For complete information about the Tecumseh 
Hermotics, write Dept. D-1 today. 


REMEMBER THERE ARE OVER 14 MILLION 
TECUMSEH UNITS IN USE TODAY! 





TECUMSEH P 


UCTS 











dish, like the oven walls, absorb no 


food cooks thoroughly. 


COOL ENOUGH to handle, yet steaming hot enough to eat 
food comes out of the new Radarange demonstrated by Raytheon 
microwaves and 





that’s the way 
The glass 


remain cool while the 


Electronic Cooking 


Raytheon demonstrates a Radarange, suitable for 
restaurant use, and announces Tappan will produce a 


consumer model in 1955 


The Radarange, which can_ boil 
water in a cool cup, was demonstrated 
in New York last month by the 
Raytheon Manufacturing Co. Whik 
the Raytheon model is for commercial 
use, ‘Tappan will market a domestic 
model late this year 

A ‘Tappan official said the hom« 
range would have both the clectronic 
cooking unit and a conventional unit 
and will sell for “more than twice pres 


| ent prices” for electric ranges. 
Beet. 


1e chief advantage of electronic 
cooking is speed, according to Ray 
theon officials. An 18-pound roast, 


| which normally takes up to six hours 


to cook, can be done 
In an 


in 40 minutes 


electronic oven, steaks take 


one minute, pies take seven, and a 


chicken, which normally would tak« 


Brass Views Silver 


two hours, is done in nine minutes 

Up to this time, however, elec 
tronic cooking has had one big dis 
advantage—it doesn’t turn the food 
brown even when it’s thoroughly done 
Ihe problem has been solved with 
the use of a “browning ingredient,” 
according to Raytheon officials. 

Ihe ingredient is painted on the 
outside of the food item and causes 
extra electrons to concentrate and 
brown the crust. 

lappan officials said the domestic 
electronic range would need no spe 
cial installation and servicing can be 
done by any television repair man 
Cooking with electronic rays will be 
cheaper than conventional cooking, 
officials said, of the 
time the 


becaus¢ shorter 


unit 1s On. 











TECUMSEH, MICH pany executives at the semi-annual district sales manager meeting. James J 
McLaughlin, left, advertising manager, adjusts the unit as Marvin E. Allesee 
EXPORT DEPT., 211! Woodward Ave., Detroit, Mich center, vice president of sales, and James E. Archambault, president, watch 
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Fan Forecast 


lan business will maintain present 
levels and probably even improve on | 
them, despite the steady growth of air 


conditioners. e 
lhat’s the opinion of D. ‘IT. Mes » 
kill, fan sales manager for General ro 
Klectric who says that 1954 fan ad » ° @ 


volume will be up about a third over 
the 1953 volume of $145 million 
Continued growth in acceptanc 
for window fans and some trend back 
to circulators is noted by Meskill, 
whose 1955 line contains only cight 
models (three windew units, one floor 






Quality, utility, price - and not competitive 
with anything on your shelves. That’s why 
Handyhot - Silex appliances sell wherever shown. 
Profits for you the year ’round 









- with year ’round sellers! ame oe 
circulator and four desk and bracket [x= 
models). He said that the increased O 
use of room air conditioners tended , Avg 
to help the floor circulator market . 
since these fans could be used to the appliance that Ww 


increase the cooling effects of the air 
conditioner or could be used by them 
selves when it was not quite cool 
enough to use the air conditioner. 

New in G-E’s fan line this year is 
in all-purpose fan called a “year 
round” window ventilator. It snaps 
into weather-resistant clear _ plasti 
panels and can thus be used as either 
an intake or exhaust fan. The fan’s 
grid guard makes it possible to use it 
is a table, floor or wall fan. It will b 
l‘air ‘Traded at $34.95 


millions of women want 
and now can afford 


Blendette 


Versatile, practical kitchen tool! Blends, 
beats, mixes, purees and whips. A per- 
fect gift - priced right for fast turnover! 
Packed with brilliant self-display carton. 
ac, UL, Cat, No. 2001. 


s]i4 95 List 


G-E Skillet 


General Electric is introducing a 
new automatic skillet which features 
76 square inches of cooking surface — . 
and the sealed-in G-E, Calrod heating delicious ice cream 
clement. made in your refrigerator 

\ chart on the kandle lists the cor f 
rect cooking temperatures for the most Freeze -CO ‘Tra 
frequently prepared foods. A selector -¢ | 


dial regulates settings from 160 to 400 









~~ 
degrees and an indicator light sig Ice cream the modern way, electrically - and “S y 
nals when the desired temperature 1s automatic! No stirring, no beating - shuts off nt 
reached when mixture is soft-frozen. Fits into any x 
J. F. Stark, G-E electric housewares | modern refrigerator. Ideal for frozen des- 
ales manager, said national distribu 


tion should be achieved sometime in 


January. Fair Trade price is $19.95 | 


serts. ac. UL. Cat. No. FT-1. oy 
18 25 List 


> 
/ 


plus $3 for the optional 12-inch alu 
minum lid. 

General Electric is also introducing — | 
an automatic grill and waffle baker | D 
ome time in January. The new model, 
which can be used as an open grill for 
grilling and frying or as a closed grill 
for toasting sandwiches and baking 
vaffles will be Fair Traded at $22.95. 


4 


at 
iN 

















New Vornado 
HANDYBREEZE FANS ELECTRIC COFFEEMAKER ICE CREAM FREEZER PORTABLE ELECTRIC WASHER 
Uhrec new units have been added A full line of quality fans Deluxe features at low cost! Real old-fashioned ice Over a Million sold! Big 
in the 1955 line of Vornado air condi at modest prices! Window 8-cup “Aiken” model with cream! Electricity does the washer performance. Auto 
tioners, introduced recently by A. O. and table models from 8” semi-automatic stove. Gift work. Makes from 1 to 4 matic timer. Handles all 
Sutton Corp., Wichita, Kansas. to 20” size. ac. UL. Prices from packaged. ac. UL. Cat. No, qts. in minutes. Cat. No baby's needs. Self Display 


Ihe entire line has been reengi $6.95 to $69.95 List. EAI-8B $13.95 list. 2204. ac. UL. $26.95 list. AC. UL. No, 2602 $39.95 list. 
neered and redesigned. The pushbut 
tons have been removed from the front 
of the units and are now concealed 
under an easily accessible door on the 
top. Pushbuttons and thermostatic 
contro] will be standard equipment on 
ill deluxe models. 

A new 2 hp. self contained window 





Handyhot 


unit is the pace setter for the line. See these and many more Handyhot-Silex appliances a eee 
lhe company has also added a 3 hp. at the Chicago Housewares Show- Booths 145-155. of the SILEX comer 
unit and a 3 hp. reverse cycle unit 

tu the line which now includes nine also: The Silex Co., Hartford 2, Conn.; The Silex Co. Ltd., St. John’s, Quebec, Chicago 30. Uline 





different models. 
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morming, millions of Amer 
icans “‘visit’’ a room located at 40 
West 49th Street in New York City 
I'he room is the scene of Dave Garro 
way's “Today” television program 

his 1200 square foot area, whic h is 
familiar to viewers from 
coast to coast, is approximately half 
of the 3000 square foot RCA Exhibi 
tion Hall, an institution which turns 
casual visitors into appliance-buying 
prospec ts 

Since it opened in May, 1947, the 
Mixhibition Hall has played host to 
more than 10,000,000 persons. These 
visitors look at the displays of new 


E.very 


television 


ippliances, ask questions of the col 
lege-trained guides, pick up literature 
ibout the products 8.000, 
000 pieces of literature a year are dis 
tributed), and often obtain the 


(some 


rain 


of their nearest dealer. According to 
RCA, dealers in every part of the 
country have reported sales as a direct 


pesult of visitors to the Exhibition 
Hall 

Tie-in To Sales, ‘lxtensive effort 
is made to tie-in the interest of visitors 
to ultimate sales of electronic products 
the home,” according to RCA 


Hlowever, no attempt is ever made to 


close a deal and no orders are taken 
for merchandise in the hall. ‘The 
visitors are advised to see their local 


RCA Victor dealers for purchases 
the guests thorough 
indoctrination and, according to 
larry P. O'Brien, manager of the hall, 
“when they leave the RCA Exhibition 
Hlall they are definite prospects if 
they weren't when they came in,” 
O'Brien heads a staff of 26 persons 


receive aA 
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floor 
answering the public’s questions are 
all college graduates. RCA uses the 
operation as a training ground for 
“executive-type personnel’ and many 
ex-staffers have moved on to important 


I'he staff men who work on the 


assignments in sales and advertising. 
I'wo of the staff assistants are trained 
engineers who are available to answer 
technical questions and maintain the 
merchandise and equipment which is 
on display 

Two Million A Year. The staff, in 
1954, guided approximately 2,000,- 
000 persons through the hall. Five 
million persons visited the showplace 
during the first four and one halt years 
it was open. And since then the pace 
Last October, the 
10,000,000th visitor passed through 
the hall’s revolving door. In_ that 
month, average daily attendance was 
estimated to be 6,261. 

The 10,000,000th visitor, a doctor 
and his family from Morehead City, 
North Carolina, was welcomed by 
RCA President Frank Folsom and 
presented with a television set, tickets 
to Broadway shows, and other gifts to 
mark the occasion 

Counting Cost. To maintain an 
operation the size of the hall is a big 
job. Between 450 and 550 pieces of 
RCA merchandise are on display at 
all I'he exhibits are changed 
often and the hall's five giant display 
windows on well-trafiicked 49th Street 
have to be changed every five weeks. 
But in spite of all the labor and ex 
pense involved, RCA calculates that 
it handles visitors for approximately 
seven cents cach 


has accelerated 


times 





ARP awe 


feworeis 






TELEVISION DISPLAY demonstrates how RCA‘s ‘magic monitor’ eliminates TV 
interference. While no products are sold in the hall, 450 to 550 pieces of 


merchandise are on display and visitors are urged to ‘‘see their RCA dealer.’’ 


RCA’S EXHIBITION HALL tells the story of electronic products to some 6000 
visitors a day. The displays promote all RCA products but plug especially hard 
the electronic merchandise that the visitor can buy for his home 


< 


Seven Cents A Head 


That's all it costs the RCA Exhibition Hall 
to process its visitors—visitors that turn 
into prospects for appliance dealers across 


the nation 





TEN MILLIONTH VISITOR Dr. Samuel Hatcher and family see themselves on the 
television set RCA President Frank Folsom, left, gave to the lucky guests. In 


1954, approximately 2,000,000 “‘prospects” visited the New York showplace 
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A Record Year Ahead 


That's the forecast for the appliance industry by 
a Westinghouse executive as he reviews 1954 sales and 


estimates 1955 production 


“So far as we have been able to de 
termine, 1955 should be a record year 
not only for Westinghouse but for 
the entire appliance industry.” That 
was the comment of John H. Ash- 
baugh, vice president, Westinghouse 
electric appliance division, as he re- 
viewed 1954 and cast a forward glance 
at the new year. 

“We fully expect 1955 to be a very 
good year for the entire appliance in 
dustry,” Ashbaugh said. “As far as 
Westinghouse appliances are con- 
cerned, we are estimating at the pres- 
ent time an increase in the Division’s 
total sales volume by approximately 10 
percent.” 

Summing up 1954, Ashbaugh said 
sales of Westinghouse refrigerators, 
dryers and food waste disposers reached 
all-time highs during the first ten 
months of the year. 

“While this has been a highly com- 


petitive year and one in which the 


electric appliance industry as a whole 
has not fared as well as it did in 1953,” 
Ashbaugh said, “sales of several appli- 


ances in 1954 have reached an all-time 
high, and sales of most of the other 
appliances made by Westinghouse 
have approximately equalled sales of 
1953. He added that this was true 
not only at the factory shipment level 
but at the distributor level as well. 

Ashbaugh said “Notably outstand 
ing are the sales of electric refriger 
ators.”” While the total industry regis 
tered a slight decline, Westinghouse 
reported a refrigerator sales increase of 
approximately six percent. Among the 
factors making this possible was the 
increased production capacity provided 
by Westinghouse’s new $45-nillion 
plant at rps eoerwd Ohio, he said. 

Electric fans broke all company sales 
records, the vice president reported, 
and 1954 fan sales were 40 percent 
ahead of 1953. He said vacuum clean 
ers, electric housewares and electric 
bed coverings also revealed a “decided 
upward trend in late 1954,” and room 
air conditioner sales, for the first year 
the company was back in the field, 
were “good to excellent.” 


A Week of Shopping 


Once they've decided to buy, average customers 
spend less than a week in actual shopping, according to 
a new survey by the Chicago Tribune 


A survey of 1,985 households cov 
ering the purchase histories of 4,667 
items of furniture and major appli 
ances has just been completed by the 
Chicago Tribune. Of the families, 83 
percent bought furniture items, 57 per 
cent bought appliances, and 40 per 
cent bought both. After completing 
their plans, 65 percent shopped for a 
week or less 


Official Time 


CAPTAIN George Shealy, pilot for Delta 
C & S Airlines, checks his new Seth 
Thomas watch. The Seth Thomas watches 
and clocks were recently made the official 
timepieces for the airlines, according to 
Harold E. Blackburn, general sales man- 
ager of Seth Thomas 


With appliances, 23 percent settled 
on what they were going to buy in a 
weck or less of planning. ‘T'wenty per- 
cent planned from one week to one 
month, 26 percent from one month to 
six months, and 16 percent from six 
months to one year, 

After completion of their plans, 63 
percent made their purchase in less 
than a week of shopping. 

Both husband and wife shopped for 
52 percent of the appliance purchases. 
I'hirty-two percent of the appliance 
purchases were made in the evening. 

More than half of the housewives 
in all age groups favored time pay- 
ments with the percentages ranging 
from 80 percent among those 15 to 19 
years old to 52 percent among those 
60 or older. 

Other features of the Tribune sur 
vey report includes a breakdown of 
the average number of furniture trans 
actions and the average number of 
appliance transactions per buying 
household; an analysis of purchases ac 
cording to the age of the housewife; 
purchasing vate a summarized by 
the occupation of the male head of 
the household, by tenure in dwelling 
unit, and by race and nativity of the 
housewife; and time payment prefer- 
ences according to the occupation of 
the male head of the household 
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Compare Before You Buy... 


SPACE COMPLETE 
SAVING KITCHEN 


For the 

first time at no 
extra cost! 
LIFETIME 
STAINLESS 
STEEL TOP 


MECHANISM IN FRONT 


f 


FITS IN LESS THAN 2x2 FEET 


ACME 3 in 1 KITCHEN MODEL RES 4AF. Re- 
frigerator—Range and Large Sink Combina- 
tion « 5 Cubic Foot Refrigerator « Large 
Freezer « Double Inner Door Shelf «+ Drip 
Tray « 2 Burner Electric Range « 110 or 
220 Volts « Lifetime Stainless Steel Top with 
Large Sink and Aerator Faucet « § ifica- 
tions: Height 36’°—Width 30’’—Depth 23) 
—Storage Space a 5 Cu. Ft.—Shelf pM 
Approx. 81/2 sq. 


RE SF REFRIGERATOR AND ELECTRIC 
RANGE. Refrigerator and electric range 
combination, 5.6 cubic foot refrigerator. 
Large freezer—inner door shelf-drip tray 
—2 burner monotube electric elements. 
Available 110 or 220 volts. Specifica- 
tions: Height 36’°—Width 27''—Depth 
25V/2"' — Storage Space Full 5.6 cu. ft. 
Shelf area approx. 10 sq. ft. 


RG SF REFRIGERATOR AND GAS RANGE. 
Refrigerator and gas range combination. 
5.6 cubic foot refrigerator. Large freezer 
—inner door shelf—drip tray. 4 full size 
burners which can be removed easily for 
quick cleaning. Use with natural, manu- 
factured or L.P. gas. Specifications: 
Height 36’°—Width 27’’—Depth 251/2'’— 
Storage Space Full 5.6 Cu. Ft.—Shelf Area 
Approx. 10 sq. ft.~Automatic Pilot Light. 


ACME SPA SAVER MODEL SD 51F. Full length 
door with refrigerator clear down to the 
floor. Holds as much food as larger refrigera- 
tors, and will easily accommodate the needs 
of most families. Its table-top height gives 
the kitchen 5 square feet of additional work- 
ing area. Large freezer-inner door shelf. 
Small char pach fermion top. Specifications: 
Height 343," — dth 24" — Depth 23/2" — 
Storage vag 4 Full ry Cu. Ft.—Shelf Area Ap- 
prox. 11 sq. 
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ASSOCIATIONS 











1AM PRESIDENT Donald Hart, executive vice president of Temco, Inc., introduces 
speaker Parker H 
divisions, Avco Mfg. Corp., 


Erickson, right, executive vice president, Crosley and Bendix 
during the two-day meeting in Cincinnati 


Big Volume, Little Profit 


The Institute of Appliance Manufacturers takes 
a sober look at overproduction and resulting profit cuts; 
but 1955 can be a good year 


Appliance manufacturers are show 
ing a greater volume, but are operating 
at lower profit. Production facilities 
have increased, but the 
tribution and sales ability have not 
kept pace Rising costs have elimi 
nated profit and thus discouraged capi 
tal investment 

This is the situation in which the 
appliance industry finds itself today 
according to a critical self appraisal by 
the manufacturers themselves. The 
told each other these hard, cold fact 
at the: year-end meeting of the Insti 
tute of Appliance Manufacturers on 
December 6 and 7 at 
Netherland Plaza Hotel 

Asking for a more realistic look at 
production and sales Parker 
H. Ericksen, executive vic« president 
of Crosley and Bendix divisions of 
Avco Mfg Corp., stated that manu 
facturing facilities have exceeded sales 
capacities (refrigerator 
3 million; can produce 
that there is no forsceabk 
industry sales until 1960 


industry dis 


Cincimmati 


estimates 


industry sells 


) million) and 


mcrease for 


Ericksen brought home his point in 


the key address to the assembled 
manufacturers and suppliers with a 
direct Comparison tisitiy ! sample 


compan 
posing, he 
casts an 


making refrigerators Sup 
this firm fore 
potential for on? 


theorized 
incurs try 


year of 3.4 million units and figure 
its share of the market at six percent 
If the actual industry figure is 3 mil 
lion and the company's share reall 


five percent, this “slight” error would 
mean the company will produce more 
than one third what it should 

“Overproduction is a matter of bad 
judgment,” said Ericksen 
out that the results were just the same 
whether it is an honest mistake or a 
deliberate one 


pomting 
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Old Models. ‘To show the high 
percentage of 1954 refrigerator sales 
which are 1953 models or earlier 
Ericksen illustrated his talk with re 
sults from a panel survey of 1,000 
representative One place 
truth,” he 


dealers 

we can go and get the 

aid, “is the dealer.”’ 
Asked “‘How do you feel about sell 


ing discontinued models,” 45 percent 


of the smaller dealers said they 
wanted them, 41 percent said they 
did not and 14 percent were und 


cided. ‘The medium dealers voted 48 
percent for discontinued models, 42 
percent against and 10 percent und 
cided, ‘The large deales 
67 percent wanting them 
not wanting them and 


added up to 
28 percent 
percent 


undecided on the question 

An overall average of 51 percent 
said they wanted to sell old or discon 
tinued models, mainly because of 
lower resistance, easier selling and 
good traffic for step-up selling. ‘The 
large department stores and furniture 
their traditional belief 
in promotional price selling. Ericksen 
felt promotional models have their 
“but to right degree, right ex 
tent and not be overplayed.’ 

The panel was asked 
1954 unit sales were old 


tores listed 


place 


what pei 
centage of 
models, and small dealers stated 32 
percent, medium dealers 32 percent 
and large dealers 58 percent. ‘The 
overall picture shows that 49 percent 
of the refrigerators sold in 1954 wer 
discontinued models 

Preference For 1955. When thie 
panel was asked “What percent of 
vour 1955 refrigerator sales would you 
like to be discontinued models?” small 
stated 10 percent, medium 
dealers 13 percent and large dealers 
34 percent. ‘The average wanted 29 
percent of next year’s sales to be old 
models, 71 percent new refrigerators 

“This is interesting,” said Ericksen, 
“because apparently large 
taking almost twice as many old 
models as they would like. And today 
many appliance stores are screaming 
about refrigerator profits, asking where 
they have gone.” ‘This situation, the 
Avco executive feels, can only lead to 
bigger discounts and less profits for all 

Ericksen pointed out that this 
merchandising of ‘last year’s models” 
at low prices will not support the kind 
of research and tooling program that 
is needed today. He said that it is a 
$1 million job for “face lifting” alone; 
4 $3 million job for complete retool 
ing for a new model 

Asking what is the real cause of 
this overproduction, Ericksen sug 
gested that management is too remote 
from too aloof from the 
sales managers. What we need, feels 
Ericksen, is fast, accurate, painstaking 
market reporting and the “guts and 
intestional fortitude’ to admit and 
correct errors of judgment. 

For Better Profit. The top man 


dealers 


stores are 


the scen 


agement conference session, called 
“Producing and selling for better 





CHARTS AND FIGURES give members a picture of the year at the recent meeting 


of the Institute of Appliance Manufacturers 


Here, |AM Director Sam Dunckel 


shows that industry net profits have dropped from 6.3 percent to 1.66 percent 


of sales in two years 
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profit’, delved deeper into the prob 
lems of profit and the control of costs 
[he Institute pointed out that in two 
vears the net profits have dropped 
from 6.3 to 1.66 percent of sales. 
l’'red Gardner, management consult 


ant, asked for a closer look at new 
materials, a more realistic evaluation 
of production controls and a war 
examination of automation Auto 


mation, he said, creates entirely new 
problems and can unbalance whole 
systems if your thinking is not read 
for it 

\. B. Ritzenthaler, vice president 
of ‘Tappan Stove Co., stated that cost 
of goods in the appliance manufactur 
ing field has gone up ten percent. To 
sell at a profit, he stated, costs must 
be reduced or prices 
Ritzenthaler that there is no 
place for loss leaders in the applianc 
field, adding that “dealer training is 
one of the weakest points.” <A 
thorough sales training job, both for 
retailers and manufacturers, ““must be 
done’, he said 

1955 Can Be Good. But despite 
the talk of slim profits and rising costs, 
the general tone for the coming year 
was good. James M. Dawson, econ 
omist and vice president of Cleve 
land’s National City Bank, felt that 
business in 1955 may favorably com 
pare with 1953 Dawson, recently 
elected to board of directors of the 
Ferro Corp., traced the current reces 
sion and recovery, showing the stable 
signs in the current and coming year 

Dave Chapman, industrial designer, 
spoke to the IAM members on design, 
asking for a long look ahead. Stress 
ing the importance of color in appli 
ances, Chapman could see no eseape 
from this question. “The housewife 
is interested in it and she will have 
it,”” he said 

Ira J. Rapson, Michigan Consoli 
dated Gas Co., spoke to a luncheon 
meeting of the IAM members, asking 
for more “creative selling, not bigger 
discounts.” Too many sales staffs are 
spread too thin, Rapson said, pointing 
out that many salesmen today “onl 
talk to the bosses.” “Twenty percent 
are selling the product; eighty percent 
are telling the salesman how to sell,” 
he said 

Rapson felt the manufacturers were 
concerned about built-ins and color 
in appliances. “You fellows sold the 
women on color,” he said, “Color is 
here. The only thing we can do i 
sell it.” The utility executive added 
that colors on trim or accessories only 
postnones the real problem and that 
the industry will have to face up to 
color realistically. 


must go up 
said 


Disposer Boy 


A new booklet on food waste dis 
posers entitled “The Disposer Boy” 
is being distributed by the Household 
Sink Units Section of NEMA. Mor 
than 140,000 copies have already been 
mailed to appliance dealers and other 
interested parties. 

Copies are available for distribution 
at a price of $5 per 100 from the 
Household Sinks Units Section, Na 
tional Electrical Manufacturing Asso 
ciation, 155 East 44th Street. New 
York 17 
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Farm Electrification 


Retailers in small urban and rural communities 
need more attention from the industry, the ninth an- 


nual NFEC is told 


Speaking before the ninth annual 
National Farm Electrification Con- 
ference, J. P. Keenan, Jr., chairman 
of the NARDA dealer development 
committee, said “Discount structures 
are rarely set so that they allow enough 
for independent retailers to do the 
right sort of selling job for the farm 
customer.” 

Urging more attention for the small 
town dealer, Keenan said finding 
strong incentives for this dealer is the 
big challenge to the electric industry. 
He said farm selling can be accom- 
plished if, one, adequate wiring is 
achieved and, two, if the appliances 
are brought to the farm and demon- 
strated. 

“When he delivers the washer he 
just sold, the dealer should demon- 
strate a dryer at the same time and 
show how easily it can be covered in 
the payments. The new water heater 
stould be accompanied by a dish- 
washer now that portable a 
gear is available. Every service truc 





SCHEDULED MEETINGS 
THE WINTER MARKETS 


Merchandising and Furniture Marts 
Chicago, Ill. 
January 3-14 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 

Annual Meeting 

Morrison Hotel, Chicago 

January 6 


NATIONAL APPLIANCE-RADIO-TV 
DEALERS ASSN. 

Annual convention 

Conrad Hilton Hotel, Chicago 

January 9-11 


NATIONAL RETAIL INDUSTRY 
SHOW 
Madison Square Garden, New York 
January 7-11 


HOUSEWARES SHOW 
Navy Pier, Chicago 
January 13-20 


NATIONAL ASSN. OF HOME 
BUILDERS 
11th convention and exposition 
Chicago 
January 16-20 


LOS ANGELES WINTER MARKET 


Los Angeles Furniture Mart 
January 17-21 


SAN FRANCISCO WINTER MARKET 

Western Merchandise Mart, San 
Francisco 

January 24-28 


NATIONAL ADEQUATE WIRING 
BUREAU 
llth annual conference 
LaSalle Hotel, Chicago 
February 24-25 
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should carry at least one appliance that 
the card on the prospect shows the 
farmer doesn’t own, and every service- 
man would be a salesman,” he said. 
The conference, held in Schenec- 
tady, N. Y., at the General Electric 
laboratories, brought together 26 
groups interested in raising farm living 
standards through electricity. 


Association Briefs 


e F. B. Hout, Barnes Manufactur- 
ing Co., Mansfield, Ohio, has been 
named to succeed C. D. Leiter as 
chairman of the markets committee of 
the National Association of Domestic 
and Farm Pump Manufacturers, 


© An informal poll of set manufac- 
turers at the recent RETMA meeting 
in Chicago turned up the “guessti- 
mate” of 6.9 million sales of TV re- 
ceivers for 1955. The member pre- 
dicted sales of 10.7 million radios and 
split the TV sales into 6.6 million for 
black and white and 300,000 for color. 


© Robert E. Franzen has been ap- 
pointed executive secretary of the In- 
dependent Reliable Merchants Asso- 
ciation, Inc., a group of 60 appliance 
dealers in the Chicago area. Franzen, 
vho was formerly with Bendix and 
Nash-Kelvinator, will coordinate the 
buying and advertising for the group. 


e Twenty-three set manufacturers 
are donating 51 TV and radio re 
ceivers as prizes in the eighth annual 
Voice of Democracy contest, accord 
ing to Ellis L. Redden, chairman of 
the RETMA public relations and ad 


vertising committee. 


e Victor J. Hemmen has been 
elected president of the Wichita Ap- 
pliance Dealers Association. 


e Twenty-six clectrical appliance 
dealers in the Rochester, N. Y., 
metropolitan area have formed the 
Appliance Dealers’ Association of 
Rochester, Inc. Sidney K. Schoen- 
wald, an attorney, has been elected 
president of the group. 


Utility Contest 


The deadlines for entering the an 
nual Edison Electric Institute Award 
Contest for top results in various sales 
promotions by utilities have been set 
for February | and 15. 

The competition, which emphasizes 
the importance of dealer cooperation 
in promotions, will award 25 prizes in 
11 classes. Information about the con- 
test is available from the Edison Elec- 
tric Institute, 420 Lexington Ave., 
New York 17. 
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THRAT’S EASIEST ON EHE MERE 


5S IME ONE I@ bell! 


THE HEATER 





COROAIRE 
CONSOLE 





@ 20 to 50% less cost in fuel bills results from reaing 


with the COROAIRE CONSOLE, Ideal for 34, to 7 room 


homes, apartments, stores... 


all kinds of business places. 
Completely automatic—safe, simple and effective. No larger 
than a console radio and as easy to install as 
a kitchen range, the COROAIRE CONSOLE blends 


perfectly with home or store decoration, 


CT TEMPERATURE. 


THERE’S A REASON... 
the COROAIRE CONSOLE is a heating 


marvel because of its exclusive, patented 
features —the COROAIRE VENTURI TUBE 
HEAT EXCHANGER — traps heat 5 times 
longer, has 5 times greater heating surface — 
faster air flow with minimum resistance, 


THE COROAIRE HEATER CORPORATION 


M the Repub Stee 


Dept.EM1,1422 Euclid Avenue *« Cleveland 15, Ohio 
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Color’s Big Year? 


Color TV marches forward as RCA begins dis- 
tribution of 21-inch sets and Hazeltine introduces a 
projection system, but high prices still plague popularity 


In 1954, color TV grew out of the 
test tube into a big-screen 21-inch pic 
ture tube. As a new year dawns, the 
question is how fast can color tele- 
vision get out of the lab and into the 
American home 

Right now, indications are that high 
prices won't be reduced for many 
months—possibly years—and the price 
tag is 7 the thing that is keep 
ing color out of the hands of the 
public. 

Last month, two developments con- 
firmed the trend towards continued 
high prices. First, RCA began dis- 
tribution of its 21-inch o sets 
under a price tag of $895, having pre- 
viously anounced the price woul be 
somewhere between $800 and $900. 
Indicating that the price isn’t likely to 
drop soon, RCA added “we do not 
foresee large mass produc tion of color 
receivers in 1955,’ 

A second development of interest 
was the introduction, by Hazeltine 
laboratories, of a color projection sys- 
tem which produced “excellent” color 
according to viewers. The showing 
didn’t stir great excitement—possibly 
because new developments in color 
are getting too common or possibly 
because of the quick demise of pro 
jection TV in the black and white 
field. But if direct-view tubes continue 
in their present price strata, some 
manufacturers probably will be willing 
to give projection a try 

The price on the Hazeltine tube 
was set at $250. While direct-view 
tubes are now selling for $175, Hazel 
tine officials said extra components for 
the standard tubes bring the cost to 
$225, and this not a “realistic cost” 
with profit included. Hazeltine said 


Solar Radio 


ee 





ENERGY FROM THE SUN powers this 
midget radio transmitter built by Edward 
Keonjian, General Electric development 
engineer. Messages can be picked up on 
standard radios up to 100 feet away, 


Keonjian believes that within 10 years 
small personal radio transmitters and re- 
ceivers, powered by solar energy, will be 
popular products. 
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the $250 price on the projection sys- 
tem includes a profit. 

The Hazeltne firm was demon- 
strating for its patent licensees and, of 
course, does not plan production of a 
projection set itself 

Meanwhile, other spokesmen in the 
television field seemed to agree that 
1955 will not see big-scale color satura- 
tion. Ben Abrams, president of Emer- 
son, told a group vf investment repre- 
sentatives recently that color will not 
be “an important factor” in 1955 and 
“not until 1956 will color ‘TV play a 
vital role in our industry.” 

Color is moving forward, however, 
and according to Charles M. Odorizzi, 
executive vice president of RCA, will 
“near the billion dollar mark” by 1957 
while black and white sales will drop 
to $400 million by that year. 


European Report 


There are television antennas atop 
the ancient palaces in Venice. 

It’s an unexpected sight to the 
tourist’s eye but it’s one that is becom 
ing more and more familiar as TV 
— throughout Europe. That's 
the opinion of Du Mont’s Ernest 
Marx who recently returned from a 
fact-finding survey of European TV, 

Italy and Germany today lead the 
rest of continental Europe in tele- 
vision progress, Marx says. 

In Italy a chain of TV stations is 
now in operation from near the Swiss 
border south to Rome and this will 
be extended soon to Naples and Sicily. 
At a recent TV Fair in Milan 55 set 
makers showed merchandise. 

In Germany there are 28 TV sta- 
tions in operation and over 30 manu- 
facturers are making sets. 

But in Switzerland and Belgium 
progress has been slow and during the 
past summer both countries shut down 
their stations, retarding industry 
growth and handicapping the buikding 
of permanent viewing audiences. 

In France there are a fair number 
of stations but relatively few people 
can afford sets. 

England is the most advanced 
country in Europe as far as TV is con- 
cerned with about 3.5 million sets. 


RCA Carry-over 


RCA Victor will carry over its cur- 
rent line of 'T'V receivers into the first 
half of 1955, according to Raymond 
W. Saxon, general sales manager of 
the division. 

Saxon said only one major addition 
to the line is scheduled—a 21-inch 
open-face console model with a sug- 
gested retail price of $295.95. 








CBS Tags Detroit 








bia 


TAGGING THEMSELVES before introducing the CBS-Columbia line in Detroit 
are president Seymour Mintz, left, and vice-president Harry Schetcher. Distributor 
Bill Rutherford, center, is opening his own distributing company in Detroit and 


will handle the CBS-Columbia sets. 





NOVEL PRESENTATION of the CBS-Columbia receivers to Detroit dealers came 


from two local disc jockies, Joe Gentile and Ralph Binge. 


sets to the delight of the dealers 
of the CBS-Columbia line. 


The pair kidded the 


-but they underscored the key sales features 





They Still Watch TV 


Latest Videotown survey shows no drop in time 
spent watching TV but people are also reading more, 
going to movies more and listening to the radio 


Americans are watching TV just as 
much as ever, they're reading, listen- 
ing to the radio, and going to movies 
more and more, and they’ve cut down 
on visiting and entertaining in the 
home to make room for these other 
activities, 

Those are some of the findings of 
the newest Videotown survey just 
completed by Cunningham & Walsh. 
The ad agency has conducted the sur- 
vey every year since 1948 in New 
Brunswick, N. J. 

Here’s a sampling of what this year’s 
Videotown survey found: 

Color. Too few people have had 
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experience with color to make it a 
factor on set sales for at least another 
year, the survey finds. Only eight per- 
cent had seen color. Over half of this 
group were enthusiastic but about a 
third thought color no better than 
black and white. Few people had 
opinions about prices but those who 
did thought prices were too high, 
screen sizes too small. 

Leisure Activities. Movie-going has 
made a strong recovery in Videotown. 
The rate dropped severely when TV 
came on the scene and declined for 
several years. In 1953 a 17 percent 
increase marked the turning point and 
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this year movie attendance almost 
doubled last year’s. 

The number of people reading 
magazines shot up 70 percent over 
1953 with adult women accounting 
for most of the increase. 

Newspaper reading, which had in- 
creased steadily for the first four years, 
remained at its 1953 peak. Radio lis- 
tening also continued to increase, 
especially in the early morning and 
late evening. 

TV Use. Surprisingly, families who 
have had sets longer spend more time 
watching T'V than new owners. Sets 
bought before 1953 were on for about 
4.5 hours on an average weekday eve- 
ning compared to 2.75 hours for sets 
purchased early this year. Overall 
average this year was 4.33 hours com- 
pared to 4.25 last year. Morning and 
afternoon viewing by the average 
Videotowner went up enough to offset 
a slight decline in the time spent 
watching TV in the evening (even 
though the set is turned on longer). 

Saturation in Videotown on January 
1, 1954 was 76 percent. Sales volume 
last year was five percent off from 
1952. For 1954 Cunningham & 
Walsh sees an eight percent addi- 
tional drop in total sets sold with re- 
placement sales exceeding new set 
sales. 


Hi Fi’s Story 


Industry response has been excel- 
lent to the new High Fidelity Insti- 
tute, a non-profit organization aimed at 
telling the story of hi fi to the public, 
according to Jerome J. Kahn, commis- 
sioner of the institute. 

Advertising, sales promotion and 
public relations executives from a 
number of leading companies have 
volunteered their services, Kahn said. 
Two regional committees have already 
met in Chicago and New York and 
the third will meet in Los Angeles in 
February. 

Kalin emphasized that the institute 
is accepting no contributions, dues or 
assessments. Industry personnel are 
volunteering their help free and the 
institute is a non profit group. 


Electronic Pioneers 


» 


Enter “Tri-Fy”’ 


A new corporation, ‘Tape Recorders 
Inc., of Chicago, has been organized 
to manufacture and market three new 
tape recorders known as the “Tri Fy” 
line. 

Hugh Daly, president, said the line 
will include the Carousel tape recorder, 
the low-priced, Dixie-Land tape te- 
corder and the Continental recorder 
with built-in radio. 

Daly said the company will use a 
strict, two-step, three-point distribu- 
tion program and distributor agree- 
ments include the restrictions that dis- 
tributors who sell retail, distributors 
or wholesalers with catalogs that reach 
the consumer, and dealers who adver- 
tise cut prices will not be authorized. 


Record Ad Drive 


The “most ambitious and compre- 
hensive” advertising program in Ad- 
miral history will be undertaken in 
1955, advertising vice-president Ed 
mond I. Eger said last month. 

The firm will spend $1.5 million 
on national newspaper advertising, 
$1.6 million on a co-op newspaper 
program, and an unspecified amount 
on a national magazine advertising 
campaign. 

The company will also continue to 
sponsor Bishop Fulton J. Sheen’s tele- 
vision program, “Life is Worth Liv- 
ing,” over the DuMont network. 


Motorola Drive 


A four-point promotion campaign 
is being used by Motorola to back up 
its introduction of color TV in new 
areas. 

The promotional kit includes news- 
paper ads, a 24-page poster for outdoor 
campaigns and radio spots. A series of 
displays, including a life-size on-off 
flasher display, dress up the dealer 
showroom. A dealer open house and a 
direct mail campaign round out the 
promotion. 


PUUET IEE ree eee 


N 20 YEARS.OF 


a, 
TLL oe ek 


SETCHELL AND CARLSON of Setchell Carlson, Inc., celebrate their 20th anni- 
versary in the electronics field. Cutting the anniversary cake are Alice Chermak, 
vice president, B. T. Setchell, president and chief engineer, and C. Donald 


Carlson, secretary-treasurer and chief mechanical engineer. 


the Setchell Carlson company in 1932. 
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Summe- 


Salesmakers 


2 ae ee 


makers of the famous 
cool safety cabinet gas space heater 


Dearborn’s famous Cool Safety Cabinet gas 

space heater is your biggest winter profit-maker — 

No. 1 in sales all over America. And, Dearborn’'s 

summer comfort-makers can be your biggest profit-makers, too. 
They’re loaded with features and they’re loaded with 
quality. They’re highly competitive in price . . high in 
performance . . high in looks. And when you carry 

the Dearborn line you carry Dearborn’s 

reputation, best selling tool of all! 


the new 1955 


Room Air Conditioner 
It’s the air conditioner = LL) 
that gives your 
customers more for their 
money — gives you 
more features to sell. 


the new 1955 Fan-Type 


Evaporative Cooler 
The Southwest’s best known, 
most preferred evaporative cooler. 

















the new 1955 
Hobo Chef 
The best looking, 
best performing 
barbecue equipment on 


the market at its amazingly 
low price, 





VISIT US AT THE 
JANUARY MARKET 
SPACE 511-A 
American Furniture 
Mart, Chicago 


the new 1955 " Dearharn. 


Blower-Type Evaporative Cooler 
Brand new — two big 

blower-type models for high 

volume sales—packed 

with saleable features, 


Dollar Wire its Dearboun for sales and profile the yar nownd, 


a 


1700 WEST COMMERCE, DALLAS, TEXAS 
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---that mean more 
profit to you 


* CABINETS IN COLOR — Six stunning 
decorator colors to choose from, or white 
if preferred. 

TOPS IN QUALITY — Comparison will 
convince you, 


WIDE SELECTION OF SPECIAL FEATURE 
CABINETS OR CUSTOM CABINETS TO 
SPECIFICATIONS. 


MOST EXTENSIVE VARIETY OF STOCK 
SIZE WALL AND BASE CABINETS ... 
permits tailoring a GENEVA kitchen to 
any room dimension. 


SINKS in stainless stecl, porcelain, or cus- 
tom tops 


COMPLETE LINE OF TIME AND STEP 
SAVING ACCESSORIES. 


FULL WARRANTY protects you and your 


customers. 


NATIONALLY ADVERTISED in leading 


consumer Magazines 


COMPLETE COOPERATION ¢o assist you 
in all phases of kitchen planning and in- 
stallation 


‘GeNev 


KbTC HEN Suse 















is on the 
Write for detai 
profitable GENEVA 


kitchen Line. 








GENEVA MODERN KITCHENS, Dept. EM-1-55 
Div. of Acme Stee! Co 
Geneva, Iilinois 


Please send me complete information on GENEVA kitchens. 
My business is 

NAME 

ADORESS 


city STATE 
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The Television 


Picture 


Two-set ownership is up and interest in color 
TV increased 29.8 percent this year, according to Tele- 
Census in a new television survey. 


Color television is gaining public 
popularity, but it still has a long way 
to go, according to a Tele-Census sur- 
vey conducted among 2500 TV set 
owners in Los Angeles 

Asked if they were more eager to 
have color TV now than they were 
last year, 29.8 percent of the set 
owners responded that they were. 
However, 60.0 percent said they 
weren't any more interested than a 
year ago. 

More color programs was the reason 
for increased interest among 27.5 per- 
cent of the set owners who answered 
yes to the question. Another 20.6 
percent said color is more enjoyable, 
and 10.6 percent said lower prices was 
the key reason. “Screens are bigger” 
was the factor cited by 6.9 percent and 
the remaining 34.4 percent gave a 
variety of other answers. 

Two Sets To Home. Among the 
set owners, 91.3 percent had only one 
set and 8.7 percent now have two TV 
receivers. One reason for two-set 
homes is revealed in another area of 
the survey where set owners were 
asked “How often is there a conflict 
in your house concerning choice of 
TV programs?” “Occasionally” was 
the response of 59.7 percent while 6.5 
percent said “often” and 33.8 percent 
answered “seldom.” 

Some 12.6 percent of the inter- 
viewers had their sets less than one 
year. Among the 87.4 percent who are 
long-time owners, interest in TV has 
increased rather than declined. 

The owners were asked “Now that 
the novelty of owning a TV set has 
worn off, do you find TV programs less 
interesting, more interesting, or the 


North Pole TV 


same as when you first owned your 
your set?” Some 17.5 percent an- 
swered “‘less interesting,” 42.8 percent 
said “more interesting,” and 39.7 per- 
cent voted “the same.” 

Screen size also is increasing. The 
most popular sizes today are the 19, 
20 and 21-inch sets, now owned by 
44.3 percent. The 16 and 17-inch sets 
are owned by 40 percent and 14.2 per- 
cent have 14 inch and smaller sets. 
Only 1.5 percent own 24-inch or 
larger receivers. Five years ago, 58.6 
percent owned a 10-inch or smaller 
set and only 7.2 percent had sets with 
a 16-inch or larger screen. 

Subscription TV. In several ques- 
tions aimed at determining the popu- 
larity of pay-as-you-see TV, the survey 
showed that generally people would 
prefer to see entertainment at home 
rather than elsewhere even if they had 
to pay. For “first quality movies,” 
slightly under 60 percent voted in 
favor of home viewing, even if the 
price were the same as charged by a 
movie theater. For sports events, 
72.3 percent would rather see the 
show at hoine. 


Subscription TV 


Zenith Radio Corporation has peti- 
tioned the Federal Communications 
Commission to authorize immediate 
operation of subscription television by 
properly equipped T'V stations. 

The FCC, however, has decided 
to hold hearings and lay ground rules 
before taking the lid off the subscrip 
tion system 





SANTA DIDN'T deliver it, but this Du Mont television set, a Christmas gift to 
the Danish Children Society of Copenhagen, was delivered via the North Pole 
Stewardess Lis Eskesen and Captain Ferdinand Buck of Scandanavian Airlines 
check the set in Los Angeles before take-off on the top-of-the-world route. Santa 
(played by actor Ward Bond) also examines the set which was later auctioned off 
in Denmark to provide Christmas gifts for the poor children of Copenhagen. 
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Industry On The Move 


New plants and expansion plans reflect long- 
range optimism in the future as appliance manufac- 


turers cross the threshold 


Measured by the “new-construction 
yardstick,” a handy tool for economists 
gauging long-range trends, the appli- 
ance industry appears to be in good 
health at the start of 1955. 

As the new year begins, more than 
half a dozen companies report plans 
for new construction, progress on new 
plants or expanded facilities through 
newly acquired property. 


Whirlpool Corp. announced that 
plans have been approved for the con- 
struction of a new $1,500,000 adminis- 
tration office building in St. Joseph, 
Mich. The building will house admin- 
istrative, sales and advertising person- 
nel, and, according to Don Alexander, 
vice president in charge of operations, 
will be ready for occupancy late in 
1955. 


Schick, Inc. is building a new plant 
in Lancaster, Pa., which is slated for 
completion in mid-1955. The com- 
pany chose a 56 acre site which allows 
room for future expansion. President 
Joseph B. Elliott said plans were under 
consideration for continued use of the 
old plant in Stamford, Conn., but no 
definite decision had been reached. 


Raytheon Manufacturing Co, has 
begun construction on a new $1,500,- 
000 electronics laboratory near Boston. 
President Charles F. Adams, Jr., said 
the new laboratory will provide engi- 
neering and reseach facilities for a 
large group of Raytheon’s 1500 engi- 
neers and scientists. 


Olympic Safety 


- -, 
eden “eee 








of a new year 


General Time Corp. recently dedi- 
cated a new $2,500,000 electric clock 
plant in Athens, Ga. When full scale 
production gets underway, the plant 
will employ more than 500 persons 
and turn out 5,000 electric clocks 
daily. The company now has a total of 
six plants in this country and three 
overseas. 


Motorola Inc. has purchased 60,000 
square feet of car radio tuner manu- 
facturing facilities from Lee J. Dren- 
nan, Inc., in Arcade, N. Y. President 
Paul V. Galvin said the move would 
enable Motorola to be more self-sus- 
taining in the car radio business. 


Silex Co. has established a branch 
plant in Muskogee, Oklahoma, for 
storage and assembly of the company’s 
glassware products. President S. M. 
Ford said the shift will allow assembly 
near the Corning Glass Works in 
Muskogee which produces the Pyrex 
glass used in many Silex products. 


Sylvania Electric Products, Inc., 
has completed plans to buy the tele- 
vision picture tube manufacturing 
facilities of the National Union Elec- 
tric Corp. in Hatboro, Pa. President 
H. Ward Zimmer said that the 76,000- 
square-foot Hatboro plant will be used 
to produce black and white tubes, free- 
ing other Sylvania facilities for work 
on color tubes. 


Wagoner Corp. has announced the 
construction of a new $300,000 plant 


FOR THE SECOND consecutive year, Olympic Radio and Television Inc. has 
received the Award Plaque in the New York state 1954 Accident Reduction Com 


petition 


Director of manufacturing Benno Bordiga here presents the plaque to 


Kay Mamola, shop steward, on behalf of the employees. 
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Quarter Century Men 





RECENTLY INDUCTED into the Maytag 25-Year Club were executive vice presi- 
dent George M. Umbreit, left, William A. Eft, regional sales manager, Cedar 
Rapids, la., Fred Rigdon, regional sales manager, Springfield, Mo., R. E. Hunger, 


regional sales manager, Lexington, Ky., and 


laire G, Ely, Maytag general man- 


ager. The club now has 409 members who have been with the company over 25 


years. 


in Nashville, Tenn., which will be 
ready for occupancy in early April. 
According to President W. G. Wag- 
oner, the new factory will provide the 
company with facilities for manufac 
turing 300 water heaters a day. 


Chrysler Airtemp recently dedicated 
two new plant additions in Dayton, 
Ohio, as part of the multi-million 
dollar expansion program started in 
1953. The air conditioner manufac- 
turer played host to more than 10,000 
visitors during the two-day dedication, 


Manufacturer Briefs 


© The 60-year-old Peerless Electric Co. 
of Warren, O., has won a suit restrain- 
ing Peerless Electric, Inc., of New 
York, from using the name Peerless 
Electric, Inc. The Warren company 
manufactures electric motors, fans, 
blowers and electronic equipment. 
The New York firm produces electric 
broilers. 


®Ihe General Chef 42-inch Twin, a 
combination refrigerator, gas or elec- 
tric range, broiler and double sink, 
won first prize in the home furnishing 
field in the fourth annual Hess 
Brothers Versatility in Design & Use 
Contest. 


@ Five merit awards have been won by 
G-E’s Telechron department for new 
and improved products from the Asso- 
ciated Industries of Massachusetts. 
The award judges, headed by Dr. 
James R. Killian, M.1.T. president, 
studied more than 275 entries sub- 
mitted to the contest, 


© Tappan Stove Co. has acquired a 
substantial interest in Gurney Prod- 
ucts Limited, one of Canada’s largest 
manufacturers of electric, gas, and 
solid fuel ranges. The acquisition will 
not affect Gurney distribution, but 


certain models of ‘Tappan ranges may 
be produced in the Gurney factory. 


© Alex Lewyt has found the boy who 
gave him the idea for the new Lewyt 
with wheels. Sixteen year old Martin 
Roche of Manhattan will receive a 
free college education because he al- 
most ran over Lewyt with a box 
scooter that had big wheels. The inci- 
dent gave the industrialist the idea for 
a new vacuum on big wheels for easy 
mobility. 


® McGraw Electric Co. has concluded 
negotiations to acquire the assets and 
business of Lonergan Manufacturing 
Co., Albion, Mich., according to presi- 
dent Max McGraw. Lonergan, makers 
of air conditioning equipment, space 
heaters and dehumidifiers, concluded 
their fiscal year on September 30 with 
$9,000,000 sales, according to S. J. 
Lonergan, president and founder of 
the 20-year-old concern. 


© Four Egyptian industrial firms have 
joined hands to produce Egypt's first 
electric refrigerators. The deal” re- 
frigerators are already on the market 
and will soon be mass produced, They 
sell for $375, about + percent less 
than imported European or American 
models, 


100,000,000th 


Last year General Electric an- 
nounced the production of its hun- 
dred millionth fractional horsepower 
electric motor, and predicted that the 
next ten years would ring up an out- 
put of another hundred million, equal- 
ing in a decade the past production of 
fifty years. 

Vice-president H. A. MacKinnon, 
general manager of the component 
sroducts division, explained that the 
ans of this forecast is simply the ra- 
pidly increasing population, At pres- 
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VENT 
CLOTHES 
DRYERS 


The Dry-R-X@ Flexible Way 


For details ask your 
dryer distributor or write us, 
stating make of dryer you sell. 









DRY-R-X COMPANY 


Here’s the easiest possible way to 
insure that moisture, heat and lint 
will be no problem for your clothes 
dryer customers. Exhaust each new 
dryer installation with a Dry-R-X 
kit as part of the regular hook up. 


The Dry-R-X kit now contains 6 
or 9 ft. of the new, easy-to-use Flex- 
ible Duct—no cutting, no elbows — 
just attach to dryer and hood. The 
hood is all aluminum with an auto- 
matic, completely weather proof 
damper. Also available with rigid 
aluminum pipe and elbows. 


5521 CODE AVE. « MINNEAPOLIS 10, MINN, 


LADIE °§ MAN - 


Get inon it! 


DORMEYER 


G BURY 
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ent, the average American home has 
approximately six FHP motors while 
the modern electric home has as many 
as 15 or 20. By 1965 there will be as 
many as 25 or 30 motors in a modern 
home. 

As Lisle D. Hodell, general manager 
of G-E general purpose component 
motor department, put it, new uses for 
motors are being developed every year. 
Air conditioners, home freezers and 
clothes dryers already take approxi- 
mately 7 percent of the fractional 
horsepower industry's production, yet 
none of them has passed the 15 per- 
cent saturation point of sales. 

The automatic home laundry sys- 
tem, contrasted to the- individual ap- 
pliance is one of the most profitable 
areas of marketing potentials, said 
Carl Moeller, general manager of the 
appliance motor department. He pre- 
dicted that the selling of an automatic 
washer or dryer will be replaced by the 
idea of selling an automatic home 
laundry system. However, at present 
rate of growth, only 35 percent of 
American families will have such 
laundry systems in 1964. The report 
forecasts a tripling of present annual 
sales of dishwashers, clothes dryers and 
food waste disposers. 


No Reo Change 


he shift of Reo power lawn mow- 
ers to the Motor Wheel Corp. will 
result in “no radical change” in any 
phase of the lawn mower business, ac- 
cording to M. F. Cotes, president of 
Motor Wheel. 

The assets of the Reo lawn mower 
division of Reo Motors, Inc., includ- 
ing the use of the Reo name on lawn 
and garden equipment, were recently 
acquired by the Motor Wheel Corp. 

In a letter to field men, distributors 
and dealers, Cotes said the Reo ma- 
chines “will be merchandised only 
through the established Reo distribu- 
tors” and the products will be priced 
under Fair Trade laws 


Jordon Jumps 


Jordon Refrigerator Co. is expecting 
a 20 percent increase in business dur- 
ing 1955 and “possibly much more,” 
according to Frank Fogel, president. 

The company’s gross sales volume 
for 1954 definitely topped an earlier 
prediction of $15,000,000, according 
to Fogel, and sales were between 20 to 
25 percent over 1953. 

The big bulk of Jordon’s increased 
sales came from its domestic line of 
upright home freezers and its “Du- 
plex’’ combination refrigerator-freezer, 
Fogel said. 


Admiral Sales 


Electric range sales of the Admiral 
Corp. for the first nine months of 
1954 were nearly 10 percent higher 
than total 1953 sales, the company’s 
previous record. 

The 30-inch range accounted for 
over half of the company’s sales, ac- 
cording to Lee H. D, Parker, vice 
president of appliances. The 40-inch 
model was second and the 20-incher 
was third in popularity. 
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you/can hear 
and feel 


TAPE RECORDER 
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When buying any recording 
equipment you, as a high fidelity en- 
thusiast, are interested in its many 
technical aspects. Frequency response, 
signal-to-noise ratio, flutter and wow 
are, certainly, all important. And in 
these aspects the FME Tape Recorder 
is incomparable in its price class. 


Yet, in the truest sense only your ear 
can really distinguish the quality of fine 
recorded sound. Only your trained touch 
can really judge the simple, smooth oper- 
ation of a tape recorder. It is for this 
reason that Federal, without bold refer- 
ence to technical specifications, invites 
you, the real jury, to listen to the FME. 


Hear for yourself Federal’s triumph 
in sound. Feel for yourself its quality 
construction, its smooth, simple opera- 
tion. Playback any tape—either 3% or 
7% IPS. Test its single knob control, 
its fast forward and rewind, its separate 
volume and tone controls and many 
other wanted features. 


Then look at the price—we're sure 
you'll be delightfully surprised. 


Only $139.95. Slightly higher on West 
Coast. Supplied complete with ceramic 
microphone, reel of magnetic tape, take- 
up reel, power cord and plug. L.39 


FEDERAL MANUFACTURING 
AND ENGINEERING CORP. 


syben Street, Brooklyn 5.N. Y 


215 Ste 


Some Exclusive Territories 
for FME Tape Recorders 
are Still Open 
7 
INQUIRIES 
FROM MANUFACTURERS’ 
REPRESENTATIVES 
INVITED 
a 
Write, Wire or Phone 
FEDERAL MFG. & ENG. CORP. 
Att: R. Schianger SM. 
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Merit Award 
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VICE PRESIDENT of sales John O. Adams, CBS-Hytron, accepts a ‘Merit Award” 


from President Seabury Stanton of the Associated Industries of Massachusetts 
CBS-Hytron won the award for producing the CBS-Colortron television tube and 
for the smallest transistors being sold for hearing aids. 





Anti-Trust Action 


The Justice Department levels a monopoly suit 
against the Radio Corporation of America; Zenith 
suit against RCA gets go-ahead 


I'he Justice Department last month 
filed suit against RCA charging the 
firm with a “deliberate policy” of 
monopolizing radio-T'V research and 
patents And in another action, a 
Chicago court cleared the way for 
a Zenith suit against RCA, 

Ihe government charges that RCA 
has 10,000 radio and ‘TV 
patents, from which it reaps royalties 
of $20 million annually, in a monopo 


used its 


listic fashion. RCA, on the other 
hand, says it does not acquire for 
itself, nor does it grant to others 


exclusive patent licenses. ‘The com 
pany claims that its “liberal licensing 
policy” has resulted in the develop 
ment of “the radio-television industry 
as the fastest growing and most com 
petitive industry in America.” 

Ihe legal fight between 


Zenith 


Kennecott Teaches 





NEW BOOKLET, published by Kennecott 
Copper Corp., explains in simple, illus- 
trated terms the meaning of adequate 
wiring. “‘The ABC of Home Wiring” is 


available for promotional use, up to 50 
copies free, additional quantities at $5 
per 100, from Kennecott, Box 238, New 
York 46, N. Y 
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and RCA gocs back to 1946 when 
Zenith sued RCA in Delaware. In 
1948 RCA sued Zenith im Chicago, 
charging patent infringements In 
1954, Zenith filed a counter suit in 
Chicago claiming monopolistic prac 
tices and asking $16 million damages. 
RCA asked that this case be delayed 
until the Delaware was settled 
but the Chicago court has ruled that 
the Zenith suit may proceed 

RCA has retained Adlai E. Steven 
son, former presidential candidate, to 
defend the company in the various 
court actions. 


CAaSC 


Changed Law 


New amendments in the Social 
Security Act, which went into effect 
January 1, will affect every self-em 
ployed retailer, according to the Social 
Security Administration, 

Under the changes, the taxable base 
will be increased from $3600 to $4200 
in 1955 for a self-employed individual 
Benefits under the program will now 
be raised to a maximum of $108.50 
per month, 

The new law, which extends cover 
age for the first time to ten million 
more people, also protects the benefit 
rights of totally disabled workers. 
Now, when the individual reaches 65, 
the period of total disability is elimi 
nated from the computation of the 
iverage monthly wage. 

Of particular interest to the self 
employed business man who continues 
to work after 65 is the change in the 
amount the individual can earn with 
out losing his social security payment. 
Under age 72, the beneficiary can earn 
$1200 a year without affecting his 
benefits. Previously, if the person 
earned more than $75 a month, he 
lost his social security payment for 
that month. Over age 72 there is no 
limitation on earnings. This has been 
lowered from age 75. 
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Gibson's Year 


Response to the new 1955 line of 
Gibson refrigerators forecasts an “ex- 
ceptional year” for the company, ac- 
cording to Charles J. Gibson, presi- 
dent. He said initial orders for the 
new line exceeded all expectations and 
ran 300 percent ahead of last year. 

Gibson said the company’s fiscal 
year, which ended September 30, re- 
sulted in net earnings of $257,625. 
lotal sales reached $31,990,000 and 
the net current assets of the company 
increased $2,439,208 over 1953. 


Financial Briefs 


@ Admiral Corp. declared a regular 
25 cent dividend, payable December 
31, and noted that third quarter earn- 
ings were higher despite lower sales 
resulting from a leveling off of gov- 
ernment business. Net earnings for 
the first nine months of 1954 were 
$4,382,175 compared to $6,564,848 
during the first three quarters of 1953. 


e Phileco Corp. reported sales of 
$249,726,000 for the dist nine months 
of 1954. Officials said the figure was 
down from the 1953 level of $335,- 
171,000 because of the 45-day strike 
in May and June. Earnings for the 
first three quarters of 1954 totaled 
$2,275,000. 


e Zenith Radio Corp. reports earn 
ings for the first nine months of fiscal 
1954 of $2,573,954 on sales of $90,- 
968,450. In the previous year, earn- 
ings were $4,095,074 on sales of 
$125,762,591. Officials added that the 
last quarter would be good, with TV 
production reaching all-time highs 


@ Whirlpool Corp. reported sales of 
$127,801,614 for the first nine months 
of 1954, a rise from the 1953 figure of 
$115,965,529. Earnings for the first 
three quarters of .954 were $6,324, 
402 compared to $3,589,475 in 1953 


Myers Meeting 








Do-It-Yourself Ad 


THE HOME HANDYMAN’S creative urge 
should be stimulated by this jigsaw ad— 


figures Republic Steel Kitchens. The 
unique ad is being used at do-it-yourself 
shows across the country and is available 
at Republic Steel Kitchens salesrooms. 


e Toro Manufacturing Corp. re 
ported new highs for its fiscal year 
which just closed, Sales were eight 
vercent ahead of the previous year and 
it $11,528,752. Earnings were up 50 
percent, reaching $471,305. David M. 
Lilly, president, predicted new highs 
in 1955 with the industry selling more 
than 1,250,000 mowers. 


Lewyt Sees Boom 


Alex Lewyt, president of the Lewyt 
Corp., sees a boom year for electrical 
appliance manufacturers in 1955 as a 
result of the new housing act which 
will allow the nation to add almost 
1,400,000 new homes 

Lewyt said the new liberalized FHA 
terms removes “a heavy financial 
burden, giving the home-buyer the 
opportunity to use his extra money 
for the buying of many electrical ap- 
pli inces, 





EAST MEETS WEST in Ashland, O., as F. E. Myers & Bro. Co., 


facturers, held its annual one week sales conference 


water system manu- 
Richard S. Marks, left, 


district manager of the New England states, and Marvin E. Derfler, right, dis- 
trict manager for the Western and Southeastern states, look on as E. M. Myers, 
vice president in charge of sales, announces the winners of a recent sales contest. 
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Deliverves are SO EASY 
an \YS/)1S, 


BAUANEES THE LOAD 













SLIDES 
up stairs, 
downstairs, 
in and 

out of trucks 





to bolence the lood 





One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 


€86CO MODEL } 


A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 


ratchet cincher. Wheels have 10 x 2.75 





rubber wheels. Frame is all welded steel. 

Handles 800 Ibs. with ease. 

Order yours today on a money-back 

guarantee of satisfaction... $53.50 
F.0.8. Los Angeles 

COLSON rauirment & supriy co. 

1317 Willow Street, Los Angeles 13, California 














in place and cinched tight with built-in | 


cushion tires. Toe plate has two small 








Sensational Money-makers! | 


REVERE “400” 
3-WAY PORTABLE RADIO 


Exclusive Features 


For AC., D.C. or battery 
operation. Self-contained in 
weatherproof, top grain 
cowhide “Camera Style” case. 
Unique dual purpose carrying 
strap plugs into any outlet for 
power operation. Snaps 

into receptacle for battery 
operation. 6% x 5% inches. 
Weight 4% Ibs. Output 

for Ear phone and recorder. 


$4450 less batteries 


——. 




















REVERE T-1100 2-SPEED 
“BALANCED TONE”* TAPE RECORDER 
Single knob control; 3% and 7% 
speeds; dual acoustically matched 
speakers; 2 hour play on 7” reel, 
Complete with microphone, reels and 


carrying cose... $1§950 
TR-1200—Same os obove with rodio $209.50 


*PATENTEO A REVERE Exclusive 






Sold only through 
Revere Franchised dealers. 
Write today for complete details. 
Revere Camera Company 
CHICAGO 16, ILLINOIS 








PAGE 


370 


PEOPLE 





F. G. Hoover Dies 





FRANK G. HOOVER, 71, former presi- 
dent of the Hoover Co., died at his home 
in North Canton, O., on December 3. 


Mr. Hoover was vice president of the 
vacuum cleaner company until December, 
1948, when he succeeded his brother 
H. W. Hoover (who also died recently) 
as president of the firm. He resigned the 
presidency in April, 1951, and retained 
his place on the boord of directors. Mr. 
Hoover is survived by his widow and three 
sons, 


Wexler Dies 


Simon Wexler, 56, founder and vice 
president of Allied Radio Corp., Chi- 
cago, passed away November 10 in his 
office following a heart attack. 

Mr. Wexler started in radio in 
1921, the first year of commercial 
radio broadcasting, and his company, 
the Columbia Radio Corp., was among 
the first manufacturers of crystal sets. 
Soon atter that, Mr. Wexler organized 
Allied Radio Corp. as distributors for 
a number of parts manufacturers 

He is survived by his widow, three 
a daughter and seven grand 
children 


sons, 


Graver Dies 





RICHARD A. GRAVER, 58, vice presi 
dent and marketing director of Halli- 
crafters Co., died in New York on Dec. 8 
Mr. Graver was vice president and gen 
eral manager of Capehart-Farnsworth 
Corp. prior to joining Hallicrafter in 
1952. He was also vice president of 
Admiral for eight years and was associ- 
ated with RCA and Atwater Kent early 
in his career 
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HERE'S A PROFIT ITEM 


THAT REALLY 


c1s rs! 
artRa customer 


Peitti™s 
LLtn 





Dealers everywhere, are quick to 
appreciate the extra profit possibil- 


ities of Celina Twin, or Single 
Portable Tubs. 
Washer owners or buyers, in- 


stantly recognize their beauty and 
usefulness. Excellent for promoting 
washer sales. Single Tubs are ideal 
for use with Automatic washers 
equipped with Suds-Saver. 

Furnished in twin or single models, 
with or without covers. Tubs packed 
nested 3 in carton, to save freight 
and storage space. Tubs and covers 
packed separately, also priced sep- 
arately. 


Dealer and 


vited. 
see CELINA First 
FOR THE FINESTZ 


THE CELINA MANUFACTURING CO. 
CELINA, OHIO 


jobber 


inquiries in- 


a, owel Of 


MECHANICAL PERFECTION 


at a 
niess. Ea 
Retails f 


sy ? 
to sel $89 50 


She Profit | laking 


WasteMastevu 


FOOD WASTE DISPOSER 


LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 


Please send literature on the 
e@asy-to-sell Wastemaster. 


Name 
Address 


City State 





1955—ELECTRICAL MERCHANDISING 





DISTRIBUTOR NEWS 
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MINK FURPIECE, shown on model at right above, is sales gimmick utilized by 
Philadelphia distributor Adolph Fruchter and Sons, in moving Harrison Steel 
Kitchens. Shown above is Max Katz, owner of Associated Refrigerator Co., Phila- 
delphia as he makes sales pitch to woman customer, 


Fur Bearing Kitchens 


A Philadelphia distributor finds that free “mink” 
can be counted on to keep kitchen cabinet sales high, 


and dealers happy 


Adolph Fruchter & Sons, Philadel- 
phia distributors of Harrison Steel 
Kitchens have found that a promotion 
involving the improbable combina- 
tion of mink furpieces and kitchen 
cabinet sales can pay off in sales, Basic 


idea of the promotion is the award 
of a furpiece to the consumer purchas- 
ing a Harrison kitchen, sink or cab- 


inct ensemble. Depending upon the 
retail value of the purchase she has 
made the buyer is given the choice 
of a mink collar and cuff set, a scarf 
or a stole. 

lhe buyer wanting to see what her 
kitchen will look like before she makes 
her cabinet purchase may also become 


eligible for a free furpiece. ‘To do 
so she must arrange with her retailer 
to have a full color drawing, in per 
spective, made up of her Harrison 
kitchen to be. She pays $6.00 for 
the plan, returnable if she decides to 
buy a Harrison kitchen, and immedi 
ately receives the mink cuff and collar 
combination absolutely free. 

Fruchter’s which has been playing 
up the promotion during recent 
months with newspaper advertise- 
ments found that sales of Harrison 
steel sinks and cabinets rose by almost 
214 percent during the first months 
of the promotion as compared with a 
similar period last year. 





Emerson-New York 


\ move to larger headquarters was 
announced recently by Emerson-New 
York, a division of Jefferson-Travis, 
Ine 

The New York Emerson distributor 
moved from the Port Authority Build- 
ing to a new 40,000 square foot loca 
tion in the Emerson Building, accord 
ing to Louis Abrams, president of 
Jefferson-T avis. 


John W. Walter, Inc. 


Some 25,000 square feet of addi- 
tional space has been leased by John 
W. Walter, Inc., Long Island City, 
N. Y. distributor. The new lease in- 
cludes private railroad platforms, truck 
loading bays, and showrooms. 
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Femco of Fort Wayne 


CBS-Columbia was introduced in 
Fort Wayne, Indiana, recently by 
Femco Corp. with a weeklong promo 
tion featuring an clectronics exposi 
tion, complete with a motorcade. 

Mayor Robert Meyers lead the par- 
ade which was filmed for television 
and used on the local CBS station. 
The local CBS radio affiliate did three 
hours of its afternoon programming 
from the exhibition. 


McClain & Pleasants, Inc. 


McClain and Pleasants, Inc., dis 
tributor for Motorola and Whirlpool 
in the Piedmont section of the Caro- 
linas, has moved to new $100,000 
offices in Charlotte, N. C. 
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FROM THE INCOMPARABLE 


COUNSELOR 


¥ 


Dae i 


( J 
J f “a 
’ J, CP OVCE 
Z "og 


COMES THIS STRIKING NEW ADDITION 
TO THE COUNSELOR FAMILY 


1 Jf A 


Nd 


Model 600 





COUNSELOR 





Capri 


From the fabulous Counselor Coronet comes a new bath scale 





that completely outdates all other $7.95* scales in styling, 
accuracy, and quality. This sister model is Counselor's answer 
to widespread demand for a finer scale at a competitive price. 
Be sure to feature it the year around, 


* Par West, $0c higher. Priced higher in Canada 


Dat 


ping, 
THE BREARLEY CO., ROCKFORD, ILL. (Gora Hossshserlng COUNSELOR Coes 
C245 sonsennse we —) Ate Jf Sa 





TABLES 


with the highest profit 
margin in the field! 


JOBBER AND 
DISTRIBUTOR 
INQUIRIES 
INVITED 












[BRASS ARMS, LEG-TIPS 


\ Model No, 


Ss) 37 


35 


‘ 
* Slightly higher in Zone 2 
$ Models 30, 21 packed 1 per 


PROMPT DELIVERY 


$ Permanent, black oxide finish 


on all tables. etn, K. D. 
$ Expandable, Swivel tops on $ Models 34, 356 packed 6 per 
Models 30 and 31. etn. K. D, 





Combort Baines Bre. 


| 1735 W. Diversey Pkwy., Chicago 2, Ill. 
| SEE US AT NAT'L HOUS'WRS SHOW, CHICAGO, BOOTH 961-963, JAN. 13-20 





PAGE 371 











range cord sets 





3-, 4, 5 and 6ft., type SR rubber covered 
range cable. Two #6 and one #8 conduc 
tors for 50 omp., or two #8 and one #10 
conductors for 35 amp. service. CORNISH 
#500 molded-on plug vulcanized to cable 
for long-time water-repellent security. 
Equipped with suitable terminals and metal 
strain relief. Each cord individually boxed. 





Series #5533, utilizing a new molded-on 
three pole angle rubber plug equipped 
with “Ll” shaped grounding blades. Used 
primarily for application to 10/3 $ cord 
or type SR range cable. Rated at 30 amperes 
250 volts, approved by Underwriters’ Labo- 
rotories. Individually packaged in a carton 
that serves os @ shipping container 


replacement 
cord sets 


for hanes, Beties, Small 


+ 10-ft., 18/2 type 
hf brown cord, with 
molded-on plastic plug. 
Appliance end stripped 
%” Hanked, with UL 
Green Cord Set lobe! ap- 
plied. 





for Vacuum Ghoanore, Smoll 
Tools, Mixers, ete. 

6, 1 and 20-1, 18/2 
type SV block cord, with 
moided-on plug. Appliance 
end jocket removed 2" 

conductors stripped 1" 
with UL Green 

Cord Set label applied, 


for Trouble p ligire. 8 Small 


s 
6-, 10- and 30. it, 
16/30 $) black cord with 
molded-en plug at one 
end Appliance end jacket 
removed 2 ‘Lccpeperers 


UBrven ed, with 


Cord Set label 


16/2 





Support your local 
Adequate Wiring Bureau program 


CORNISH WIRE COMPANY, \ 











7 


| 
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NEW POSITIONS 








Hoover—I'clix N. Mansager, whose 
appointment as field sales manager 
was recently announced is shown 
above. In error, Evecrrican Mer 


CHANDISING, ran a picture of Oscar 
M. Mansager, executive vice president 
in announcing the — in the 
December issue. Thomas L. Kelly 
has been named divisional manager 
with headquarters in Cleveland. 





Westinghouse—I'rank A. Sullivan, top, 
has been appointed radio sales manager 
for the ‘T'V-Radio division of the cor 
poration. Rod Kershenstein, bottom, 
is the newly appointed sales promotion 
manager. An additional appointee is 
H. C, Stephenson named manager of 
sales training for water heaters and 
kitchen utilities in the electric appli 
ance division. 


Kelvinator—Harry Hondorp has been 
named as assistant to B. A, Chapman, 
vice president and general manager. 
John L. Young has been named man- 
ager of zone operations in Pittsburgh, 


| Pa, 


Landers, Frary & Clark—Philip EF. 
Richardson has been appointed as- 
sistant to KE. J. Van Buskirk, vice 
president in charge of housewares and 
vacuum goods, 


Thor—Robert F. 
been appointed director of public rela- | 





Apex—E. H. Neff has been named 
as sales manager of the company’s 
vacuum cleaner division. An addi- | 


tional appointee is Wayne D. Kanack | 
as sales and service trainer for Apex | 
Detroit regional 


Rotarex in the area. 





Kaufman, 


above, has 


tions and sales promotion. 


Regional 


appointees include John Murray as 


and 
post in 


City zone 


Boic Cc 


Kansas 
Charles F. 
Philadelphia. 


manager, 
to a like 





Hoffman—George M. Hakim has been | 
appointed as director of advertising | 


for the corporation succeeding E. A. 
lischler. 


Sutton—Regional appointees include 
Roy Laatsch named as district sales 
manager of the Chicago division, and 
Joe Schneider, district sales manager 
of the Kansas City region. 


Mitchell—Regional appointees include 
J. H. Davidson named as district man- 
ager for the New York, New Jersey 
and Connecticut area, and D. B. 
Jones as district sales manager for 
southern New Jersey, eastern and cen- 
tral Pennsylvania and Maryland. 
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ideal for moving: 
* ranges * refrigerators, etc. 


YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds or less! This on-in-a-flash 
loading plus on-c-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itself. 


veats "Suerlael’” covers & Pads 


Refrigerator Cover 








SEND postcard for full information 
on our complete line TODAY! 


eats 
appliance dolly sales co. 


2127 WN. 12th St. Milwavkee 5, Wis. 








IF 


YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 


ING, 330 W, 42nd St., New York 
36, N. Y. 
NEW 
TOUTED cc cccccvnvosesvccevccscesseves 
ED ov ines eecccccesesoecorscces 
aK ie ouhu ews Zone.... State...... 
PN. Kcivsvovene _ Sarre 
OLD 
BD. cccsonivcocccoesssccsoceacccece 
FT ove cccccvcccvevesseceveccese 
ee Zone.... State...... 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. N.Y. 36, N. ¥ 
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NEW POSITIONS 








Crosley-Bendix—George E. Simons 
above, left, has been appointed direc- 
tor of appliance and laundry advertis- 
ing and sales promotion, a newly cre- 
ated position. C. E. Schick above, 
right has been named national field 
sales manager for home appliances, 








and Irving Lane appointed as zonal 
sales manager for Crosley radio and 
TV in Florida, Georgia and Alabama. 
A recent regional appointment of 
the firm is that of Joseph W. Doan 
as the west coast regional sales 
manager. 








Emerson—Jules Alexandre has been 
named sales manager for air condi- 
tioning by the corporation. 





Stiglitz—L. D. Grant has been named 
as vice president in charge of sales. 


Schick—Alex J. Harris has been pro- 
moted to the post of general manager 
of the company’s service division. 


Manitowoc—Michael Craffey, Jr., has 
been named district manager for Mich- 
igan, Indiana and Ohio. 


Republic Kitchens—Frederick G. Stoy- 
les has been named New York district 
representative for the firm. 


Roper—G. Albert Rhimer has been 
named as Philadelphia regional dis- 
trict manager. 
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Norge—R. F’. Mcintosh, above has been 
appointed sales manager for conven- 
tional washers. Ray S. Dau, has been 
named as assistant advertising director. 
Raymond E. Miller is the newly ap 
pointed sales promotion head of the 
dealer development department, and 
Mrs. Glena Pierce has been appointed 
a home economist for the company 





Raytheon—Louis M. Park has been 
appointed as coordinator of sales, ad 
vertising and management for televi- 
sion and radio operations. 


Capitol Kitchens—Thomas J. Dun 
ham has been appointed district sales 
manager for eastern New York state 


and New England. 


Dayton Pump—Frank G. Hickey, Jr., 
has been named regional sales man- 
ager for a territory which includes 
the north central states. 
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ANNOUNCING 


ve A COMPLETE LINE OF ELECTRIC 
BUILT-IN 
and 
SET-ON 
OVENS AND SURFACE UNITS 








2. A BRAND NEW APPLIANCE 
DESIGNED AS A 
CENTER FOR CONTEMPORARY COOKING 





3. “RAIN-O-MATIC” 
AUTOMATIC WATER SOFTENER 
Styled as a Modern Appliance 
Designed for Easy Installation 





DISTRIBUTOR AND DEALER 
TERRITORIES OPEN 





VISIT OUR SPACE 
1124 MERCHANDISE MART — CHICAGO 





GLOBE AMERICAN CORPORATION 
KOKOMO ° INDIANA 











ooo f Or 


4; -1 Alek 


every 


T -dalals Meel 


TV area- 


relate mn lel ae fal) 





For UHF-VHF 
TV Reception... 


The original and ONLY 
spiral-tenna . takes sec 
onds to install. . . receives 
clear pictures immediately 
with nothing to adjust 
Gleaming gold spiral with 
modern base blends with 
any furniture 


Here is the 








finest antenna anywhere 


Model 202-UV $995 


Channels 2-83 
LIST PRICK 


i, 


Hi-Lo 1 stanps 
Modern --- Sturdy 


The WROUGHT IRON stand that 
will support all TV sets. Modern 
design will blend with any set; 
rubber feet prevent marring of 
floors. A quality TV stand with. 
out shimmey .. . models with 
and without swivel. 






THERE’S A HI-LO TV ANTENNA FOR 


EVERY CHANNEL EVERY AREA 
ee ce A Se ce se ee 


























TV ANTENNA CORP. 


3540 N. Ravenswood Ave. * 


Chicago 13 
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FULLY 
AUTOMATIC 


PORTABLE ELECTRIC GLASS 


WONDER HEATER 


5 YEAR 
PROTECTION 
PLAN 
@ THERMOSTATICALLY 
CONTROLLED 


@ NO FIRE OR EXPLOSIVE 
HAZARD 


@ QUIET, SAFE, PENETRATING 
@ DEPENDABLE 

@ CLEAN HEAT 

@ APPROVED BY ULL. 


MODELS *o» 3995 
ABSOLUTELY SAFE 


THE GLASS IN ALL ELECTROMAID GLASS HEATERS IS MADE OF HEAVY 
AND HIGHLY TEMPERED GLASS, ALMOST UNBREAKABLE, ASSURING 
SAFETY AND LONGER LIFE. IDEAL FOR ANY ROOM THAT NPEDS 
ADDITIONAL HEAT. THE ELECTROMAID PORTABLE GLASS HEATER 
1S THE SAFEST EVER BUILT. TESTED AND APPROVED BY UNDERWRITERS’ 
LABORATORIES. 


ACCEPT NO SUBSTITUTES— THERE IS ONLY ONE ELECTROMAID HEATER. 
NATIONALLY KNOWN AND DISTRIBUTED FROM COAST-TO-COAST, 
SERVING AMERICA FOR OVER 20 YEARS. 


ELECTROMAID CORP., P.O. Box 30, Chazy, N. Y 


Sold only through legitimate electrical wholesalers. Few choice 
territories available! Write us for catalogue showing complete line | 
of reAlant glass and convection heaters, 


After February Ist, 1955, the name 
ELECTROMAID CORP. will change to CAN ARM CORPORATION 
ALL TYPES OF PORTABLE, PERMANENT AND CONVECTION HEATERS 











INSURE CLOTHES 
DRYER SATISFACTION 


instal] 













The ORIGINAL 


AUND-R-VENT 


For ALL Clothes Dryers 


BEST BY TEST--Don't risk your customer relations by installing 
inferior clothes dryer vents. “Look under the hood’’—-compare 
LAUND-R-VENT with all others. Note these superior features ... . 
all aluminum construction; no rust or ice worries ... . Friction 
free damper; retards down draft... . Easy to install .... Standard 
3” and 4" complete LAUND-R-VENT kits contain one LAUND-R- 
VENT, three 24” lengths Snap Lock pipe, and two adjustable 
aluminum ells. Special kits available, 


SNAP LOCK PIPE Now Standard! 


Snap Lock aluminum pipe now standard on all LAUND-R-VENTS. 
May be purchased separately. 


“Complete Your Installation”’ 
e Your Jobber, or Write 


COLE -SEWE LL Engineering Co. 


UNIVERSITY AVE ST. PAUL 14, MINN 








22868 


PAGE 374 


NEW POSITIONS 





Frigidaire-W. H. Anderson has been 
appointed division assistant general 
sales manager; W. F. Switzer, left, 
commercial and air conditioning sales 
manager will take over the newly 
created position of merchandising 









manager of appliance sales, and L. W. 
Smith, center will succeed Switzer. 
R. L. De Marse succeeds Smith as 
manager of the Dayton branch. J. B. 
Tritsch, right, has been named man- 
ager of dishwasher and disposer sales. 





Cory—Mort Nudelman has been 
named to the post of South ‘Texas 
territorial manager. 


CBS-Columbia—Fred L. Gordon has 
been named to the newly estab- 
lished post of advertising production 
manager. 


Olympic—Leonard S. North has been 
appointed regional sales manager for 
the company in 7 midwestern states. 


Proctor—Joseph ‘Tiers has been ap- 
pointed to fill the new position of 
eastern sales manager for the com- 
pany. 


Gibson—J. B. Croskery has been ap- 
pointed assistant to the company’s 
vice president in charge of sales. 
Arthur L, Moyer is the newly named 
divisional sales manager for New York 
City and portions of N. Y., New 
Jersey and Pennsylvania. 


Hallicrafters—William H. Shaw has 
been appointed national service man- 
ager for the company. 


Amana—Louis A. Suddarth has been 
recently appointed to the post of dis 
trict sales manager for the firm’s 
southern territory. 


Bendix Aviation—E.. K. Foster has been 
named a group executive in charge of 
four divisions of the corporation, Ben- 
dix Radio, Bendix Television and 
Broadcast Receiver, York, and Cincin- 
nati. Clifford H. Spath has been 
been named manager of distributor 
development. Ward R. Schafer has 
been appointed west coast regional 
manager of the television and broad- 
cast receiver division. 


Eureka Williams—Charles H. Mac- 
Farland has been appointed director 
of research by the company. 
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Electric—Cecil S. 
has accepted a position on special as- 
signments for the small appliance di- 
vision of the company. 


General Semple 


Hotpoint—Dwight R. Anneaux, former 
manager of utility sales has been 
named director of apartment house 
and builder sales. Anneaux is replaced 
by J. A. Bell in his previous post. 
David H. Grigsby has been named as 
merchandising manager for ranges and 
water heaters. Regional appointees in- 
clude V. P. Owen as district manager 
in Philadephia; Hugh Daley, zone 
manager in Boston; J. T. Burk as zone 
manager in Toledo, and A. E. Lacey, 
zone manager of the Minneapolis- 
Milwaukee territory. 


Admiral—Vincent K. Meehan has 
been appointed administrative assist- 
ant to W. C. Johnson, vice president 
in charge of sales. 


Domestic—Nicholas P. Peters has 
been named to the post of assistant 


sales manager. 


Whirlpool—Harper Dowell has been 
named regional sales manager in the 
Pittsburgh, Pa, area. 


Peerless—Robert G. Mihan has joined 
the company as regional sales man- 
ager for the Cleveland, Ohio trading 


area. 











Distributors Appointed 





Amana—Covington Distributing 
Corp., San Antonio, Tex.; Amana 
of Washington, Inc., Alexandria, 
Va. 

Automatic Washer~Thomson-Diggs, 
Inc., San Francisco, Cal; A. F. 
Epting Appliance Co., Charlotte, 
IN. Wi 


Apex—Cole Distributors Corp., New 
York, N. Y. (coin operated washers) 

CBS-Columbia—August J. Krisch Co., 
San Antonio, Tex.; Nicolin Dis- 
tributing Co., San Diego, Cal.; Tri 
State Distributors, Inc., Albany, 
N. Y. 

Crosley-Bendix—Cook Appliances, 
Minneapolis, Minn.; Graybar Elec- 
tric Co., Little Rock, Ark. 

Chrysler-Airtemp—Allied Supply Co., 
Miami, Fla. 

Fedders-Quigan—Elliot Lewis Corp., 
Philadelphia, Pa. 

Gibson—Philips Supply Co., New Or- 
leans, La. 

Hoover—Capitol Radio and Television 
Co., Nashville, Tenn. 

James—Glenwood Range Co., Boston, 
Mass.; Philco Wholesalers, Inc., 
Portland, Me.; Utterback Corp., 
Bangor, Me.; Horn and Cox, Los 
Angeles, Cal. 

Launder-King—Emerson 
Michigan 

Landers, Frary & Clark—Baltimore 
Gas Light Co., Baltimore, Md., 
Graybar Electric Co., Buffalo and 
Erie, N. Y. 

Manitowoc—Moore and Stewart, Inc., 
Gastonia, N. C. 

Motorola, Inc.—Warren-Connolly Co., 
Inc., New York, N. Y. 

Necchi—Kane Co., Cleveland, Ohio 

Olympic—Harrisburg Radio Lab Sup- 
ply Co., Harrisburg, Pa. 

Preway—Hometown Electric Supply 
Co., Paulsboro, N. J.; Better Elec- 
tric Supply Co., Camden, N. J.; 
Jones Electric Supply Co., Millville, 
N. J.; Maegin Electric Supply Co., 
Atlantic City, N. J.; Graybar Elec- 


Radio of 


Signal Signs 





tric Co., Madison and Green Bay, 
Wisc.; Hammer Supply Co., Utica, 
N. Y., Redeker Brothers, Rochester, 
N. Y.; Thompson & Holmes, Ltd., 
San Francisco, Cal.; Wiley Electric, 
Modesto, Cal. 

Raytheon—S & E Distributing Corp., 
St. Paul, Minn. 

Rheem—Stone Supply Co., Portland, 
Ore.; Tillman-Booth Co., Eugene, 
Ore. 

Republic Kitchens—Peter J. Medema 
& Sons, South Bend, Ind. 

Stephens—Morhan Exporting Corp., 
New York, N. Y.; Roland Olander 
& Co., Los Angeles, Cal.; Arthur H. 
Peterson, Chicago, III. 

Stewart-Warner—Metropolitan _Dis- 
tributors, Roxbury, Mass.; Inter- 
State Distributing Co., Kansas City, 
Mo.; Independent Distributing Co., 
Denver, Col.; Harold’s Radio Sup- 
ply Co., Pendleton, Ore.; Fred 
Barber Supply Co., Oakland, Cal.; 
Master Equipment Co., Washing 
ton, Pa. 

Stromberg-Carlson—Graybar Electric 
Co., Allentown; Harrisburg; Read- 
ing, Pa, 

Sylvania—Stratton-Warren 
Co., Memphis, Tenn. 

Thor—Coby Distributors, Inc., Wilkes 
Barre, Pa. Lentz Enterprises, 
Phoenix, Ariz. 

Vornado—A. K. Sutton, Inc., Char- 
lotte, N. C.; T. A. Louglin and Co., 
Inc., Newark, N. J. 

Whirlpool—Orgill Bros, Arkasas Co., 
Little Rock, Ark. 

Youngstown Kitchens—Olivier, Inc., 
New Orleans, La. 


CORRECTION 

In the December 1954 issue of 
ELecrricAL MERCHANDISING the firm 
of Friedman-Bendalin was listed in er- 
ror as the distributor for Admiral in 
E] Paso, Tex. The Irion Company of 
that city is the authorized distributor 
for Admiral in this territory, 


Hardware 


RAYMOND ROSEN & CO., INC. of Philadelphia has been named distributor for the 
Signal Electric Division of King-Seelye Corp. Jack Rosen, vice president of Rosen, 
signs the franchise as Paul Glenkey, sales manager of Signal Electric, looks on 
In the background, Lou Homsher, left, manager of Specialty products for Rosen, 
and Harry Hopkins, district manager for Signal Electric, lean on a Signal fan. 
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DORMEYER _ 


WITH SECRET 
WEAPONS! 








HOUSEWARES SHOW - NAVY PIER - CHICAGO 











FULL PROFESSIONAL QUALITY! 








WAHL 


HOME-BARBER KIT 


. » » by the World's Largest 
Manutacturers of Electric Clippers! 


pit it... sell it! Complete 
4-piece set in attractive self-selling 
carton, with free instruction book- 
leta, Or you may wish to display 
roducta separately. Complete 

AHL line includes professional. 
type hair clippers, dryers, vibra- 
tors, combs, shear acked by 
factory guarantee of satisfaction! 


WRITE FOR DETAILS 

















Please send full details on your line of =I 
Home Haw cutting clippers and other ! 
products i] 
Name / 
Address | 
| City State : 





APPLIANCE WHITE 
Here’s the paint roduct you've 











Dormeyer ¢ Kingsbury & Huron Streets « Chicago 10, lilinoils 





IF YOU SELL OR SERVICE 
APPLIANCES ... YOU NEED 





Spray-0-Namel 


been waiting for! Spray-O- 
Namel Appliance White . . . 
perfect for touch-ups of an 

porcelain surface. Gives a hard- 
gloss, factory-new finish at the 
press of the lever. Ideal for 
shipping scratches or handling 
smears — in the home or store. 
No special preparations or ex- 
perience needed, A must for 
every service kit, A fast-moving 
retail item, too. 








NOIS BRONZE POWDER CO 


‘ Clear ' Ch 
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MERCHANDISING 
SUPPLEMENT 





FAMOUS 


Permanently agplices 
broken wires and coils in 
electric appliances, auto- 
motive and industrial 
equipment. Make repairs 
and splices quickly, 
cheaply. 6 Sizes. 


WRITE FOR CATALOG 
tight with 
oe, & FREE SAMPLE 


MEND-IT SLEEVE MFG. CO. 


136 Bonita Ave. Piedmont 11, Calif. 





Just insert wire 
ends and crimp 
ordi. 








No. 102 
BALANCE TRUCK 


for Sefe and Easy Handling 
of Ranges, Refrigerators, 
Home Freeze and Air 
Conditioning Units, 

Radio, Television 

and Window Cooling Units 


SELF-LIFTING PIANO TRUCK CO. 


426 Worth Main Street Findley, Ohie 





Modern Appliance Displays 
Need LIGHTED MOTION! 


SE “Potosho 


THE OLDEST NAME in turntables assures you 
profitable, troubi ag Bonny Used by 
merchants nationwide f nusual action dis- 
plays. Model 712 ROTO-SHO iMustrated, re- 
volves 3 times a minute, permits novel, self- 


contained lighting effects as well as = 
devices. Table 18” ye 












tion of electrica 
eter. A.C. only. Sturdy steel construction. 
Guaranteed. Write today for complete turn- 
table catalog including build-up fixtures! 


ree rners. 
hour delivery 
rom steck, 





RAsSES + Fh. a weree gear. Integrity 
8 
Deot. 65, 32-1 ware Bivd. oy 
Long island’ City i, N.Y. N 














Many Dependable Buys 
are to be found 
in this Section 








ROHN 
TV Service Table 


int fi 
hela or garesetne. Large 


ruffied 
Table Places set at proper 
time It leaves! 


fn ontere your shop till the 

Ing the set from the time 

Filete “cy g ak 
collent for 


Excel 
pitals “Inetitutions, aatiee 
a zations, etc. 





Call on Your Authorized Roha 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 
116 LIMESTONE, BELLEVUE, PEORIA, ILL. 

















A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.” 


McGraw-Hill Publishing Company, Room 2710, 330 Wes? 


42nd St., New York 36, N. Y. 





SEARCHLIGHT SECTION 


“OPPORTUNITIES 





RATES: 
UNDISPLAYED 


yment, count 5 a ovcmnge words as a line 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 
POSITION WANTED & Individual Selling Op 


e-half of above rate, payable in advance 
BOX NUMBERS—Count as 1 line 


$1.80 a line, minimum 3 lines. To figure advance 


portent a undisplayed advertising rate is 








DISPLAYED INDIVIDUAL SPACE with border 
rules for prominent display of advertisements. The 
advertising rate is $15.50 per inch for all adver 
tising appearing on other than a contract besia 
Contract rates quoted on request 
AN ADVERTISING INCH is measured %&” ver- 
tieally on a column—4 columne—48 inches to & 
iw © NEW ADV ERTISES NTS; Address N. Y¥ 
330 W. 42nd &t Y. 36, N. ¥., tor 
| - Issue closing Sache lath 














electric domestic appliances. 
considered, 


range of manufacturing equipment. 


MANUFACTURE UNDER LICENSE 


A progressive and vigorous electrical manufacturing company, located in Mel. 
bourne, Australia, desires to license the manufacture of electrical goods and/or 
Outright purchase of suitable lines would also be 


Manufacture at present is chiefly in the form of fractional H.P. motors, for which 
we have a sound and extensive reputation in both quality and competitive price. 


This company is the manufacturing subsidiary of a large electric wholesale 
distributor and an associated body of a nationwide retail organization. 


Ample factory floor space can be made available together with an extensive 


Interested parties can contact in the first instance Smith, Peacock & Henshaw, 
Chartered Accountants, 59 Queen Street, MELBOURNE C.1, Australia. 











NEW 


WANTED 


By well established 


ELECTRICAL PRODUCT 


TO MANUFACTURE AND MARKET 
it maonufecturer of electro mechanical devices. 


Has national distribution thr through font t bardware, electrical distributors, 


department 





stores, mail 


Basis sctriont Ay or royalty. 
ELECTRICAL MERCHANDISING 


t to moke and market. 


330 W. 42 St., New York 36, WN. vy. | 











SALES AGENTS 
Nationally known meswtaurer | Christmas que 


Lights, Tree Stands, 
orations, en A, cooks pana Sales 
Agents ‘call on jobbers, ain 


c Stores, Super 
Write territories covered, full details, 


ow. 4972, Blectrical Morchondidins 
100 W. 42 St., New York 36, N. Y, 





Markets 














REPL 1B 8 (Bow No ) Address to office nearest you 
NEW YORK: 350 Ww 42nd At, (86) 
CHICAGO: 620 N. Michigan Ave, (11) 
SAN FRANCISCO: 68 Poat Bt, (4) 


POSITION WANTED 


SALES MGR or sales development, Seek posi 

tion with mfr. or distr. Have 16 years expe- 
rience principally in plumbing kitchen appli- 
ance field selling distributors dealers bullders 
marketing of new products or setting up of 
new division of prime interest, PW-4970, Elec- 
trical Merchandising. 


“SELLING OPPORTUNITIES WANTED 


MANY PAG TU RERS REP. covering Fia., Ga., 

Ala., desires major appliances 
eciling through jobbers and distributors, RA- 
4782, Electrical Merchandising. 


MANUFACTURERS REPRESENTATIVE 

Alabama and surrounding territory, number 
years in wholesale well known in territory, 
want lines covering appliance, hardware, 
heating distributors, RA-4826, Electrical Mer- 
chandising. 


BUSINESS OPPORTUNITY 


Electric Supply Corp., 8 C. Montana, Net 

sales $626,080, Total capital & surplus §231,- 
990 as of May ‘64. Past 7 yre—officers sal, 
bonus & line ins $297,435. Xint outlook due 
to constr, oll, TV. Total fixed agset, $127,500 
includes land, equip, bidgs, vehicles, ete, 
#X20629. Ford, 6426 Hollywood Bi, Los An- 
geles 28, Cal 








WANTED 





ELECTRIC BLANKET SERVICE 


(All mokes except G. E. Signatwire) 


FAST —5 Day Delivery 


EFFICIENT +|—Factory Equipment and 
Methods — UL Ap- 
proved Parts 
GUARANTEED—} Year 
Repairs and Rebulids trom $5.75 to $9.00 


For Detalis Write to: 
BOBRICH SERVICE INC, 
Main Street Beacon, New York 
1307 Riverside Dr. Los Angeles 31, Collf. 








#30 ELECTROLUX 
REBUILT SWITCHES 


CENTRAL VAC. CL. CO. 
4509 - 104 Bt. Corona, L.1., N.Y. 











ANYTHING within reason that is wanted in 
the field served by Electrical Merchandising | 
can be quickly located through bringing it to | 


the attention of thousands of men whose in- 


terest is assured because this ia the business | 


paper they read 





At Your Service... 


The Searchlight Section is at your service 
for bringing business needs of “opportuni- 
ties’’ p the attention ister Re: ae 
executive management so a responsi 
technical engineering rating capaci- 
ties with the -- & a by MeGrew. Hill 
publications. 
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1955 


VACUUM CLEANER 
MOTORS REBUILT 
Your burnt ESP Ee een Sper as eater com 
bond “Ei? vacuum steanell i aie" oe 


DEALERS’ yacvun CLEANER CO. 
140 Nostrand A Brookiyn 5, WM. Y. 











FOR SALE 
USED REFRIGERATORS 
Electric or gas ranges, truck or trailer 


new on Geb Essel ie wanres 


AJAX FURNITURE OUTLET, Inc. 
1000 Rockaway Ave. Brooklyn 12, M. Y. 











FOR SALE—USED 


ELECTRIC & GAS REFRIGERATORS 


All Makes @All Sizes @ Guaranteed Freezing 





Bend For Ourrent IAstings 
CLOSEOUTS WANTED @ NEW OR USED 


Tw Pera iene AvOS ga CORP. 
15 W. 44th St., . 6, 4. Y. MU-7-77683 
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EDITORIAL 








Using This Issue 


NCE again ELECTRICAL MERCHAN- 
(3 DISING brings you its Annual Statistical 

and Marketing Issue. Months of work and 
thousands of dollars have gone into its creation. 
Hundreds of people have cooperated with us to 
make possible the publication of the statistical 
material—figures that have long been accepted 
by the appliance-radio-television industry as the 
most authoritative to be found anywhere. It is 
a job that the staff of this magazine takes natural 
pride in presenting to its readers 


HOWEVER, it is not our intention here to 

pat ourselves on the back, but to try to point 
out that, properly used, this issue can become an 
invaluable tool in your business. Statistics by 
themselves mean little. But when applied to 
specific day-to-day problems, they become charged 
with meaning and significance. Knowing how 
many washers, or refrigerators or TV sets were 
sold nationally, or what percent of the nation’s 
consumers own them, may seem academic to Joe 
Zilch, who just lost a sale to a cut-price artist down 
the street and who has a payroll to meet the 
next day. But those same figures broken down 
to his local market can tell him at a glance the 
sales trend and the sales potential for a par- 
ticular appliance. National market and_ sales 
statistics, in the end, are no more than the col 
lective figures for thousands of local markets. And 
every time a local dealer’s cash register rings up 
a sale, it becomes a measurable statistic with 
numerous implications. It means a customer was 
wooed away from spending his money elsewhere; 
it means another unit of public acceptance of 
our products; it means another notch in the 
“saturation”, or ownership factor of that device; 
it means a customer removed from the market 
for a period of years; it means in the case of a 
radio or 'T'V set, another unit added to the listen 
ing or viewing audience, or, in the case of a 
washer, another customer lost to the commercial 
laundry. It means a fractional increase in the 
utility's residential load; it means continued em 
ployment and income for the men and women 
who build the product. It also means a statistical 
notch in the profit of the manufacturer, the dis 
tributor and the dealer. 


While a sale, therefore, is a dry statistic it 
carries with it profound economic implications. 
And in measuring the progress of these isolated 
sales in every corner of the country, we not only 
arrive at totals of a staggering magnitude, but are 
able to assess the progress of an industry and a 
change in the living habits of a nation. 


N this issue the careful reader is provided with 

many clues to the effect of sales in our busi- 
ness. He is given an historical record for purposes 
of comparison year by year; he is given a cumula- 
tive index of ownership to point up potentials of 
specific products; he is given a seasonal index to 
determine optimum sales periods; he is given 
breakdowns of sales and ownership by states and 
by regions within those states. He may ascertain, 
furthermore, the extent of the replacement mar- 
ket, the percentage of the business involving 
traded-in merchandise and the eventual disposi- 
tion of trade-ins; he is provided with background 
statistics on general business conditions—employ- 
ment, incomes, savings, installment credit, new 
home construction, etc. He is furnished a break- 
down of the country’s wired homes—our basic 
market—by states and by urban and rural classi 
fications. He can find out sales per thousand 
customers in any area of the country from data 
supplied by utilities serving those areas. He can 
even find out the number of other dealers com 
peting with him in a given area. And finally, he 
is informed as to the probable course sales will 
take in the year ahead. 


N other words, all the necessary information 

for intelligent sales planning is wrapped up in 
this package. If you know the extent of your 
market, know your potential prospects, know the 
degree of acceptance and present ownership of 
the products you sell, know what ratio of your 
sales will require replacing existing or obsolete 
equipment, know the number of your present 
customers who can be sold new devices and know 
when and where appliances generally sell best, 
you have eliminated a lot of guesswork and pro 
vided your business a sound basis on which to 
operate. 

This issue is a tool to use in your business 
We hope you find it useful. 


LAeruee Ore, -7 


Eprror 








PAGE 378 


JANUARY, 1955—ELECTRICAL MERCHANDISING 











Will she buy? Won't she buy? Will she buy? Won't she buy... 
How to make 4 out of 10 say “yes!” 


DISPLAY A FULL LINE OF WRINGER WASHERS, Your 


bread and butter. With all the talk about automatics, it’s 
sometimes easy to overlook the fact that 4 out of 10 women 
still buy wringer washers. They prefer wringer washers because 
they cost less to buy and use, or because they wash cleaner, or 
because they do the wash quicker. And you're going to lose 
money if you overlook 4 out of every 10 washer sales. So give 
wringer washers their fair share of display and sales attention. 
Let customers know you carry a full line. Then, after you've 
got their attention, the easiest way to make them say “ Yes,” is 
by demonstrating these exclusive Lovell wringer features: 


Li 








DEMONSTRATE LOVELL AUTOMATIC SAFETY! 

She'll say, “Yes,”’ quicker if you let her see for her 
self how Lovell Instinctive wringers keep her safe 
automatically. Show her how a light instinctive pull 
on the clothes will release roll pressure instantly on the 
new “62” Instinctive wringer, or stop the rolls on the 
Lovell “77” Instinctive. On standard model Lovell 
wringers, a feather touch on the release bar releases 
roll pressure instantly. 



































PRESSURE 
4 CLEANSING 
~~ s* = “|g WRINGER 


3 DEMONSTRATE LOVELL BALANCED PRESSURE! POINT OUT LOVELL’S CLOSED TOP! 
Run a thick, folded towel through one end of a 


Show your 
Lovell Manutacturing Co. 


Erie, Pa. 


customer how Lovell’s closed top safely guards the 
Lovell wringer—a thin strand of yarn through the other. wringer rolls. At the same time 


Show how the rolls grip the yarn. It’s proof of Lovell's 


, demonstrate Lovell auto- 


matic indexing. Show her how a quick push or pull on 


balanced pressure that results in thorough cleansing the Instinctive models automatically swings the wringer 


action. Explain that dirt normally remaining in the to the next operation position. Then, while you're writing 


clothes is squeezed out. And mention that Lovell’s up the sale, remind her that she can get her wash done 


balanced pressure is adjustable for different fabrics. quicker with a wringer washer and automatic dryer. 





















54 Exclusive! 
1954 Exclusive! 






auGust, 19 
KELVINATOR 1955, OCTOBER, 

WASHER THE NEW KELVINATOR 

cTRIC RANGE 





AUTOMATIC 

tely Sepa 
e cycle for regul 
cycle 


1955 ELE 


ist and Only Range with Disposable ALI 
wines.” The only range with “2 
to Heat” 


rate Automatic Wash- 
ar fabrics, heavy 


with 2 Comple 
for fine fabrics, 


ing Cycles—o™ 
loads plus separate 


light loads. 


The 
MINUM OVEN LI 
Rocket Units 
heats tal 


and | Jual “P« 


lored to fit pan > 
*Patent OPP 


in 1 
' 
i7e. 


, * ( ontrols 
lied for 


*wITH MATCHING 


ee .and now 


KELVINATOR 1955 REFRIGERATORS! : 











... with 


* SMART NEW STYLING! 
* BIGGEST FREEZER CHESTS! 
* TRUE AUTOMATIC DEFROSTING! 


( E ectric a ] 
/ s °o e 








Ps Medel KA-120 
cv. ft.,80-lb Frozen Food Storage 






SE 
E THEM AT YOUR | OP PP r a 
eum lal DISTRIBUTING HEADQU 
ARTERS 





